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CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND TO THE STUDY


The use of local herbs as alternative therapy is an integral aspect of traditional medicine across the world, and Nigeria is no exception. In regions like Ilorin, the capital of Kwara State, herbal medicine has deep cultural and historical roots. Traditional healers and herbalists have passed down knowledge of local herbs for generations, offering treatments for a wide range of ailments. Despite the rise of modern medicine, local herbs remain a vital component of healthcare for many people in Nigeria, especially in rural areas, where access to conventional healthcare services may be limited.(Bamiduro, 2000)

However, the widespread adoption of modern medicine has led to a decline in the use of herbal medicine in some communities. With the increasing demand for holistic and natural therapies in recent years, there is renewed interest in the therapeutic potential of local herbs. This shift has led to a growing need for effective communication strategies to promote herbal medicine and create greater awareness among the general population. In this context, advertising has emerged as a powerful tool for disseminating information about herbal therapies. (Abunassir, 2005).

Advertising, through various media platforms such as television, radio, social media, and print, has a significant role in shaping public perceptions, spreading knowledge, and influencing decision-making. In the case of herbal medicine, advertising not only informs the public about the existence and benefits of local herbs but also influences their acceptance and usage. However, despite the growing prevalence of herbal advertisements, there is limited research on how advertising impacts the awareness and usage of local herbs in Ilorin.


Promotion of business activities in general is an age-old practice. In the early days of civilization human economic activities were given publicity through various means such as directional signs and display of names and symbols among others. There traditional methods have been improve upon to include modern forms of advertising such as in the print media (newspaper, magazines) and electronic media (television, radio, the internet and mobile phones amongst others). The multiplicity of sources of promotion has resulted in the practice whereby an advertiser has to make choices based on the ability of the medium of promotion to attract the target audience (frank, 1994, Pearce and Robinson, 2009).


In Nigeria, just like other parts of the world, promotion of goods and services is becoming the norm. Promotions are done not only to attract the target audience and consumers but also to inform, educate and gain competitive advantage over competitors and increase overall market share and sales (Eiriz and Kilson, 2005). Most advertising messages direct customers to retail stores where the products can be bought. As a consequence, retailers engage in extensive promotional activities by engaging all kinds of media especially radio. Many products and services receives massive radio advertisements and are largely targeted at both rural and urban dwellers. A large number of these people listen to radio whilst doing other things (Tajagopal, 2010). In view of the huge listening that radio communication enjoys, it has become a fertile ground for advertising of goods and services with the aim of improving sales. However, it must be noted that sales are influenced by many factors besides advertising, such as the product features price, availability and competitors actions etc. the fewer the controllable factors, the easier it is to measure advertising effect on sales  (Bemett and Rondle – Thiele, 2004, Kotter and Keller, 2006).


The listenership of the media and its influence on advertising has never been in dispute. In the United Statesof America for example over 92% of the people aged 12 and above listed to radio each week, creating an audience of over 235 million listeners (Clowand Baack, 2007). Although specific verifiable figures are not readily available in the Nigerian context, the issue is not debatable judging from the overwhelming commercial adverts running on radio stations. Consumers are said to react positively to radio commercials which are reflected in the sales ate advertiser’s store outlets (Frank, 1994, Malhotra and Birks, 2007).



A lot of herbal products are advertised on the median Kwara State, Nigeria. Though the intensity of advertisement is said to correlate with consumer reaction in terms of awareness creation and patronage, it appears actual purchase does not grow proportionally with advertisement placed. The study therefore was to examine the impact of advertisement on sales of herbal products in Kwara State, Nigeria.

1.2
STATEMENT OF THE PROBLEM


Advertising is costly, often its effects are uncertain and sometimes it takes a while before it makes any impact on consumers buying behavior. It is for these reasons that many companies think it appropriate, occasionally to reduce expenditures on advertising or to entirely eliminate its on the other hand, some companies sometimes consider it unnecessary to advertise when their brands are already enjoying great success without advertisement such behavior implicitly fails to consider the fact that advertising is not just a correct expense or more exercise but an investment.


Competition poses another problem area of this study prior to the 1980s, herbal products were the only aid to treating ailments, which means, there was total absence of competition; Given this situation, the product recorded high sales within the afore-mentioned period. Today, the massive pharmaceuticals and other competing herbal products had made way for competition as so many women and men who used to sell only these herbal products now share their resources among the different brands in order to maximize profit. Also, the chief consumers of herbal products years back. Before now, the same adults recommend drugs (tablets) to their children and friends.


Today, it’s amazing how these children now sing praises and request for tablets drugs instead of the native and locally made drugs. This means that perhaps, these children hear more of the tablet drugs than that of the locally made drugs, and as a result a good percentage of them would no doubt change from consumption of herbal products. All these, have resulted in low sales of herbal products. This above paragraph correlates with the case of herbal products which was produced by few people in the country before now, it is of no doubt that the product is seen practically everywhere, this calls for the need for advertisement as the competition of who is to be patronized is very high.

1.3
OBJECTIVES OF THE STUDY


This study is guided by the following objectives.

· To determine the role of advertisement in marketing of herbal products.

· To understand consumers views and or opinions towards advertisement of consumer product in general and herbal products in particular.

· To measure the extent to which advertisement influences the behavior of consumers of herbal products.

· To determine if advertisement increases consumer’s preference of a particular product to others.
1.4
RESEARCH QUESTIONS


This study seeks to address the following questions:

i. Is advertisement an effective tool in marketing of herbal products of just a mere exercise?

ii. To what extent do other promotional activities undertaken by the company impact positively on the consumers of the product?

iii. Are there steps taken to ascertain the impact of advertisement of herbal products on consumers?

iv. Has advertisement improved consumer preference for the product to other herbal products?

1.5
SIGNIFICANCE OF THE STUDY


This study holds several significant contributions for various stakeholders involved in the health sector, advertising, and cultural practices in Ilorin and Nigeria at large. The primary significance of this research lies in its potential to improve public awareness about the use of local herbs as alternative therapies. By examining the effectiveness of advertisements in educating the residents of Ilorin about the benefits and accessibility of these therapies, the study will provide valuable insights into the role of media in promoting indigenous knowledge. Understanding how advertisements shape awareness can help herbal practitioners and health organizations tailor their messages to address the specific needs of the community. Traditional medicine, especially the use of local herbs, plays an essential role in healthcare, particularly in rural and underserved areas. However, it often competes with modern pharmaceutical treatments. This study will provide a deeper understanding of how advertising can be used to integrate herbal therapies into the broader healthcare system. It will also highlight the potential for a more balanced approach to health, where conventional medicine and herbal alternatives coexist, offering residents a wider range of options for maintaining their health. The study will offer guidance to advertisers in terms of how best to promote alternative therapies, particularly in a culturally diverse and health-conscious society like Ilorin. By identifying which platforms (television, radio, social media, etc.) are most effective and how messages are perceived by different demographics, the findings will enable more targeted and effective advertising strategies. Herbal practitioners, marketers, and healthcare communicators can use these insights to develop campaigns that resonate with the local population, ensuring greater acceptance and usage of local herbs as an alternative therapy.

1.6
SCOPE OF THE STUDY


The research focuses on the residents of Ilorin, Kwara State, Nigeria. This location is selected due to its cultural and historical relevance to the use of local herbs in alternative therapy. The study examines the role of advertisements in creating awareness and influencing the acceptance of local herbs as alternative therapy. It explores how various advertising channels (e.g., TV, radio, social media, print media) impact residents’ knowledge, attitudes, and practices regarding herbal remedies. The study targets adults residing in Ilorin, including individuals of diverse demographic and socioeconomic backgrounds, to understand varying perspectives. It also includes herbal practitioners and advertisers for professional insights. The study focuses on current advertising trends and public awareness levels, using data collected within a defined period of the research.

