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CHAPTER ONE
INTRODUCTION
Advertising is any paid form of non-personal communication about an organization or its product to a target audience through a mass/broadcast medium by an identified sponsor. It should be observed that for any promotional activity to be called advertisement it must be paid for. In the real sense, it is the method used by companies for creating awareness of their products, as well as making new products known to the new and potential consumers. This thesis however, centers on the impact of advertising on the sales volume of a product. This work will shed light on how advertising can really affect a consumer’s buying decisions in a growing economy like that of Nigeria and how successful advertising can keep businesses going even in the midst a tough competition. More so, advertising as a promotional tool also tends to remind, reassure and influence the decisions of the consumers because an advertisement itself enlightens, educates, and persuades consumers on their acceptability of the product offering. Advertisement in such a media as print (newspaper, magazines, billboards, flyers) or broadcast (radio, television) typically consist of pictures, headlines, information about the product and occasionally a response coupon. Broadcast advertisement on the other hand consists of an audio or video narrative that can range from 15seconds spots to longer segments known as infomercials, which generally last 30 to 60 minutes. (Busari 2002) Advertisements can also be seen on the seats of grocery carts, on the wall of airport walkways, on the sides of buses, airplane and train. Advertisements are usually placed anywhere an audience can easily and/or frequently a access visual and/or video. (Busari 2002).
Any business, regardless of its size, is in business to make money through sales. Any business enterprise aims to produce sales and profits (Raham, Rodriguez-Serrano, & Lambkin, 2019). If an organization wants to remain viable, then it must generate enough sales from its products to cover costs and make reasonable profits (Fraccastoro, Gabrielsson, & Pullins, 2021). Most organizations use sales forecasts as the starting point for determining their budgets and profits (Raham, Rodriguez-Serrano, & Lambkin, 2019). Sales estimates must be determined before production units are decided and production units in turn determine material purchases. For a business to make a profit, its outputs must exceed its inputs (Edeling & Fischer, 2016). The money that is invested in production and all other activities that assist in making the product available to consumers should be less than the return on investment that the company gets in the end (Agbeja, Adelajun, & Akinyemi, 2015). Sales are very crucial. It is therefore imperative for organizations to engage in programs that can influence consumers' decisions to purchase their products considering the importance of sales to business survival and the connection between customers and sales (Nzabirinda, 2021). This is where advertising comes in and plays a very fundamental role. The role of advertising is to facilitate the seller's job, assist the customer in deciding, informing them of the presence of a product, the price at which it is sold and manipulate them or influence into making a purchase (Agbeja, Adelajun, & Akinyemi, 2015). Additionally, it is used to inform consumers of a new product in the market and remind them of the already existing products and their benefits. When advertising has been fully effective and efficient it will result in increased sales and profit (Utama, et al., 2021).


AIMS
This study aims is to qualitatively explore the impact of advertisement in promoting local herbs medicines.
OBJECTIVES
· To study the effect of advertisement and sales promotion on promoting local herbs.
· To find out the qualities that the customers expect for a good advertisement in various media.
· To find out how advertisement and sales promotion induce the customers to buy the product.
· To find out how far advertisement and sales promotion retains the customers

STATEMENT OF THE PROBLEM
Competition is now a major factor among herbal producers in the world today. Producers need to advertise their products and services in order to be able to reach out to both customers (existing) and potential customers if they are not to be overtaken by their competitors.
Due to this marketers have developed the tendency of misleading consumers about their products through advertisement. In as much as advertisements help consumers in finding products or choosing between the various brands of products in the market, producers sometimes mislead customers into buying products which do not really service the purpose for which they were advertised.
In the midst of all these, many marketers of herbal drugs are now doing their best to erase this negative perception from consumers mind and to make advertisement an available thing to consumer attitudes towards herbal products.
1.4 RESEARCH QUESTIONS
The following research questions have prompted the need to undertake this study entitled, “The Impact of advertisement in promoting local herbs medicine’ decision making process”. These questions are also raised in order to ascertain facts to make reasonable conclusion and recommendations. The questions are:
i. Can a well planned advertising program change the buying decisions of consumers?
ii. Does advertising affect the consumer attitude towards products in the market?
iii. What is the response from consumers to advertising relating to their unfulfilled needs?
iv. To what extent does the neglect of advertisement have on an organization’s product?
v. What medium does the firm use in advertisement?
1.5 SCOPE OF THE STUDY
This deals with the areas that the research covers. The main focus is impact of advertisement in promoting local herbs medicines towards the products of Speedy Bitters.
1.6 THE LIMITATIONS OF THE STUDY
This research is limited to questionnaire given out to randomly selected customers of Speedy Bitters.
Due to limited resources, the researcher was not able to use many herbal products. This is because researchers couldn’t combine the study and academic worth together.
Obtaining information for the research was difficult because of the fear of the researcher releasing information to competitors.