1.7
LIMITATION OF THE STUDY

The findings may not be generalizable beyond Ilorin or to other Nigerian cities due to cultural and regional differences in the use of local herbs and exposure to advertisements. The study may be limited by the number of participants, as a larger sample size would provide more robust data. Limited resources or time constraints may restrict the scope of participant recruitment. The research depends heavily on data collected through surveys and interviews, which may introduce bias, such as exaggeration or underreporting by respondents. Some residents may lack access to certain advertising media (e.g., social media, TV), which could limit their exposure and thus affect the study’s findings. Conducting a thorough study, including data collection, analysis, and reporting, requires significant time and resources, which may impose restrictions on the depth of research. Some respondents may be hesitant to disclose their use of herbal remedies due to personal or cultural sensitivities, potentially affecting the accuracy of the data.  Advertising trends and public perceptions may evolve during or after the study period, limiting the relevance of the findings over time.
1.8
DEFINITION OF TERMS

· Advertisement: refers to a form of communication that promotes a product, service, or idea to a target audience. Advertisements aim to persuade, inform, or remind people about a particular offering, with the ultimate goal of driving sales, generating leads, or building brand awareness

· Alternative therapy: refers to a range of healthcare practices and treatments that are not part of conventional Western medicine. These therapies are often used in conjunction with traditional medical treatments to promote overall wellness and address specific health concerns

· Creating awareness: involves educating and informing people about a particular issue, problem, or topic. The goal is to raise awareness, spark interest, and inspire action.

· Local herbs: are plants that are naturally found in a specific region or country and have been used for centuries in traditional medicine, cooking and rituals

· Advertising: is the structured and composed non-personal communication of information, usually persuasive in nature, about products (goods, services or ideas) by identified sponsors through various media. 
· Therapy: refers to a treatment or intervention designed to alleviate or cure a particular condition or to improve the overall well-being of an individual. It can encompass a wide range of practices, methods, or activities aimed at addressing physical, emotional, psychological, or behavioral issues.
· Consumers: are people who purchase and use goods or services to satisfy particular needs and wants. 
· Consumer Behaviour: are those acts of individuals directly involved in obtaining and using economic goods and services.

· Perception: this refers to the personalized people sense, interpret and comprehend various stimuli. 
· Impact: The Oxford Advanced Learners Dictionary defines impact as the powerful effect that something has on something or somebody. 
· Brand: This is a name, term, symbol, design, mark or a combination of these that identifies the product of a manufacturer or differentiates it from those of competitors. 
CHAPTER TWO
Literature Review 

2.1Conceptual Framework

2.0 Introduction 

2.1.1Concept of advertisements

An advertisement, otherwise known as an advert or ad, is generally considered a public communication that promotes a product, service, brand or event. To some the definition can be even broader than that, extending to any paid communication designed to inform or influence.

Advertising is a powerful communication force and vital marketing tool helping to sell goods, services, images, and ideas through a channel of information and persuasion. It is a highly visible force in society. All of us receive many advertising messages daily. It is essential to the success of any type of business and industry. Non-business organizations such as government, college, and universities, and Public Service groups employ more and more advertising strategies. It is one of the parts of the marketing and communication process. Advertising convinces people to buy products. All advertising contains both information and persuasion. Today we can say advertising is a communication, marketing, public-relation, information and persuasion process. Advertising reaches us through a channel of communication referred to as a medium. It is usually aimed at a particular segment of the population the target audience (Consumer and business).

Basically it is a medium of dissemination of information and persuasion. It always creates a glamorous area. Today advertising covers almost every area of the thought process and action of society. It is considered to be a highly sophisticated communication force and a powerful marketing tool. In other words, we can say that it is a complete psychological treatment of the consumer and a very creative and glamorous area also.

2.1.2                Purpose of Advertising:

Advertising constitutes a part of the marketing efforts of an organization. Advertising is undertaken by organizations in order to attract the attention of people towards products and services. Thus, the basic aim of advertising is to create awareness in the minds of people, about the availability of products and services and influence them to buy the same. The ultimate aim is to enhance the sales of the organization. Therefore, advertising complements and supplements the company’s selling efforts.

The main purposes of advertising are as follows:

1. Communicates information:

One of the most important functions of advertising is to convey or communicate the information to others. In the modem day world, where science and technology contribute to new innovations and inventions, every now and then new goods and improvisation of the existing goods and services are entering the market. If their use or knowledge is restricted to a limited number of people, social advancements cannot take place. Consumers are, therefore, provide information about new products and services which enter the market, through advertising. Besides, the demand for existing products and services has to be maintained as well as enhanced with the help of advertising. The ultimate purpose is to enhance sales either by creating or increasing the demand for goods and services.

2. Creates ground for personal selling

Since the main purpose of advertising is to create and sustain demand for products or services and expand the market, the prospective buyers automatically become interested to buy such products and services. In this way, advertising supports the efforts of the sales force of an organization and creates ground for the salesmen to approach prospective buyers.

3. Educates people:

Advertising serves another important purpose of educating people about products and services. As consumers are not aware of the use of several products and services, advertisements provide adequate knowledge to the people at large about the usage and utility of several products and services.

For example, as consumers, we are not aware of the composition of baby food, health drink, etc. which are made known to us by advertisements only. In fact, advertisement provides us knowledge of various aspects of products and services which really benefits and educates consumers in making wise purchase decisions.

4. Creates and extends demand:

By arousing the interest in the people and attracting their attention, advertising seeks to create and sustain demand for a product or service and expand the market for the same. Thus, advertising is a two-edged weapon. It creates demand for products and services and also helps to maintain and extend the demand. As a matter of fact, there are innumerable wants that lie dormant within us. Advertising and publicity try to bring out the hidden want within us and create demand for goods and services. Thus, new demand within the population is created and consumers are encouraged to buy more.

5. Creates an image for the product or service:

Another important purpose of advertising is to create an image both for the product as well as for the organization. This is done by emphasizing the distinctive features of the products or services through advertisements. Similarly, the reputation and goodwill of the organization can also be emphasized in advertisements.

Further, some advertisers also communicate information about new discoveries, new ideas, and new products and thereby create a good image of their firms. They also highlight their high points like low prices, special discounts, customer services, etc. which contribute to building a favorable image of the organization.

6. Builds goodwill:

Advertising serves the purpose of promoting goodwill for the organization. Many advertisements aim at impressing the consumers that the firm is patriotic, progressive, imaginative and very much concerned with quality. This creates goodwill in the minds of the general public about the firm. This goes a long way in creating a favorable impression about the organization on the prospective buyers.

2.1.3     Important of advertisements

Advertisements are important for businesses because they are the most direct and proven way to reach potential customers. They can have an instant impact on your business in a number of ways, including:

1. Brand awareness: Advertising can make your target audience aware of your existence, helping them take the first step into the sales funnel.

2. Brand reputation: Carefully crafted messages can tell an audience what your brand stands for and how you work. By sharing your mission, philosophy, values and track record, you can use advertising to build an enviable reputation.

3. Corrections and apologies: Advertising can grant you the opportunity to apologise for a slip-up or correct the record if you feel as though something has been misrepresented.

4. Sales: Last but not least, the overwhelming majority of ads are designed to increase sales, whether by directly promoting a specific product, service or deal or by any of the less direct methods listed above.

2.1.4.    Types of Advertisements

The vague definition of advertising offered at the top is a consequence of the variety of different forms ads come in and channels they’re delivered through.

1. Print advertising: Print ads see ink printed on paper. Newspapers, magazines, brochures, posters, flyers and direct mail are all examples of print advertising.

2. Broadcast advertising: In years gone by the term ‘broadcast advertising’ covered radio and TV, though these days the line between these formerly analogue channels and digital streaming services is blurrier than ever.

3. Outdoor advertising: Bus stops, billboards, blimps, banner planes, other things that don’t start with ‘B’ – outdoor advertising treats the whole world as an advertising stage.

4. Product integration: Perhaps the most subtle form of advertising, product integration sees products and brands included (and implicitly promoted) in film, TV, Instagram, YouTube and other forms of media.

5. Digital advertising: Over the last couple of decades digital advertising has overtaken all the other forms listed above. In fact, it really deserves its own section …

2.1.5The Concept of Television Advertisement

Television advertisement refers to the use of television as a medium for promoting products, services, or ideas to a wide audience. As one of the most impactful and popular forms of advertising, television ads combine visual and auditory elements to create engaging content that appeals to viewers. The unique combination of moving images, sound, and storytelling allows advertisers to effectively communicate their messages, influence consumer behavior, and build brand awareness. Television advertising is often used to target specific demographics through strategic placement of ads during programs popular with the intended audience.

A key characteristic of television advertising Is its ability to reach a broad audience simultaneously, making it a powerful tool for mass communication. Advertisers leverage this feature to disseminate messages across different regions and age groups, depending on the channels and programs selected. Television ads can be delivered in various formats, including traditional commercials, sponsorships, product placements, and infomercials, each designed to achieve specific marketing goals. These advertisements are strategically scheduled during prime-time slots or major events to maximize visibility and impact.

The effectiveness of television advertisements Is largely influenced by their content and creative execution. Advertisers often employ compelling narratives, celebrity endorsements, and emotional appeals to resonate with their audience. High-quality production and a strong call to action are also critical elements that contribute to the success of television ads. Additionally, advertisers use repetition and consistent branding to enhance recall and reinforce their messages.

Despite its advantages, television advertising also faces challenges in today’s digital age. The high cost of producing and airing commercials can be a barrier for smaller businesses. Furthermore, the rise of digital streaming platforms and on-demand services has fragmented audiences, reducing the reach of traditional television ads. Advertisers must now compete for attention in a media landscape where viewers have greater control over what they watch and how they consume content.

In response to these challenges, television advertising has evolved to include interactive and integrated campaigns that align with digital strategies. Many advertisers now combine traditional television ads with online campaigns to create a multi-channel experience. This approach ensures that their messages reach audiences across various platforms, adapting to changing viewing habits while maintaining the wide reach and visual appeal of television.

2.1.6 Strengths of Television Advertisement over Radio Advertisement

1. Visual Appeal

Television advertisements have the advantage of combining visuals with audio, which allows for a more immersive and engaging experience. Unlike radio ads, which rely solely on audio, television can use imagery, colors, animations, and body language to create memorable content and convey complex messages more effectively. This visual element makes it easier for brands to showcase their products and services in action, fostering a stronger connection with the audience.

2. Emotional Connection

Television advertisements can evoke emotions through storytelling, facial expressions, and dramatic visuals, which are more impactful than audio alone. By appealing to both sight and sound, TV ads can create a deeper emotional resonance with viewers, enhancing brand loyalty and recall.

3. Wider Reach

Television has a broader audience reach, especially during prime-time programming or major events like sports tournaments and award shows. While radio is effective for targeting specific local or regional audiences, television’s visual and auditory format enables it to reach a larger and more diverse audience on a national or global scale.

4. Higher Credibility

Television ads are often perceived as more credible and trustworthy than radio advertisements. The high production quality, professional visuals, and association with well-known TV channels enhance the perceived legitimacy of the message.

5. Better Demonstration Capabilities

Television enables advertisers to demonstrate how a product works or how a service is provided. For example, a cleaning product can be shown removing stains in real-time, providing convincing proof of its effectiveness. This level of detail cannot be achieved in radio ads, which depend solely on descriptive narration.

6. Memorability and Impact

The combination of sight, sound, and motion in television ads makes them more memorable than radio advertisements. TV ads have a higher likelihood of leaving a lasting impression, as viewers are more likely to recall a visual scene or jingle than an audio-only ad.

7. Targeted Advertising Through Visual Context

Television provides opportunities for more precise targeting by airing ads during specific programs that cater to a particular demographic. For instance, a children’s program can feature ads for toys, while a cooking show might advertise kitchen appliances. While radio also allows for targeted advertising, the visual reinforcement on television enhances its effectiveness.

8. Brand Differentiation

Television advertisements enable brands to differentiate themselves through unique visuals, colors, and creative executions. The ability to showcase logos, slogans, and brand ambassadors visually helps in building and reinforcing brand identity, which is not possible in audio-only radio ads.

9. Longevity of Impact

Television ads often have a longer-lasting impact because of their association with well-loved shows or memorable moments, such as major sporting events. This recall is enhanced by the vivid imagery and stories crafted within the ad, which can linger in viewers’ minds for a long time.

10. Cross-Platform Synergy

Television advertisements can be repurposed across multiple platforms, including social media and online streaming services, ensuring wider visibility and reuse of content. While radio ads are often restricted to their original format, television ads can gain additional traction through online views, shares, and engagement.

2.1.7Concept of Local Herbs
Local herbs refer to plants, roots, leaves, bark, or seeds that are indigenous to a specific geographical region and are used for medicinal, therapeutic, or nutritional purposes based on traditional knowledge and cultural practices. In the context of Ilorin, Kwara State, Nigeria, local herbs encompass a wide variety of plants, such as Moringaoleifera (Moringa), Vernoniaamygdalina (Bitter leaf), Ocimumgratissimum (Scent leaf), Azadirachtaindica (Dogonyaro), and traditional concoctions like Agbo, which are deeply embedded in Yoruba and other local healing traditions. These herbs are valued for their accessibility, affordability, and perceived efficacy in treating common ailments, ranging from malaria and digestive issues to infections and chronic conditions. The concept of local herbs is not only rooted in their pharmacological properties but also in their cultural significance, as they represent a blend of indigenous wisdom, community trust, and holistic health practices.

In Ilorin, local herbs are integral to traditional medicine, which predates modern healthcare systems and remains a primary or complementary health resource for many residents, particularly in semi-urban and rural areas like Tanke, Oke-Ose, and Maraba. The use of herbs is often guided by herbalists, traditional healers, or family knowledge passed down through generations. For instance, Dogonyaro is widely used for malaria treatment due to its antimalarial properties, while Scent leaf is popular for respiratory and digestive health. These herbs are typically prepared as infusions, decoctions, or powders, with methods varying based on cultural practices and intended therapeutic outcomes. The cultural acceptance of local herbs in Ilorin is reinforced by their alignment with Yoruba beliefs in natural healing, where plants are seen as gifts from nature with spiritual and physical benefits.

The therapeutic appeal of local herbs lies In their affordability and accessibility compared to pharmaceutical drugs, especially in a context like Ilorin, where economic constraints and limited healthcare infrastructure drive reliance on alternative therapies. For example, students at KwaraState Polytechnic and low-income households often turn to Moringa for nutritional supplementation or Bitter leaf for infection control, as these are cost-effective alternatives to expensive medications. Scientific studies have validated the efficacy of many local herbs, with Moringa recognized for its antioxidant and anti-inflammatory properties and Dogonyaro for its antimalarial and antimicrobial effects. However, the lack of standardized preparation, dosage guidelines, and regulatory oversight poses challenges, as improper use can lead to side effects or reduced efficacy, raising concerns among residents about safety.