1.7 SIGNIFICANCE OF THE STUDY
Advertisement has much influence and greater impact on consumer buying attitudes. Therefore, it is better to study the role of advertisement towards consumer’s buying attitude so that potential customers would be alerted. It will also educate producers and marketers on how to advertise products in a way that will win many customers. Also, it will educate consumers on how to identify the best herbal products on the market by making use of advertisement. The study will also serve as a reference maternal for students in the tertiary institutions.etc.
1.8 IMPORTANCE OF ADVERTISING
The public/consumers benefits greatly from advertising expenditures. First, advertisements are informative. The newspaper ads are full of information about products, prices, features and more. Businesses spend more on direct mail than radio or magazine advertising. Direct mail (e.g. catalogs and letters sent by mail to people’s homes and offices) is an informative shopping aid for consumers. Most times consumers receive mini catalogs in their newspaper, that tells them what’s on sales, where at what price, for how long and more. Advertising not only informs us about products, it also provides us with free television and radio programmes because money advertisers spend for commercial time pays for production costs. Advertising also covers the major costs of producing newspapers and magazines.
Newspapers, magazines and radio are especially attractive to local advertisers. However, television offers many advantages to a national advertiser but it’s expensive. But few media besides television allow advertisers to reach so many people with such impact. Marketers must choose which media and which programs can be used to reach the audience and what they desire. Different kinds of advertising are used by various organizations to reach different market targets.(Philip Kotler,2005,776) Young (2005) stated that in an effort to improve managing and gain audience attention, advertisers create branding moment that will resonate with target markets, and motivate audiences to purchase the advertised product or service, advertisers copy test their advertisement before releasing them to the public. Major categories of advertisement used by various organizations include the following: 
Retail advertising: Advertising to consumers by various retail stores such as supermarkets and small stores.
Trade advertising: Advertising to wholesalers and retailers by manufacturers to encourage them to carry their products.
Industrial advertising: Advertising from manufacturer to other manufacturers knows as “business-to-business” advertising.
Institutional advertising: Advertising designed to create an attractive image for an organization, rather for a product.

Product advertising: Advertising for a good or service to create interest among consumers, commercial and industrial buyers.
Advocacy advertising: Advertising that supports a particular view on an issue (e.g. an ad in support of fake food and drug control). Such advertising is also known as cause advertising. •Comparison advertising: Advertising that comprises competitive products.
Interactive advertising: Customer- oriented communication that enables customers to choose the information they receive, such as interactive video catalogs that allows customers select items to view.
Online advertising: Advertising messages that are available by computer when customers want to receive them.
1.9 PURPOSE OF ADVERTISING
Advertising plays a vital role in marketing consumers’ purchasing decision and promotion to particular. Most consumers have the erroneous impression that promotion is synonymous with advertising and vice-versa. The partnership between producers and consumers through advertisement is solely aimed at achieving certain mutually beneficial objectives. There are;
To introduce new product: One of the roles of advertising is to inform consumers about the existence of a new product in the market i.e. creation of awareness. Persuade customers to buy: Advertising helps in arousing the customer’s interest and by so doing persuades them to buy the product.
Creation of demand: Advertising stimulates demand by constantly reminding potential consumers about the availability of the product in the market. To change consumer belief: Advertisement is a very good instrument that can be used to change consumer mindset about a product or service. Hence, help to tap into their buying power and influence their thoughts.
To create brand loyalty: The demand of the consumers can be maintained by constantly arousing their interest on a particular product and this will ultimately create brand loyalty.
Develop large market: Advertising create large market segment which leads to the development of larger market.
To promote the image of the firm: Advertising builds a corporate image for a company. 
It helps to familiarize consumers with the new style of product in the market.
Alert and sensitizes member of marketing channel.
Helps to reduce consumer dissonance.
1.10 FUTURE OF ADVERTISING
Advertising has gone through five major steps of development: domestic, export, international, multinational and global. For global advertisers, there are four potentially competing business objectives that must be balanced when developing worldwide advertising: building a brand while speaking with one voice, developing economies of scale in the creative process, maximizing local effectiveness of ads and increasing the company’s speed of implementation. Born from the evolutionary stage of global marketing are the three primary and fundamentally different approaches to the development of global advertising executions: exporting executions, producing local executions, and importing ideas that travels.
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CHAPTER TWO
2.0 LITERATURE REVIEW
This chapter explores relevant literature with regards to the concept of consumer attitude towards their purchase decision and the role of advertisement as applied in marketing and the review of work of other writers, and a collection of personalities.
2.1 CONCEPT OF ADVERTISING
Advertising is any form of paid strategic communication by an identified sponsor that aims at informing and persuading receivers about an advertising object (e.g., product, service, brand, organization, or idea). Traditionally, it is conveyed via purchased time or space in mass media (Thorson & Rodgers, 2012). In an economic context, advertising is a subcategory and integrated part of all the activities that promote a brand (marketing), pricing, or other forms of marketing communication like personal selling (Fennis & Stroebe, 2010; Tellis, 2004). Advertising is a non-personal communication, paid and identified by individual, profit, and non-profit firms to inform and attract a target audience (Nirmala & Pais, 2016). People tend to be more attracted to an advertisement if it is entertaining (Alalwan et al., 2017). Dwivedi et al. (2017) suggest that creative and attractive advertisements tend to attract more consumers. Jung et al. (2016) found that entertainment and consumer's attitudes toward advertisements are closely related. Therefore, advertisements should be accompanied by entertainment to arouse consumers’ interest. There are different media of advertising; however, only those related to the study are discussed below:
2.1.1. Television Advertising:
Television advertising is the form of advertisement perceived to impact the sensational aspects of the audiences because both eyes and ears get involved in the communication of the intended message (Arshul et al., 2014). Television advertising is one of the best mediums of advertising, and it enables the messages to reach a wide variety of audiences or consumers (Chukwu et al., 2019). Television advertising has been recognized as the best method of presenting goods or services to millions of consumers as it impacts efficiently and effectively the behaviour of consumer (Bushra et al., 2015).
2.1.2. Radio Advertising:
Radio advertising is audio-visual as it only appeals to the ear and not the eyes. It may not be as effective as television advertising, but it can reach a wide variety of audiences because of its affordability. Aside from affordability, radio does not necessarily require electricity to function.
2.1.3. Outdoor Advertising:
Outdoor advertising exists in different forms billboards, handbills, hoardings, banners, posters, wall paintings, computerized boards etc. (Navnita, 2014). They are often placed in strategic locations and are accessible at all times unless removed. Therefore, outdoor advertisement is an unavoidable part of the human environment, unlike the other media of advertising like TV, radio, and print, which can be put away or turned off (Lina & Victoria, 2016).