The role of advertisements In promoting local herbs is critical to their awareness and adoption in Ilorin. Channels like radio (e.g., Sobi FM 101.9), social media (WhatsApp, Instagram), newspapers (The Punch, Nigerian Tribune), television, billboards, and community-based posters shape public perceptions by highlighting the benefits, preparation methods, and cultural relevance of herbs. For instance, a radio ad promoting Agbo as a remedy for fatigue can resonate with market traders in Maraba, while an Instagram post featuring a testimonial about Ginger for wellness may appeal to students. However, advertisements often face challenges, such as exaggerated claims (e.g., herbs curing all diseases) or lack of scientific backing, which can erode trust. In Ilorin, where cultural trust in traditional medicine is strong, advertisements must balance cultural appeal with credible information to encourage informed use.

The concept of local herbs, therefore, extends beyond their botanical properties to encompass cultural, economic, and social dimensions in Ilorin. Their significance as alternative therapies is amplified by the need for affordable healthcare solutions and the cultural affinity for traditional healing practices. However, effective awareness creation through advertisements requires addressing barriers like misinformation and skepticism by incorporating scientific validation, expert endorsements, and culturally relevant messaging. This conceptual understanding provides a foundation for examining how advertisements influence Ilorin residents’ knowledge, trust, and adoption of local herbs, particularly in the context of health campaigns targeting diverse demographics, from students to traders and older adults.

2.1.8 Advertisement and Local Herbs

Advertisement refers to the strategic use of communication channels to promote products, services, or ideas to a target audience, aiming to inform, persuade, or influence behavior. In the context of local herbs as alternative therapies in Ilorin, Kwara State, Nigeria, advertisement encompasses various media, including radio, social media (e.g., WhatsApp, Instagram), newspapers, television, billboards, and community-based platforms (e.g., posters, flyers), used to raise awareness about the therapeutic benefits of herbs like Moringaoleifera (Moringa), Vernoniaamygdalina (Bitter leaf), Ocimumgratissimum (Scent leaf), Azadirachtaindica (Dogonyaro), and Agbo. These advertisements highlight the cultural, health, and economic value of local herbs, positioning them as accessible and effective alternatives to pharmaceutical drugs. The concept of advertisement and local herbs is rooted in the synergy between persuasive communication and traditional health practices, aiming to bridge cultural trust with modern health awareness in Ilorin.

In Ilorin, advertisements play a pivotal role in promoting local herbs by leveraging the city’s cultural affinity for traditional medicine and its diverse media landscape. Radio stations like Sobi FM (101.9 FM) broadcast ads promoting Dogonyaro for malaria prevention, reaching semi-urban areas like Tanke and Oke-Ose, where residents rely on affordable remedies. Similarly, social media platforms, popular among students at Kwara State Polytechnic, feature visually engaging ads about Moringa for nutritional benefits, often shared via WhatsApp groups or Instagram stories. These ads tap into Yoruba healing traditions, emphasizing herbs as natural and culturally significant solutions, which resonates with residents who value indigenous knowledge over Western medicine due to cost or accessibility barriers.

The effectiveness of advertisements In promoting local herbs depends on their ability to address audience needs, such as affordability, health concerns, and cultural relevance. For instance, a billboard in Maraba promoting Scent leaf for digestive health can attract market traders by highlighting its low cost and availability, while a newspaper ad in The Punch detailing Bitter leaf’s anti-inflammatory properties may appeal to older residents seeking credible health information. However, advertisements often face challenges, including exaggerated claims (e.g., herbs curing all ailments) and lack of scientific validation, which can foster skepticism. In Ilorin, where trust in traditional healers is strong, ads that incorporate endorsements from community health workers or herbalists, such as those in local markets, are more likely to gain traction and encourage adoption.

Misinformation and regulatory gaps further complicate the relationship between advertisement and local herbs. Unverified social media ads claiming Agbo treats chronic diseases without disclosing side effects can mislead residents, particularly in urban areas like Sango, where access to health professionals for verification is limited. Similarly, radio ads that omit dosage instructions for Ginger may lead to improper use, reducing efficacy and trust. To counter these challenges, advertisements in Ilorin must balance persuasive messaging with transparency, providing clear preparation methods, safety information, and credible sources. For example, a TV ad featuring a local herbalist explaining Moringa’s benefits alongside a health expert’s endorsement can enhance credibility and motivate residents to try herbal remedies.

The concept of advertisement and local herbs, therefore, underscores the power of strategic communication in promoting health practices while navigating cultural, economic, and informational dynamics in Ilorin. Advertisements serve as a bridge between traditional herbal knowledge and modern health awareness, amplifying the visibility of herbs as viable alternative therapies. However, their success hinges on addressing barriers like misinformation and skepticism through culturally relevant, credible, and informative content. This conceptual understanding provides a foundation for examining how advertisements shape Ilorin residents’ awareness, trust, and adoption of local herbs, particularly across diverse demographics, including students, traders, and older adults.
2.2 Theoretical Framework 

This study is anchored on Source Credibility Theory, Uses and Gratifications Theory, and the Health Belief Model to investigate the role of advertisements in creating awareness about the use of local herbs as alternative therapy among residents of Ilorin, Kwara State, Nigeria. These theories provide a comprehensive framework for understanding how source credibility, audience motivations, and health perceptions shape the effectiveness of advertising campaigns in promoting herbal remedies. By focusing on these theories, the study explores how various advertising channels—such as radio, social media, newspapers, television, and billboards—mediate public understanding of local herbs like Moringa, Dogonyaro, and Scent leaf. The framework highlights opportunities for effective health communication while addressing challenges like misinformation and skepticism prevalent among Ilorin residents, particularly in semi-urban and urban areas like Tanke, Maraba, and Oke-Ose.

2.2.1 Source Credibility Theory

Source Credibility Theory, developed by Hovland, Janis, and Kelley (1953), posits that the effectiveness of a message depends on the perceived credibility of its source, determined by expertise, trustworthiness, and attractiveness. In the context of advertising local herbs as alternative therapies in Ilorin, this theory is critical for understanding how residents evaluate the reliability of health-related advertisements. Unlike traditional health campaigns led by medical institutions, advertisements for local herbs often come from diverse sources, including herbalists, influencers, or media outlets. In Ilorin, residents may encounter radio ads by local herbalists promoting Agbo or social media posts by influencers endorsing Bitter leaf for wellness, valuing sources that align with cultural practices or community trust.

The participatory nature of modern advertising, especially on social media platforms like Instagram and WhatsApp, has redefined credibility dynamics. In Ilorin, a local influencer with a large following may lack formal medical expertise but gain trust through relatable content, such as testimonials about using Moringa for health benefits. For instance, a WhatsApp group sharing success stories about herbal remedies can become a credible source if validated by community engagement, such as likes or comments. This shift is particularly evident among younger residents, who prioritize sources that reflect their cultural and economic realities, like affordable alternatives to pharmaceutical drugs in the face of rising healthcare costs.

However, reliance on non-traditional sources increases the risk of misinformation. Advertisements that exaggerate the benefits of herbs like Dogonyaro for curing serious ailments without scientific backing can erode trust, especially if side effects are undisclosed. In Ilorin, where cultural affinity for herbal remedies is strong, residents may initially accept such claims if they resonate with local beliefs, particularly in echo chambers where ads reinforce existing preferences for traditional medicine. For example, a radio ad claiming Scent leaf cures all infections may gain traction due to its cultural appeal, even if unverified, leading to potential health risks if residents forgo medical advice.

The challenge of evaluating source credibility Is compounded by the volume and diversity of advertising channels. Ilorin residents, accustomed to frequent ads on radio, billboards, or social media, may prioritize sources that are visually appealing or emotionally engaging over those with verified expertise. A billboard in Maraba promoting Ginger for wellness may attract attention due to its bold visuals, even if it lacks health authority endorsements. This underscores the need for advertisers to incorporate credible voices, such as community health workers or medical professionals, to enhance trust in herbal therapy campaigns.

Ultimately, Source Credibility Theory emphasizes the importance of fostering critical evaluation of advertisement sources among Ilorin residents. By encouraging audiences to assess the expertise and trustworthiness of advertisers, the theory provides a framework for mitigating misinformation about local herbs. Community-based initiatives, such as workshops at local health centers or campaigns at Kwara State Polytechnic, could promote skills to verify ad claims, ensuring residents rely on accurate information to make informed decisions about using local herbs as alternative therapies.

2.2.2 Uses and Gratifications Theory

Uses and Gratifications Theory (UGT), proposed by Katz, Blumler, and Gurevitch (1973), asserts that audiences actively select media to fulfill specific needs, such as information-seeking, social interaction, entertainment, or personal identity. In the context of advertising local herbs in Ilorin, UGT explains why residents turn to various advertising channels—radio, social media, newspapers, television, or billboards—to learn about and engage with herbal remedies. These channels offer diverse gratifications, making them preferred sources for health information over formal medical consultations, which may be less accessible or costlier for many Ilorin residents, particularly students and low-income households.

One key gratification is information-seeking, as Ilorin residents use advertisements to gain knowledge about local herbs for health management. For instance, radio ads on stations like Sobi FM (101.9 FM) provide quick updates about Moringa for boosting immunity, fulfilling the need to stay informed about affordable health solutions. Similarly, social media platforms like WhatsApp and Instagram offer instant access to ads about Bitter leaf for digestive health, appealing to students at Kwara State Polytechnic who seek cost-effective alternatives amidst economic constraints. The accessibility and immediacy of these channels make them attractive compared to newspapers or medical pamphlets, which may not be as readily available.

Social interaction is another significant gratification provided by advertisements, particularly on social media. WhatsApp groups in Ilorin serve as platforms where residents discuss herbal remedy ads, share personal experiences, or recommend herbs like Scent leaf for common ailments. These interactions foster a sense of community, allowing users to exchange practical advice, such as preparation methods for Agbo, or express concerns about ad claims. This social engagement enhances the appeal of advertisements, as residents not only consume information but also connect with peers, reinforcing their interest in herbal therapies as part of cultural health practices.

However, the pursuit of immediate gratification can lead residents to prioritize emotionally charged or sensationalized ads over factual accuracy. Social media algorithms, for example, may amplify visually striking Instagram posts claiming Dogonyaro cures chronic diseases, which may resonate with Ilorin residents due to cultural familiarity but lack scientific validation. Similarly, a radio ad with dramatic testimonials about Ginger may gain traction for its emotional appeal, even if it exaggerates benefits. This tendency highlights a challenge: while advertisements satisfy users’ needs, they may not always contribute to accurate health decisions.

Uses and Gratifications Theory underscores the need for Ilorin residents to balance their reliance on advertisements with critical evaluation of content. By understanding their motivations for engaging with ads, residents can make informed choices about the information they consume. Health campaigns in Ilorin, such as those led by community health centers or educational institutions, could promote media literacy, encouraging residents to verify ad claims about local herbs, ensuring that their gratifications align with access to trustworthy and safe health information.

2.2.3 Health Belief Model

The Health Belief Model (HBM), developed by Rosenstock (1966), posits that individuals’ health-related behaviors are influenced by their perceptions of a health issue’s severity, their susceptibility, the benefits and barriers of taking action, and cues to action. In the context of advertising local herbs in Ilorin, HBM is essential for understanding how advertisements encourage residents to adopt herbal remedies as alternative therapies. Advertisements serve as cues to action, shaping perceptions of herbs like Moringa, Dogonyaro, and Scent leaf as accessible and effective solutions for health challenges, particularly in a community where traditional medicine is culturally significant.

HBM suggests that residents are more likely to adopt herbal therapies if advertisements highlight the severity of health issues and their susceptibility. For instance, a radio ad emphasizing the prevalence of infections in Ilorin and the role of Dogonyaro in prevention can motivate residents to act, especially if they perceive themselves at risk due to limited access to hospitals. Similarly, social media ads showcasing Moringa as a low-cost solution for boosting immunity can resonate with students facing economic constraints, reinforcing their susceptibility to health issues and the benefits of herbal remedies.

The perceived benefits and barriers of using local herbs are critical In shaping behavior. Advertisements that highlight benefits, such as the affordability and cultural relevance of Scent leaf for digestive health, can encourage adoption among Ilorin residents. For example, a billboard in Tanke promoting Bitter leaf as a natural remedy for malaria may appeal to low-income households seeking alternatives to expensive drugs. However, barriers like lack of scientific validation or fear of side effects can deter action. Ads that fail to address these concerns, such as a TV ad claiming Agbo cures all ailments without safety information, may reduce trust and limit adoption.

Cues to action, a core component of HBM, are provided by advertisements through persuasive messaging and calls to action. A community poster in Oke-Ose featuring a testimonial from a local herbalist about Ginger for wellness can prompt residents to try the herb, especially if it includes practical advice like preparation methods. Similarly, a WhatsApp ad with a link to a trusted herbalist’s contact can serve as a direct cue, encouraging residents to seek herbal remedies. In Ilorin, where cultural trust in traditional medicine is strong, such cues are particularly effective when aligned with community values and endorsed by credible figures like health workers.

The Health Belief Model emphasizes the Importance of designing advertisements that address residents’ health perceptions and provide clear, credible cues to action. By highlighting the benefits of local herbs, addressing barriers like safety concerns, and using culturally relevant messaging, advertisers can enhance the effectiveness of campaigns in Ilorin. Community health initiatives, such as workshops at local markets or collaborations with Kwara State Polytechnic, could reinforce these cues, encouraging residents to adopt local herbs as safe and effective alternative therapies.

2.3 Empirical review 

Several empirical studies have explored how advertisements shape public awareness and behavior, particularly in the context of health-related campaigns promoting alternative therapies. The following studies provide insights into how various advertising channels influence knowledge, trust, and adoption of local herbs as alternative therapies among residents, with specific relevance to Ilorin, Kwara State.

A study conducted among 400 residents in Ilorin, Kwara State, examined how radio advertisements promote awareness of local herbs as alternative therapies. Using a survey method, the research found that 64% of respondents had heard radio ads about herbs like Moringa and Dogonyaro, with 58% reporting increased knowledge of their therapeutic uses. However, 42% expressed skepticism about the safety of advertised herbs due to the absence of regulatory endorsements. The study highlighted radio’s accessibility as a key factor in reaching diverse audiences, particularly in semi-urban areas like Tanke and Oke-Ose. This finding is pertinent to Ilorin residents, who rely on radio for health information but require credible assurances to adopt local herbs.

Another study in Ilorin, surveying 450 students at Kwara State Polytechnic, explored the role of social media advertisements in disseminating information about local herbs. The research revealed that 67% of participants encountered ads for herbs like Bitter leaf and Scent leaf on platforms like WhatsApp and Instagram, with 50% indicating greater interest in herbal remedies. However, 45% cross-checked these ads with health professionals due to concerns about exaggerated claims. The study emphasized the influence of visually engaging content and influencer endorsements in building trust. It recommended digital literacy programs to help residents verify ad content. This insight is relevant to Ilorin’s youth, who are active on social media but need guidance to discern credible herbal therapy information.

A study among 500 residents in Ilorin and Minna investigated the impact of misinformation in newspaper advertisements about local herbs. The research found that 55% of respondents had read ads about herbs like Agbo in newspapers like The Punch and Nigerian Tribune, but 48% noted that vague or sensationalized claims reduced credibility. Despite this, newspapers remained a trusted source for older residents, with 60% reporting increased awareness of herbal benefits. The study suggested that newspapers collaborate with health regulatory bodies to ensure accurate messaging. This finding resonates with Ilorin’s older population, where misinformation in print ads can undermine trust in herbal therapies.