2.2 REVIEW OF RELATED STUDIES
Advertisement of goods and services had been part of the business world over the centuries and several historical documents bear testimony to this. For instance, Berman [9] (2005), noted that commercial messages for sale of items have been found in the ruins of ancient Arabia. About four thousand years ago, ancient Egyptians were advertising by carving public notices on stones and using papyrus to make sales messages and wall posters. As the towns and cities grew during the middle ages, many peo- ple began to use symbols like hat, shoe, suit and other images associated with their trade as directional signs. Even proprietors who sold fruits and vegetables at the city square from the backs of carts and wagons used street callers (town criers) to announce their whereabouts (Rosenberg and Czepiel [10] 1984). With the expansion in education, more people were able to read and write. As a result of that, advertising expanded to include hand- bills. In the 18th century, advertising started to appear in weekly newspapers in England. Radio and television advertising became popular when these media came into being in the 1920s and 1940s. The trend has continued with varying degrees of changes and innovations. Today, society in general is consistently bombarded with a mul- titude of advertising such as print fliers, posters, bill- boards, electronic banners, television and radio adverts, internet online ads, face book and mobile phone adver- tising among others.
2.3 THEORITICAL FRAMEWORK
The attitude held by consumers have a direct influence on their purchasing decisions and these decisions, in turn, may reinforce a particular attitude or lead to its modification. An understanding of the way in which consumer attitude are formed, reinforced and modified is therefore of prime importance to the marketer. If the marketer is able to identify the attitudes held by different market segments towards his product, and also to measure changes in those attitudes, he will be well placed in his marketing strategy.

2.4 CONCEPTUAL FRAME WORK
Consumers vary greatly in age, income, educational level, mobility patterns and taste and these greatly affect their behaviour. It is therefore useful to distinguish dif- ferent consumer groups or segments and develop prod- ucts tailored to their needs (Kotler [13] 1991). Since consumers buy a variety of goods and services, it is im- portant to try to understand how they make their pur- chase choices. This calls for appreciation of the factors that influence the buyer’s purchase decision such as cul-ture, social, personal and psychological factors. 
One of the conceptual frameworks used to explain the consumer’s thought process is the hierarchy-of-effects model. This framework describes the effects of advertising on consumers. It is posited that advertising has multiple tasks.