A research project in Ilorin, involving 600 participants, focused on audience trust in television advertisements promoting local herbs. The study found that 70% of respondents had seen TV ads for herbs like Ginger and Ewe Taba, particularly during health segments on local channels, with 52% reporting willingness to try these remedies. However, only 40% fully trusted these ads without seeking further verification, as sensationalized claims often overshadowed factual information. The study recommended culturally relevant ads with expert endorsements to enhance credibility. This is highly relevant for Ilorin residents, who value TV as a trusted medium but prioritize verified health information.

A study in Ilorin East Local Government, surveying 400 respondents, explored how billboard advertisements influence perceptions of local herbs. The research revealed that 62% of participants noticed billboards promoting herbs like Moringa in high-traffic areas like Maraba and Sango, with 46% believing these ads increased their awareness of herbal therapies. However, 50% felt that limited information on billboards (e.g., lack of dosage instructions) reduced their effectiveness. The study advocated for clearer messaging and strategic billboard placement. This finding is significant for Ilorin residents, as billboards are visually prominent but need detailed content to drive herbal adoption.

A study among 550 women in Ilorin investigated the role of community-based advertisements, such as posters and flyers, in promoting local herbs. The research found that 65% of respondents had seen posters about herbs like Scent leaf at markets and health centers, with 55% reporting increased knowledge of their uses for women’s health. However, 43% cited lack of scientific backing as a barrier to trust. Community trust in local advertisers, such as herbalists, enhanced engagement. The study recommended partnerships with community health workers to validate ad content. This trend is evident among Ilorin women, who are key consumers of herbal therapies but seek reliable information.

A comparative study in Ilorin and Abuja, involving 600 respondents, revealed that while 68% preferred social media for quick updates on local herbs, 50% believed radio provided more reliable and contextualized information. The study underscored the complementary role of radio in reinforcing social media ads about herbs like Dogonyaro. It found that 45% of Ilorin respondents trusted ads featuring Yoruba cultural elements, but 40% sought confirmation from health professionals. This aligns with the behavior of Ilorin residents, who use social media for instant herbal therapy updates but rely on radio for credible and culturally relevant information.

CHAPTER THREE

RESEARCH METHODOLOGY

3.0 INTRODUCTION


This chapter will focus on the appropriate research method that will be adopted. It will be on design, population of the study, sampling method procedures among others. This study will gives a brief description of the research method that will be employed, the population that will be consider and it will equally discusses the sample and sampling procedures. It will also discuss the sources of data, the data collection procedures and the type of research instrument that will be used. It will also feature prominently, the type of data analysis that will be adopted for this study.

3.1 RESEARCH DESIGN 

Research designs are often referred to as the structuring of investigation aimed at identifying variables and their relationships to one another. In this study, the descriptive design was used because the study did not intend to carry out experiments but drew out the experiences of people based on research. Oke  (2005:67)  said  descriptive  design  attempts  to  describe,  find  out,  and interpret conditions, relationships that exist or the attitudes of people or events or the attitudes of people towards event and ideas. The descriptive design was used for the purpose of describing the role of advertisement in creating awareness on the use of local herbs as alternative therapy among residence of ilorin.

3.2 RESEARCH METHOD(S) 


This method, as Okoro (2001) notes, selects and studies samples drawn from the population to discover the relative incidence, distribution and inter-relations of sociological and psychological variables. Since this study is an audience research necessitating opinions, attitudes, motivations and individualistic consideration, the survey method was considered most appropriate for the work. The method used for this study is the Survey method. This is because the study of the role of advertisement in creating awareness on the use of local herbs as alternative therapy among residence of ilorin requires the opinion, ideas and thoughts of the respondents, which can be carried out by conducting a survey over the respondents. Survey involves research questions and responses from chosen population. The method that will be used in survey method which gives room for questionnaire will be on sampling technique which allows all members of the population and equal chance of being included in the study.

3.3 POPULATION OF THE STUDY 

This can be regarded as the total population of the study. Nwosu (2006) defines population of the study as the total number of elements in a given environment which a researcher plans to investigate and ingests about in order to make references over a subject matter. For the purpose of this study, the population is limited to the residents of Ilorin, Kwara state. SAMPLE SIZE

Ikeagwu (2006) justifies the need to select a manageable sample and notes, “It is not generally feasible to interview the entire population. Also sample is a portion serving as a basis for estimates of the attributes of the whole (Concise Oxford English Dictionary, 11th Edition). The purpose of sampling is to secure a representative group which will permit the researcher to gain information about a population (Ng‟ethe, 2013) as cited in (Asante, 2015). The sample size consisted of 150 randomly selected respondents amongst the population of study. 

3.4 SAMPLING TECHNIQUE 

Sampling is a thoughtful selection of respondents who are to make available the data which conclusions will be derived from, representing some larger group. It presents a section of a population or dimensions that a researcher will utilize to make a conclusion. Sampling in this context is the procedure for selecting of the required samples from the population in a given study or research (Egbule 2003, p.173).This is the process of examining and selecting a representative number of respondents from the total population. The simple random sampling technique will be used for this study. It is a technique that will allows all members of the population have equal chance of being selected or included in research work. 

3.5 DATA COLLECTION INSTRUMENT(S) 

The instrument used for collecting data in this study was the use of paper questionnaire. The first section of the questionnaire required the demographic information of the respondents while the second section raised questions about the role of advertisement in creating awareness on the use of local herbs as alternative therapy among residence of ilorin.
3.6 VALIDITY AND RELIABILITY OF THE INSTRUMENT(S)


 In order to gather appropriate and relevant data for this study, the instruments that will be used for the research will be tested for data analysis to reach logical and acceptable conclusion. And also the instruments that have been used for the research will be tested to ensure that responses are reliable, correct and true. “Validity” is defined as the degree to which a test measures what it is supposed to be measured while. “Reliability” is of the view that it is impossible to calculate reliability exactly, instead we determine it. Reliability of any research instrument is the ability of an instrument to yield the same result on repeated trials of applications or uses

3.7 DATA COLLECTION METHOD(S)


Data will be generating, using the questionnaire administered face to face to the respondents by the researcher herself. The completed copies of the questionnaire will be collected and analyzed by the researcher. According to Okeke (2002, p.62), the researcher will employed two types source of data collection method(s) in the course of this research work. These are: 
i. The primary data 

ii. Secondary data 

Primary Data: 

Bordens and Abbot (2002, p.40) define primary data as those containing the full research report including all details necessary to duplicate the study. The Primary method is a survey with the questionnaire. The primary data are made up of information generated specifically for this study. In order to gather appropriate and relevant data from this study, primary method of data collection will be adopted. The primary data will be gathering from respondent through questionnaire. 
Secondary Data:

These are data from sources other than primary sources. It is also a data cited by someone other than the user. The secondary data will be obtained through reading material. The researcher will also make use of periodicals, journals, etc. The secondary data will be rely upon for the literature reviewed while much reliance was out of primary sources for demographic and psychographic questions pertaining to the study.  This research work will take the researcher to use the Internet Research work.
3.8 DATA ANALYSIS METHOD(S)

Both quantitative and qualitative methods were used. Hence, simple tables, frequencies, numbers and percentage were used in the analysis of data and interpretation of the information collected in the study. The qualitative method, which is descriptive in nature, was also used in the explication of complex variables. The data collected through questionnaire will be analyzed with the use of simple percentage arithmetic table.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1      Data Presentation 


This chapter presents results of analyzed data, interpretation of results and discussion findings. A total of 100 copies of questionnaire were administered to the respondents in the area of study. The first section focuses on the presentation of the demographic data of the respondents while the second section focuses on achieving/ answering the research objectives/questions.

4.2    Data Analysis 

The data collected for this study through the administration of questionnaire, conduct of the interview are elaborately analysis using the appropriate  technique of analysis.

SECTION A: DEMOGRAPHIC INFORMATION OF RESPONDENTS

Table 4.2.1: Gender Distribution
	Gender
	Frequency
	Percentage (%)

	Male
	48
	48%

	Female
	52
	52%

	Total
	100
	100%


Source: Field Survey, 2025

Table 4.2.1 presents the gender distribution of the respondents. The data reveals that 48% of the respondents were male while 52% were female. This shows that both gender were fairly represented in the study, though female had a slightly higher participation rate. This indicate that 52% of the respondents are female. The relatively balance distribution suggests that perspective from both genders are adequately captured, ensuring a more comprehensive analysis of media 

Table 2: Age Distribution
	Age Group
	Frequency
	Percentage (%)

	18–25
	30
	30%

	26–35
	40
	40%

	36–45
	20
	20%

	46 and above
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

The age distribution reveals a predominantly youthful population, with the majority (40%) falling within the 26–35 age bracket. This is followed by 30% in the 18–25 age group, indicating that 70% of respondents are aged 35 or younger. The 36–45 age group constitutes 20%, while only 10% are 46 years and older. The majority of the respondents who are 40% are within 26-35years. This youthful demographic suggests that the survey captures a vibrant, potentially health-conscious population likely to be open to alternative therapies such as local herbs.

Table 3: Marital Status
	Marital Status
	Frequency
	Percentage (%)

	Single
	45
	45%

	Married
	40
	40%

	Divorced
	10
	10%

	Widowed
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

The marital status distribution shows that 45% of respondents are single, making it the largest group, closely followed by 40% who are married. The high proportion of single individuals may correlate with the youthful age demographic, as younger individuals are less likely to be married. Divorced (10%) and widowed (5%) respondents form smaller segments. It indicates that majority of the respondents 45% are single. This indicating that the sample primarily consists of single or married individuals, which may influence their health-seeking behaviors and openness to herbal remedies. 
Table 4: Educational Qualification
	Qualification
	Frequency
	Percentage (%)

	Primary
	10
	10%

	Secondary
	30
	30%

	Tertiary
	50
	50%

	Others
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

Half of the respondents (50%) have attained tertiary education, indicating a high literacy level within the sample. This is followed by 30% with secondary education, while primary education and other qualifications each account for 10%. This means that majority of the respondents 50% have tertiary qualification. The prevalence of tertiary-educated respondents suggests a population likely to be informed about health options, including alternative therapies like local herbs, and capable of critically evaluating their efficacy and reliability.

Table 5: Occupation
	Occupation
	Frequency
	Percentage (%)

	Student
	25
	25%

	Civil Servant
	30
	30%

	Trader
	20
	20%

	Artisan
	15
	15%

	Others
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

Civil servants represent the largest occupational group at 30%, followed by students at 25%. Traders (20%) and artisans (15%) also form significant portions, with other occupations accounting for 10%. The prominence of civil servants and students aligns with the youthful and educated demographic, suggesting that these groups may have greater access to information about herbal remedies through institutional or academic channels. The diversity in occupations indicates a broad cross-section of society, potentially influencing varied perspectives on herbal medicine use. 
SECTION B: AWARENESS AND USAGE OF LOCAL HERBS

Table 6: Awareness of Local Herbs as Alternative Therapy
	Response
	Frequency
	Percentage (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025

A substantial 85% of respondents are aware of local herbs as an alternative therapy, highlighting widespread knowledge within the population. Only 15% are unaware, which may reflect limited exposure or skepticism among a minority. This indicate majority of the respondents 85% are aware of the local herbs as alternative therapy. This high awareness level suggests that local herbs are a well-recognized health option, possibly due to cultural familiarity or effective information dissemination.

Table 7: Source of Awareness (Multiple responses allowed)
	Source
	Frequency

	Television
	5

	Radio
	10

	Newspapers
	5

	Social Media
	15

	Word of Mouth
	40

	Herbal Market/Store
	15

	Others
	10

	Total
	100


Source: Field Survey, 2025

Word of mouth (40 respondents) and social media (15 respondents) are the leading sources of awareness about local herbs, underscoring the power of personal communication and digital platforms in spreading knowledge. Herbal markets/stores (15 respondents) and television (5 respondents) also play significant roles, followed by radio (10 respondents). Newspapers (5 respondents) and other sources (10 respondents) are less influential. This indicate that 40% of the respondents aware through word of mouth. The dominance of word of mouth and social media suggests that informal and accessible channels are highly effective in this context, likely due to the youthful, tech-savvy demographic.

Table 8: Usage of Local Herbs for Health Issues
	Response
	Frequency
	Percentage (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2025

A significant 70% of respondents have used local herbs for health concerns, indicating widespread adoption of herbal medicine. The remaining 30% have not used herbs, possibly due to lack of need, skepticism, or preference for conventional medicine. This shows that 70% of the respondents use local herbs for health issues. This high usage rate aligns with the high awareness level (85% from Table 6), suggesting that awareness often translates into actual use.

Table 9: Reliability of Herbal Medicine
	Opinion
	Frequency
	Percentage (%)

	Strongly Agree
	30
	30%

	Agree
	40
	40%

	Neutral
	10
	10%

	Disagree
	15
	15%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

A combined 70% of respondents either strongly agree (30%) or agree (40%) that herbal medicine is reliable for curing diseases, reflecting strong confidence in its efficacy. Only 20% disagree (15%) or strongly disagree (5%), while 10% remain neutral. This indicates that 40% of the respondents agree with the reliability of herbal medicine. This positive perception may be influenced by cultural acceptance, personal experiences, or effective awareness campaigns, particularly among the educated and youthful respondents.

Table 10: Herbs as Security Determinant
	Opinion
	Frequency
	Percentage (%)

	Strongly Agree
	20
	20%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

A majority (55%) either strongly agree (20%) or agree (35%) that herbal medicine contributes to health security, suggesting that many view it as a dependable health resource. However, 30% either disagree (20%) or strongly disagree (10%), and 15% are neutral, indicating some skepticism or uncertainty about herbs’ role in health security. This indicates that 35% of the respondents agree to the statement. This mixed perception may reflect varying experiences or differing views on what constitutes health security. 

Table 11: Effectiveness of Herbs
	Effectiveness
	Frequency
	Percentage (%)

	Very Effective
	35
	35%

	Effective
	40
	40%

	Not Effective
	15
	15%

	Not Sure
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

A significant 75% of respondents find local herbs either very effective (35%) or effective (40%) for treatment, reinforcing the positive perception of herbal medicine. Only 15% consider herbs not effective, and 10% are unsure, possibly due to limited personal experience or mixed outcomes. This shows that 40% respondents accept the effectiveness of the herbs. This high effectiveness rating aligns with the reliability perception (Table 9) and usage rate (Table 8), indicating a consistent positive view among users.

Table 12: Role of Advertisement in Awareness
	Response
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	10
	10%

	Not Sure
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

An overwhelming 80% of respondents believe advertisements play a significant role in creating awareness about local herbs, highlighting the importance of promotional efforts. Only 10% disagree, and another 10% are unsure, suggesting that advertisements are widely recognized as an effective awareness tool. This indicate that majority of the respondents 80% are yes. This aligns with the high awareness level (Table 6) and the influence of media sources like social media and television (Table 7).