	STAGES
	HIERARCHY OF EFFECTS

	Cognitive stage 
	Awareness
Knowledge

	Affective stage
	Liking
Preference
Conviction

	Behaviour stage 
	Purchase



2.5 CONCEPT OF CONSUMER BUYING BEHAVIOUR
Consumer buying behaviour is described as the mental, emotional, and physical activities that people engage in when choosing, purchasing, using, and disposing of products and services in order to satisfy needs and desires (Schifman & Kanuk, 2009). Consumer behaviour is the attitude that a consumer exhibits in the process of searching for, purchasing, using, evaluating, and disposing of a product and service that s/he expects to satisfy his or her needs (Schiffman & Wisenblit, 2015; Tanrikulu, 2021). Ferreira et al. (2021) assert that there are variations in consumer attitudes arising from a continual change in the standard of living, technology, fashion, and trends. Consumer behaviour is an act people display in the actual or possible use of products. It is a decision making by an individual to utilize available resources on the relevant consumption (Agwu et al., 2014). The concept of consumer behaviour attempts to identify the factors that influence the behaviour of the consumer, such as the economic, social, and psychological aspects which makes an understanding of the consumer buying behaviour process of paramount importance (Cooray et al., 2018). Consumer buying behaviour is affected by psychological perception and attitudes (Kotler et al., 2001) and also affected by social and cultural forces that affect individuals buying decision but also determines the choice of product to buy (Arnold & Thompson, 2005). Consumer behavior is the product of the physical, psychological, and social behaviour of prospective consumers (Reetika, 2015).
2.6 REVIEW OF EMPIRICAL STUDIES
Widayat et al. (2022) examine the influence of advertising variables, electronic word of mouth, and brand awareness on the purchase decisions of 250 consumers of fashion products in Indonesia. Data were collected using a self-administered questionnaire and analyzed by Covariance-based Structural Equation Modelling (CB-SEM). Findings show that advertising and electronic word of mouth (e-WOM) significantly and positively affect purchasing decisions for fashion product at the same time brand awareness can substantially mediate the influence of advertising and electronic word of mouth on purchasing decisions. Yadav (2022) investigates the impact of advertising on the buying behaviour of 23 consumers of the luxury product of pen and their preferences for the brand, colour, and price of the pen. Results reveal that brand is the most critical determinant of the buying behaviour for pens. Gde Satia Utama et al. (2021) examine how advertisement influences consumer buying behavior in Malaysia and India. 100 responses were collected from surveys to 51 Malaysian respondents and 49 Indian respondents from universities groups, personal friends, and families. The findings indicate that advertising is highly persuasive, and social media advertisement through Facebook, Instagram, and TikTok is the most important determinant of buying behaviour in the study area. Kumari and Kumar (2020) investigate the relationship between advertisements and buying behaviour of 100 consumers of beauty products in Ranchi town using descriptive statistics. Findings reveal that television advertisement is the most crucial determinant of consumer buying behavior of beauty products in the study area.
Kumari and Sangita’s (2020) results reveal that printing, broadband, outdoor, and social media have a positive and significant impact on consumer purchasing behavior, while broadcasting media has no significant impact on consumer purchasing behaviour. Maiyaki and Adam (2020) reported that outdoor, print, and broadcast advertising have a significant and positive impact on consumer buying behaviour, while celebrity advertising has no significant impact on consumer buying behaviour. Chukwu et al. (2019) document that the independent variables, emotional response, environmental response towards the brand, brand awareness ,and sensory-stimulated advertising, have a positive and statistical impact on the dependent variable consumer buying behavior. Sama (2019) uncovers that magazines and newspapers are effective media in influencing purchase and post-purchase consumer behavior. Newspaper advertisement was also found to influence the five stages of consumer behaviour. Pal and Pal (2019) in their study have found that consumer perceptions and brand awareness about a particular product are capable of persuading and influencing consumer to buy a product. Shetty et al. (2019), Awan et al. (2016), Nabi et al. (2016), Maghsoudi et al. (2017), Kumar (2016), Alharthey (2016), Sumathi and Begum (2016), Elnaga and Abunayyan (2016), Ghafoor et al. (2016), Zinyemba and Manase (2015), Samar and Samreen (2015), David et al. (2015), Rehman et al. (2014), Habib et al. (2015), Zia (2016), and Bassano et al. (2017) all found a significant positive association between advertisement and the consumer buying behaviour. Lee and Heere (2018) determine the relative effects of emotional advertising, the rational advertising, and combination advertising on the behaviour of sports consumers. Results suggest that emotional advertising resulted in a higher consumer attitude towards advertising, followed by combination advertising, while rational advertising had the most minor influence on the behaviour of consumers. Majeed et al. (2017) investigate the influence of advertisements on consumer behaviour by assessing the women’s response to emotional advertisements using factors such as level of emotions, celebrity endorsements, and appeal. Results indicate that a better understanding of the combination of the aforementioned factors could result in the desired emotional response and thereby influence the consumption behaviour of Chinese women. Lubna et al. (2017), Anjum et al. (2015), and Ahmed et al. (2017) found that television advertisements have a significant positive effect on consumer's buying behaviour. Singh and Pandey (2017) in study that reviewed the literature on the association between emotional appeal used in television (TV) advertisement and consumer purchase decision reveals that youngsters and women affected mainly by the emotional TV advertisement. The authors also observe that humour appeal is the most common appeal which is used in TV commercials to connect with the viewers. Dulin et al. (2016) conducted a study on the impact of advertising on consumer behaviour. Findings indicate that emotional appeal, promotional advertising, facts and statistics, bribes, and unfinished advertisements influence consumer’s buying decision. The results also show that celebrity endorsements have the most negligible influence on consumer’s buying decision.
Gupta (2016) explores the effect of television advertisements on the life study of rural consumers using 400 respondents from households with television sets. Results reveal that advertising appeal helps in changing the lifestyle of the rural people because emotional advertising appeal helps mould their attitude towards the products. Iqbal and Batool (2016) study the impact of billboard advertisement on customer buying behaviour at the Islamia University of Bahawalpur, Pakistan, and document that billboard advertisement positively influences consumer buying behaviour. Zourikalatehsamad et al. (2015) investigate the impact of online advertising on consumer purchase behaviour among students of Universiti Teknologi Malaysia. The results reveal that online advertising has a positive and significant impact on consumer purchasing behaviour. Kibona (2015) investigates the impact of three elements of advertising (billboards advertisement, media communication advertisement, and POS materials advertisement) on consumer buying behaviour in Dar-Es-Salaam, Tanzania. Results indicate that the three proxies of advertising have a significant positive impact on consumer buying behaviour. Afzal and Khan (2015) assess the impact of online and conventional advertisements on consumer buying behaviour of branded garments. Findings show that quality; design and content of the advertisement, customer loyalty towards the brand, and previous buying experience of the consumer are important factors that influence consumer buying behaviour. Bansal and Gupta (2014) examine the effects of newspaper advertisements on the purchasing behaviours of 1,017 consumers’ in India, employing the Resnik and Stern criteria techniques. Results indicate that newspaper advertisements positively and significantly influence buyer’s decision-making. Malik et al. (2013), Dinu and Dinu (2012), and Rasool et al. (2012) found a significant positive relationship between advertising and consumer buying behavior. Kumar (2011) investigated the impact of advertising on consumer buying behaviour in Nestle Limited in India and finds that advertising, sales promotion, and the image of the company influence the consumer buying decision, while the quality and price of product influence consumer purchase of a product. Rajagopal (2011) analyses the impact of radio advertisements on buying behavior of urban commuters in retail stores. The findings reveal that radio advertisement has a positive impact on the buying behaviour of the urban consumers at retail stores. Haque et al. (2011) assessed the impact of advertisements on customers of fast-food restaurants in the Klang Valley Area in Malaysia and found that consumers are most influenced by internet advertisements, followed by commercial advertisements, and then followed by print advertisements. Pongiannan (2011) conducts a study on the impact of television and web advertisements on consumer buying behaviour. Findings reveal that TV advertisement has a more significant impact on the consumer buying behaviour than the web advertisement. It is evidenced from the above review of the empirical studies that most of the studies were carried out outside Nigeria, and the few studies from Nigeria were conducted from Enugu, Kano, and Delta states. The review also unravels that Telecommunication services, Indomie instant noodles, fashion products, luxury products, health & beauty products, date-oil-seed products, cosmetic products, branded garments, and toothpaste were among the products utilized by these studies. It was also discovered that no single study combines telephone, radio, and outdoor advertising in a single model. These created contextual and variable gaps, which the present study addressed.
After the review of empirical studies, the following hypotheses are developed and tested: 
H1: Television advertising has a significant positive effect on consumer buying behaviour. 
H2: Radio advertising has a significant positive effect on consumer buying behaviour. 
H3: Outdoor advertising has a significant positive effect on consumer buying behaviour.
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CHAPTER THREE
3.0 METHODOLOGY
This chapter deals with the general research design, it covers the population and the research sample, the research instruments for data collection and the administration of the instruments.
3.1 STUDY POPULATION
The population for this research is made up of consumers of herbal drugs, firms that produce herbal drugs. Specifically Speedy Herbal. The consumers outside the firm were purposively selected from Irewolede, Maraba Park and Sawmill park. In all a total of 40 were selected for this exercise.
3.2 SAMPLE AND SAMPLING TECHNIQUE
The researcher selected a sample of sixty (60) respondents. Twenty (20) of the firm staff and 40 of consumer. The sixty (60) respondents were from Spedy Herbal Centre and consumers of herbal drugs in maraba park and sawmill park
all suburbs of Ilorin west and Ilorin south local government in the Ilorin, and questionnaires were used for both consumers and the firm. Purposive sampling technique was employed and the sample selection process was made based on the subject.
3.3 RESEARCH INSTRUMENT
For the purpose of this study, the researcher made use of methods that helped in the collection of data for the study. The research instruments used by the researcher were questionnaires and interviews. The research calls for gathering both primary and secondary data. The technique of primary questionnaires, structured and unstructured or close-ended and open-ended questions were used to make respondents select responses from a limited range of option as a way of obtaining specific kinds of responses. Open –ended type of questions were used to give an opportunity to the respondents to express their own subjective views on specific questions or issues related to the research objectives. For clarification of responses and to obtain other confidential information related to the project work, the researcher also used personal interview schedules for selected management staff. This research is an investigative one and as such, questions were framed in a way to ascertain the most accurate information on the effectiveness of advertising on spedy herbal medicine.
3.4 METHOD OF DATA COLLECTION
In order to get respondent to answer questions during administering of questionnaires and interviews, the researchers created a close support with the respondents. The researchers collected data from two (2) main sources. Primary data was collected from primary sources and secondary data was collected from secondary sources. Primary data is collected from an original source. It is gathered specifically for the current study or investigation and initiated by the researcher.
Secondary data can be grouped into two. These are internal secondary data and external secondary data. Internal secondary has been gathered previously for a particular purpose but which can be used by the researcher for the present project work. External secondary data refers to data collected by some other organization for some other purpose but which can be used to facilitate the researcher’s current surveyor project work. It includes newspapers, magazines, management report, internet, etc. The researcher used both sources of data collection. Data collection was by administering questionnaires to the selected respondents constituting the study sample and through unstructured interviews with five (5) management staff of the organization.
Visits were to five (5) selected management staff and selected consumers mainly from maraba park and sawmill park, in Ilorin and some employees of Spedy Herbal Centre in Ilorin and questionnaires were personally delivered to them to ensure high and quick rate of response. Data collected from the field were analyze and interpreted and conclusions were drawn.
3.5 METHOD OF DATA ANALYSIS
After collecting the data, the researcher examined them carefully and edited to check contraction and ensure consistency. This is to ensure that relevant points are not lost in the research work. Frequency tables were used in the analysis and presentation of the data collected. These simple statistical tools was chosen to ensure better understanding of the data collected and also to enable quick and easy conclusions to be drawn from the data. Pie charts and bar chart were employed.
3.6 VALIDITY AND RELIABILITY OF THE INSTRUMENT QUESTIONAIRE
The questionnaire was designed for both customer and staff of spedy Bitters Company to collect information from them regarding the company’s advertising activities. It was assured of the confidentiality of their responses and identity not be disclosed in any way. The information that was given will be used for data and result compilation. The instrument used which is the questionnaire was distributed carefully. To ensure maximum accuracy, the researcher administered the questionnaire personally to the respondents and collected it back without any external help. With this careful exercise, the researcher believes strongly that the view soft the respondents were not manipulated by anybody.

INTERVIEW: The interview aspect was used as one of the instrument mainly for some of the superior staff of the organization, which has been of help for the collation of the data and driving to the conclusion part of the project research in terms of knowing the impact of advertisement in promoting local herbs medicines.
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CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS
4.1 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: What are the advertising tools used by marketers?
In approaching the first research question, a thematic analysis was done on the herbal products advertisements and were analysed according to the medium obtained from the literature on advertising tools. The media included radio adverts, television adverts, radio and television adverts, newspaper adverts, print media adverts and internet adverts. Other medium adverts which did not fall under any of the stated medium were also analysed. The media and the number of times each occurred are represented in the table below.
Table 1. GENDER INFORMATION OF RESPONDENTS FROM FIRM
	SEX
	FREQUENCY
	PERCENT

	MALE
	9
	45

	FEMALE
	11
	55

	TOTAL
	20
	100


Source: Field survey June, 2025
Table 1 above shows that 9 of respondents representing 45% are male while the remaining 11 representing 55% are female. Female respondents are higher than that of male. Therefore, the number of female respondents is higher than that of the female.
Table 2. EDUCATIONAL QUALIFICATION
	EDUCATIONAL QUALIFICATION
	FREQUENCY
	PERCENT

	Technical/ Post secondary
	2
	10

	Diploma/ HND
	10
	50

	Bachelor’s degree
	6
	30

	Post-Graduate Diploma/masters
	1
	5

	PHD
	1
	5

	TOTAL
	20
	100


Source: Field survey June, 2025
The table 2 above shows that 2 respondents representing 10% are Technical/post secondary holder 10 respondents representing 50% are Diploma/HND holder, 6 respondents representing 30% are Bachelor degree holder, 1 respondant representing 5% is Post graduate Diploma/Master degree holder and 1 respondant representing 5% is PHD degree holder Therefore, the number of respondents for Diploma/HND is the highest while the respondents for Bachelor are the next, PHD, Post graduate diploma/ Master is the least of respondents.