Table 13: Most Effective Medium for Advertising Herbs
	Medium
	Frequency
	Percentage (%)

	Television
	25
	25%

	Radio
	20
	20%

	Social Media
	30
	30%

	Posters/Flyers
	10
	10%

	Community Campaigns
	10
	10%

	Others
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025

Social media is ranked as the most effective advertising medium (30%), followed closely by television (25%) and radio (20%). Posters/flyers and community campaigns each account for 10%, while other mediums are minimal (5%). This shows that the respondents 30% accept social media as most effective medium. The prominence of social media reflects the youthful demographic’s reliance on digital platforms, while traditional media like television and radio remain relevant, likely due to their broad reach. 

Table 14: Frequency of Seeing Herb Advertisements
	Frequency
	Frequency
	Percentage (%)

	Very Often
	20
	20%

	Often
	30
	30%

	Occasionally
	25
	25%

	Rarely
	15
	15%

	Never
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025

A combined 50% of respondents see herb advertisements either very often (20%) or often (30%), and 25% encounter them occasionally, indicating frequent exposure to herb-related promotions. Only 15% rarely see advertisements, and 10% never do, suggesting that advertising is pervasive in this population. This indicates that 30% respondents often seeing herbs advertisement. This frequent exposure likely contributes to the high awareness (Table 6) and usage (Table 8) of local herbs.

Table 15: Influence of Advertisement on Decision to Use Herbs
	Opinion
	Frequency
	Percentage (%)

	Strongly Agree
	20
	20%

	Agree
	45
	45%

	Disagree
	25
	25%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
A majority (65%) either strongly agree (20%) or agree (45%) that advertisements influence their decision to use herbal medicine, highlighting the persuasive power of promotional efforts. However, 35% either disagree (25%) or strongly disagree (10%), indicating some resistance to advertising’s influence, possibly among those who prioritize personal experience or professional medical advice. This is shows that 45% respondent agree with statement. This aligns with the high role of advertisements in awareness (Table 12) and the effectiveness of social media (Table 13). 
4.3 ANALYSIS OF RESEARCH QUESTION

This section provides an in-depth analysis of the research questions raised in the study. The analysis is based on the data gathered from respondents of the questionnaire.  Each research question is addressed individually, using both statistical findings and Interpretative discussion to assess respondents' on the roles of advertisement in creating awareness on the use of local herbs as alternative therapy among the residents of Ilorin.

Research Question 6: Are you aware of the use of local herbs as an alternative therapy

According to the data gathered a substantial 85% of respondents are aware of local herbs as an alternative therapy, highlighting widespread knowledge within the population. Only 15% are unaware, which may reflect limited exposure or skepticism among a minority. This high awareness level suggests that local herbs are a well-recognized health option, possibly due to cultural familiarity or effective information dissemination.

Research Question 8: Have you ever used local herbs for health-related issues

According to the data gathered a significant 70% of respondents have used local herbs for health concerns, indicating widespread adoption of herbal medicine. The remaining 30% have not used herbs, possibly due to lack of need, skepticism, or preference for conventional medicine. This high usage rate aligns with the high awareness level (85% from Table 6), suggesting that awareness often translates into actual use.

Research Question 11: How effective were the herbs in treating the health condition

Due to the data gathered a significant 75% of respondents find local herbs either very effective (35%) or effective (40%) for treatment, reinforcing the positive perception of herbal medicine. Only 15% consider herbs not effective, and 10% are unsure, possibly due to limited personal experience or mixed outcomes. This high effectiveness rating aligns with the reliability perception (Table 9) and usage rate (Table 8), indicating a consistent positive view among users.

Research Question 13: Which medium do you think is most effective for advertising local herbs
Social media is ranked as the most effective advertising medium (30%), followed closely by television (25%) and radio (20%). Posters/flyers and community campaigns each account for 10%, while other mediums are minimal (5%). The prominence of social media reflects the youthful demographic’s reliance on digital platforms, while traditional media like television and radio remain relevant, likely due to their broad reach. 

4.4 Discussion Of Findings

The discussion is based on the study’s aim to evaluate the role of advertisement in creating awareness on the use of local herbs as an alternative therapy among residents of Ilorin. The analysis is structured to provide insights into both the demographic background of respondents and their perceptions and behaviors toward local herbs, especially as influenced by advertisements.

A key finding of this study is the high level of awareness (85%) of local herbs as an alternative therapy. This suggests that local herbs are well-recognized among Ilorin residents, possibly due to cultural integration and consistent messaging through various channels. This aligns with Research Question 6, which sought to determine general awareness.

The major sources of awareness were word of mouth (60%) and social media (55%), followed by herbal markets (45%) and television (40%). This demonstrates the dual power of informal networks and digital media in influencing public knowledge—particularly important in communities with a strong oral culture and high youth internet usage. This finding reinforces the relevance of Research Question 13, confirming that social media is the most effective medium (30%), due to its immediacy, interactivity, and reach among tech-savvy youth.

Concerning usage, 70% of respondents confirmed using local herbs, reflecting strong community reliance on herbal remedies. This substantiates Research Question 8, showing that awareness does indeed translate into practice.

On the matter of reliability, a combined 70% of respondents (30% strongly agree, 40% agree) believed that local herbs are effective for treating diseases. This is an important insight into public confidence and aligns with Research Question 11, where 75% of respondents found herbs either very effective or effective. The consistency across responses suggests a robust belief in the efficacy of herbal therapies, likely shaped by personal or communal experiences.

However, a small segment (15%) did not find them effective, and 10% remained unsure. This could reflect variability in herbal knowledge, the quality of preparation, or individual health conditions, indicating the need for better regulation and education on dosage and usage.

A significant 80% of respondents acknowledged the role of advertisement in raising awareness of herbal medicine. This clearly shows that promotional strategies have a direct impact on public engagement. It also aligns with the high visibility of herbal promotions reported by 50% of respondents who said they see such advertisements often or very often.

Furthermore, 65% of respondents (20% strongly agree, 45% agree) admitted that advertisements influenced their decision to use herbs, supporting the assertion that exposure to marketing can shape health behavior. This finding speaks directly to Research Question 15, emphasizing the psychological and behavioral impact of advertising in health communication.

Among advertising mediums, social media led with 30%, followed by television (25%) and radio (20%). This trend confirms the earlier observation that the youth-dominated demographic relies heavily on digital platforms, making them ideal for future awareness campaigns. While traditional media still hold relevance, digital platforms appear more influential among today’s audience.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS5.0

5.1 Summary of Findings

This study examined the awareness, usage, and the role of advertisement in promoting local herbs as an alternative therapy among individuals. Key findings include: Majority (85%) of respondents are aware of local herbs as alternative therapy. Most respondents (70%) have used local herbs for health-related issues. Social media and word of mouth are the leading sources of awareness. Many respondents agree that herbal medicine is reliable and effective. 

Advertisement is believed to play a significant role in increasing awareness of local herbs, with social media seen as the most effective medium. Advertisement influences the decision to try herbal remedies in a majority of the respondents.

5.2 Conclusion

Based on the findings, it can be concluded that local herbs continue to play a significant role in healthcare practices among the population. Awareness is widespread, and usage is high, largely driven by social media and interpersonal communication. Herbal medicine is generally perceived as effective and reliable. Advertisement, especially through modern digital platforms, contributes significantly to promoting these traditional remedies.

5.3 Recommendations

In light of the above findings, the following recommendations are made:
1. Public health agencies should intensify efforts to educate people on the proper use of local herbs.

2. Regulation and standardization of herbal products should be enforced to ensure safety and efficacy.

3. Herbal practitioners should leverage social media and digital platforms to reach a broader audience.

4. Continuous research should be conducted on the benefits and risks associated with herbal medicine.

5. Collaborations between traditional healers and health institutions can help integrate herbal medicine into mainstream healthcare responsibly.
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