Table 3. THE EFFECT OF NON USE OF ADVERTISEMENT ON THE FIRM
	VARIABLES
	FREQUENCY 

	PERCENT

	Very favorable
	2
	10

	Favorable
	4
	20

	Unfavorable
	6
	30

	Very unfavorable
	8
	40

	Total
	20
	100


Source: Field survey June, 2025
The table 3 above shows that 8 respondents representing 40% goes for very unfavorable,   6 respondents representing 30% goes for unfavorable, 2 respondents representing 10% answers to very favorable and 4 respondents representing 20% answers to favorable. Therefore, from the analysis above, it shows that the effects of non use of advertisement in the firm is unfavorable to the firm to an High Extent.
Table 4. HOW THE FIRM COMPARE ITS ADVERTISING MODELS WITH OTHERS FIRMS IN THE SAME INDUSTRY
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Yes
	5
	25

	No
	15
	75

	Total
	20
	100


Source: Field survey June, 2025
The table 4 above shows that that 5 respondents representing 25% responded to yes, 15 respondents representing 75% responded to No while  This tells us that the firm is not in stand with other firm when it comes to advertising model.
Table 5. THE RESPONSE ABOUT THE PURCHASE OF THE FIRM’S PRODUCTS
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Positive
	19
	95

	Negative
	1
	5

	Total
	20
	100


Source: Field survey June, 2025
The table 5 above shows that that 19 respondents representing 95% responded to positive, 1 respondents representing 5% responded to Negative. This tells us that the firm product is well known and is been patronize well.





Table 6. THE FIRM’S RESPONSE TO CRITICISMS FROM CONSUMERS ABOUT THE FIRM’S ADVERTISEMENT MODELS.
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Yes
	17
	75

	No
	3
	15

	Total
	20
	100


Source: Field survey June, 2025
The table 6 above shows that that 17 respondents representing 75% responded to yes, 3 respondents representing 25% responded to No while  This tells us that the firm product advertisement model is not been critized by there customer.
Table 7. HOW ADVERTISING INCREASE THE SALE OF THE FIRM’S PRODUCTS 
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Yes
	19
	95

	No
	1
	5

	Total
	20
	100


Source: Field survey June, 2025
The table 7 above shows that that 19 respondents representing 95% responded to Yes, 1 respondents representing 5% responded to No. This tells us that advertisement has bring an increment to the firm product.
TABLE 8. ADVERTISING TOOLS USED BY MARKETERS.
	Medium 
	Frequency
	Percentage (%)

	Radio
	3
	15

	Television
	2
	10

	Radio and television
	4
	20

	Outdoor media
	6
	30

	Print media/Newspaper
	1
	5

	Online internet
	1
	5

	Others
	3
	15

	TOTAL
	20
	100


Source: Field survey June, 2025
The data collected on the field revealed that the firms considered in this study use at least one or more of the advertising tools already existing in literature. the firms also use all the advertising tools such as radio, television, newspaper or print media, internet, transport and others. According to some management and staff, herbal products adverts must be well packaged and presented to the consumers. However, some firms still engaged in the traditional ways of advertising their herbal products which they claimed was to be one of the most effective ways of reaching the immediate consumers. The study again shows that the firms started herbal products adverts through the traditional form of ad. These include selling them in buses, horns over stationed vehicles at transport stations and through community centre public address systems. For some of the herbal companies, this is still a very efficient way of advertising herbal products because the traditional ad has helped them to reach the level in which they are now. Therefore, for them they still blend the traditional and modern form of ad to achieve the firm’s objectives and goals.
Research Question 2: How do consumers respond to the advertising tools used?
An equally important aspect of the study is to find out how consumers or audience respond to the advertising tools used to advertise the herbal products in Ilorin metropolis. This objective was achieved by giving the respondents room to mention some of the herbal products they have come across and also means by which they got to know the products. From the various descriptions given, the researcher was able to deduce particular advertising tools the consumers respond to. The thematic categories of media used for the analysis were employed here to help find out which of the media mostly responded to and what contributes toward the responses. To better analyse the responses, a frequency distribution table was used to present the advertising tools that consumers respond to in advertising herbal products.
TABLE 9. FREQUENCY DISTRIBUTION OF CONSUMERS RESPONSE TO ADVERTISING TOOLS USED.
	Medium 
	Frequency
	Percentage (%)

	Radio
	10
	50

	Television
	7
	35

	Outdoor media
	3
	15

	Print media/Newspaper
	0
	0

	TOTAL
	20
	100


Source: Field survey June, 2025
The table indicates that most of the participants listen to radio programmes and adverts. From the study, it indicates that radio adverts are given much attention by listeners. Ten (10) respondents respond or give attention to radio ads representing fifty percent (50%) out of the total percentage. This was followed by Television adverts which were responded by seven (7) respondents representing thirty-five percent (35%). Consumers who respond to outdoor media were three (3) respondents representing fifteen percent (15%) respectively. It was interesting to note that none of the respondents responded or paid attention to print (newspaper) adverts. This could be due to the fact that the participants of the study do not access newspapers as part of their regular media or the fact that herbal products ads are not commonly published in the newspaper.
Basis for consumers responding to advertising tools
Consumer response to advertising helps advertisers to determine the effect of an individual advertisement (Kotler, 1997). In order to measure the effects of advertising tools in terms of established objectives, it is necessary to examine individual responses to the advertisements. The attitude response theory stipulates that consumers have varied reasons for availing themselves to and giving attention to particular media (Beerli and Santana, 1999). This theory is based on an analysis of the process of attitude formation and change, and of factors which influence such attitudes. The attitude that is formed towards the ad help in influencing consumer’s attitudes toward the herbal products until their purchase intent (Goldsmith and Lafferty, 2002). The cognitive response depends on how individuals process information of idea toward a particular herbal product (Adelaar, 2003). Consumer buying behaviour is based on the concept and idea that he or she simply decided to purchase a herbal products which is in line with the Interest and Desire stage of the AIDAS model. The major aim of advertising is to create positive attitude towards the ad and the brand until consumer purchases that product and through this positive attitude create emotional response in the mind of consumer (Goldsmith & Lafferty, 2002).
Table 10. GENERAL INFORMATION FROM INDIVIDUAL CONSUMERS 
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Male
	22
	55

	Female
	18
	45

	Total
	40
	100


Source: Field survey June, 2025
Table 1 above shows that 22 of respondents representing 55% are male while the remaining 18 representing 45% are female. Male respondents are higher than that of male. Therefore, the number of female respondents is higher than that of the female.
Table 11. AGE OF RESPONDENTS OF CONSUMERS 
	AGE
	FREQUENCY
	PERCENT

	21-30
	2
	5

	31-40
	12
	30

	41-50
	14
	35

	51-60
	6
	15

	61 and Above
	6
	15

	Total
	40
	100


Source: Field survey June, 2025
The table 11 above shows that 2 respondents representing 5% are of age 21 -30, 12 respondents representing 30% are of 31-40, 14 respondents representing 35% are of age 41-50 while 6 respondents representing 15% are of age 51-60 and 6 respondent representing 15% are 61 and above. Therefore, the number of respondents from age 41-50 is the highest number of respondents in the distribution of respondents by ages.
Table 12. HOW CUSTOMERS GET TO KNOW ABOUT THE USAGE OF HERBAL DRUGS 
	VARIABLES
	FREQUENCY
	PERCENTAGE

	Through advertisement
	26
	65

	Through friends/relatives
	14
	35

	Total
	40
	100


Source: Field survey June, 2025
The table 12 above shows that 26 respondents representing 65% are through advertisement, while 14 respondents representing 35% are through friends and relative, therefore most of the customer knew the product through the advert.



Table 13. THE PURCHASE OF HERBAL DRUGS BASED ON ADVERTISEMENT
	VARIABLE
	FREQUENCY
	PERCENT

	Always
	16
	40

	Not always
	24
	60

	Total
	40
	100


Source: Field survey June, 2025
The table 13 above shows that 16 respondents representing 40% responded to Always while 24 respondents representing 60% responded to Not Always, therefore the result shows that the purchase of herbal drugs is not based on advertisement.
Table 14. THE EFFECT OF ADVERTISEMENT OF HERBAL DRUGS TOWARDS CONSUMER BUYING DECISION
	VARIABLE
	FREQUENCY
	PERCENT

	Positive
	30
	75

	Negative
	10
	25

	Total
	40
	100


Source: Field survey June, 2025
The table 14 above shows that that 30 respondents representing 75% responded to positive, 10 respondents representing 25% responded to Negative. This tells us that the effect of advertisement of herbal drugs are positive. 
Table 15. RESPONDS FROM CUSTOMERS TO CONTINUE BUYING HERBAL DRUGS BECAUSE OF ADVERTISEMENT
	VARIABLE
	FREQUENCY
	PERCENT

	Yes
	16
	40

	No
	24
	60

	Total
	40
	100


Source: Field survey June, 2025
The table 15 above shows that that 16 respondents representing 40% responded to yes, 24 respondents representing 60% responded to No while This tells us that consumers are not buying herbal drugs base on advertisement.
Table 16. SATISFACTION WITH PRODUCTS OF HERBAL COMPANIES
	VARIABLE
	FREQUENCY
	PERCENT

	Yes
	34
	85

	No
	6
	15

	Total
	40
	100


Source: Field survey June, 2025
The table 16 above shows that that 34 respondents representing 85% responded to yes, 6 respondents representing 15% responded to No while This tells us that consumers are satisfy with the company products.
4.2 DISCUSSION OF FINDINGS
From the above analysis, it is revealed that majority of the firm respondents agreed that herbal product (speedy bitters) shows see the effects of non use of advertisement in the firm as unfavorable to the firm to an High Extent, which is been journalize as it is not in stand with other firm when it comes to advertising model .
Furthermore, the firm product is well known by consumer and been patronize from the result above, which can be said the firm advertisement model cannot be critized by there customer which has been an added advantage of increment to the firm product.
Also, It is revealed that advertisement also assist and helps in promoting product in other to create a chance for itself in the market and to be known.
In addition, from the above result according to consumer speedy bitter is not been patronize base on advertisement and they are satisfy with the company products.
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CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY
This research examined the advertising tools used by marketers to reach the target consumers of herbal products. It also investigated how consumers respond to the advertising tools used by marketers to reach them with herbal products. The researcher employed thematic analysis to analyse responses obtained from the respondents. The study also analysed a number of adverts done through the use of advertising tools within the period the research was conducted. In-depth interviews were employed for collecting data from the field.
The study revealed that marketers employ various forms of advertising tools in order to increase sales, production and reach target audiences with effective messages about the products. As asserted by Bovee and Arens (1996) the aim of advertising is to inform the firm’s objectives and the value proposition to the customers as well as increase the level of awareness and respond to the brand. The model that formed the basis of this research was AIDAS model of Advertising. Data was collected from two main sources, management and staff of the companies and consumers. From the interview conducted, it was revealed that advertisement is the heart of every successful herbal firm. It was also realized that target consumers could be influenced to pay attention to or watch adverts when advertisers involve certain advertising elements. These elements motivate consumers to change their buying attitude positively which include advertisement involving demonstration, celebrities, testimony, and sponsorship advertising through radio, television and other media as well as through some traditional media. From the research, it was also found out that advertisement affects the consumer motives, attitudes and perceptions. In this essence, advertisement helps the consumer to remember, locate, identify and make a choice from competing products. Consumer attitude is the most important activity which needs to be undertaken by the firm that wants to be successful. Hence, knowing the consumer attitude would enable the marketers to determine how advertising programs would be design to influence consumer buying attitude or their decision making process positively.
5.2 CONCLUSION
Advertising tools as an effective media used to reach consumers should be packaged well to project the image of the firm and the product. Advertising herbal products should be carried out frequently with catchy elements because it attract consumers attention to the products and serve as a powerful means of selling consumers goods. The use of advertising tools in the field of marketing communication influences consumer perception, cognition and buying attitude toward the products. Therefore, herbal firms should consider using all the various tools of advertising as their major promotional tools in the aspect of promoting products and sales. Since herbal products are local products that are produced and prepared in Nigeria. Following the findings of the study, the effective combination of medium to project or reach the target audiences was radio and television. This is because television projects attractive messages and demonstrates the products on the screen. It provides both audio and visual images for the audience to see the reality and aesthetic nature of the products. The findings of the study also concluded that advertiser could use certain elements or styles in their television adverts to motivate their target consumers to give some attention to herbal products. Radio which is also used as a pervasive medium can be found and reaches almost every corner of the urban and rural areas in Ilorin than television and other media like newspapers, billboards and internet. All the media used are good but radio was found to be the most appropriated medium for accessing advertisements of herbal products in the study.
5.3 RECOMMENDATIONS
Based on recent findings on the topic, impact of advertisement in promoting local herbs and consumer response to the advertising tools used, the following recommendations have been made. 
Firms should focus more on both the traditional and modern ways of advertising because these are both powerful means through which herbal products could be brought to the attention of the consumer. 
Marketers of herbal products should choose effective types of advertising tools that would benefit the firm as well as promote sales. 
Packaging as defined by Appiah (1997) as a silent salesman should be well taken note of to communicate the herbal product to the target consumers and also attract consumers to respond to the products. 
There is the need for marketers, to study consumers buying attitudes, motives and perception about advertisement so as to design the advertisement to meet their needs.
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QUESTIONNAIRE FOR MANAGEMENT AND STAFF

KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY,
DEPARTMENT OF MASS COMMUNICATION
Dear Participant,
This questionnaire is designed to collect information from you regarding your company’s advertising activities. Please you are assured of the confidentiality of your responses and your identity will not be disclosed in any way. The information you give will be used for only academic purpose.
Thank you for agreeing to participate in my study. Your responses are valuable in helping us understand the Impact of advertisement in promoting local herbs medicines. Please read each statement carefully and indicate your level of agreement by selecting the appropriate response. Please provide brief answers where required. Please tick [√] the appropriate box where necessary.
SECTIONA
1. When was the firm established? ………………………………………

2. How would you rate the effect of non use of advertisement have on the firm? Very favorable [ ] Favorable [ ] Unfavorable [ ] Very Unfavorable [ ]

3. How often does the firm measure its advertising impact on its products? Weekly [ ] Monthly [ ] Quarterly [ ] Annually [ ] None [ ]

4. Does the firm respond to advertisement of other competitors? Yes [   ] No [ ]

5. Does the firm compare its advertising models with other firms in the same industry?
Yes [ ] No [ 

6. How does the firm react to advertisement of other competitors?
By partially changing the firms advertising model [ ]
By totally changing the firms advertising mode [ ]
Not applicable [ ]
7. What is the response from customers about the purchase of the firms’ products?
Positive [ ] Negative [ ]
8. What medium does the firm use in its advertisement?
Radio [ ] Television [ ] Radio and television [ ] Newspaper [ ] Online [ ]All medium above [ ]
9. Does the firm react to criticisms from customers about advertising models?
Yes [ ] No [ ]
10. How often does the firm advertise its products?
Everyday [ ] Twice in a week [ ] Weekly [ ] Monthly [ ] other (please specify) ………………………………..………………
11. Which combination of media does the firm use appropriately?
Television & Radio [ ] Newspaper & Radio [ ] Television & Newspaper [ ]
Billboard & Radio [ ]
Does advertisement really increase the sale of your firm’s product? Yes [ ] No [ ]
Recommend an advertising medium you see appropriate that can increase sales other than
Radio, Television, Newspaper, Billboard? …………………………………

12. Gender: Male [    ] Female [    ]

13. Which of the following age categories do you belong to? 21 – 30 [  ] 31- 40 [ ] 41 – 50 [ ] 51 – 60 [ ] 60 and above [ ] 

14. What is your educational qualification? 

WASSCE/SSCE [   ] ‘Technical/post-secondary [   ] Diploma/ HND [   ] Bachelor’s degree [   ] Post-Graduate Diploma/masters [ ] PhD [ ]
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