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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY 
Advertising has become such as persuasive intensive social economic forces in Nigeria, as in other countries that neither manufacture non consumer can ignore it. 
As a communication is the sum total of directly and indirectly consciously transmitted felling attributes and wishes. 
Communication has been described as an interpersonal process of sending and receiving symbol with meaning attached to them (Scher, Merhom, Hunt and Osborn 1983) as communication medium, advertising invade our street, office, ideas, person (dead or achieve) and instruction through various media outlet. Ozoh(1998). 
Many consumer do not seen to have any definable view on advertising they enjoy entertaining commercial especially if they do not interrupt their favorite programmes, once in a whole the claim the creativity evident in some print advertisement. 
Advertising as the campaign, marketer need to know these question as who are we trying to reach with our message i.e. the target market out of the total market. Information on their location, geographical, spread, age distribution, income, race, sex and education customer attitude, competing product etc is always consumer orient advertising market mess marketing possible by making prospective customer aware of the availability and unique quantity of specific good and service. However marketing manager is production companies today face a more complex and challenging environment that their predecessor. 
They are saddled with value added tax (VAT) unrealistic change rate decreasing consumer purchasing power the rise in diversity and the increase in complexity are creating new challenges in marketing particularly in the advertising field (objective, 1997). According to shits martin and porovon the investigative and calculator of a number of different area of business and market place that an organization must consider in order to develop and more product or service most efficiently and profitability from their pant to the ultimate consumer.
Advertising is tough and frequency thankless business, it is also hard for the “logical” mind understand and appreciate advertising because at best. It seems to be a mysterious, immeasurable activity of doubtful value in yang okay (1997) it is in the light of the screen and that this study intends to critically examine the usefulness of advertising in persuading consumers to adopt a new or existing product.
1.2 	STATEMENTS OF THE PROBLEMS
Volumes of consumers are online everyday for their personal work but few notice ads and banners displayed on web pages. In recent times various businesses employ advertising such as e-mail advertising, interstitial adverts, and sponsorship with a view to creating brand awareness, generating sales through trial and repeat purchase as well as building brand loyalty by creating positive image. Despite huge investment in   advertising, businesses still find it difficult to fulfill the basic objectives of advertising online.
Advertising has been a subject for debate either on one pretext or another for decades at the beginning of the 19th century. People showed little interest but it later became a fertile topic for research at the turn of the 19th century (Sharma and Sharma, 2009).
1.3	RESEARCH QUESTIONS
For the purpose of this research work, the following research questions were formulated to find solution to the research problems:
1. How can advertising be used to create brand awareness?
2. To what extent is adverts useful in encouraging re-	purchase?
3. What is the effect of advertising on brand loyalty?
1.4	RESEARCH OBJECTIVES
The  general  objective  of  the  study  was  to  find  out  if there is any effect of advertising  on consumer buying behaviour of cosmetic products in Bangalore.
In  our quest  to  achieve  the  general  objective,  the  following  specific  objectives  were  set  and formulated to guide in data collection and analysis:  
i. To know the extent to which purchases of consumers are based on advertisement.
ii. To find the age and social group that is influenced by advertised cosmetic products.
iii. To find out the motives and reasons of consumers for demanding advertised cosmetic products.
iv. To know the other factors influencing consumer purchase besides advertisements  
The study continued with review of literature on advertising and the consumer buying behaviour. It then followed with the methodology employed in the study. The findings and results were then presented which was followed by conclusion and recommendations for cosmetic firms.
1.5 	RESEARCH HYPOTHESES
The following hypotheses were formulated for the purpose of this research work:
Ho1: 	Advertising does not create brand awareness
Ho2: 	Adverts does not encourage re-purchase
Ho3: 	Advertising cannot be employed to build brand loyalty
1.6 	SIGNIFICANCE OF THE STUDY
The success of this work provides a significant contribution to the knowledge and also useful to both individual and organization. The following are some of the significance of this study:
This work will reveal the reason why organizations should key into the use of   advertising. It will expose the rationale behind the study of consumer buying behaviour.
The study will review the work of previous researchers relating to   advertising and consumer buying behaviour. Organizations and individual will be exposed to how   advertising can influence brand awareness, re-purchase, and brand loyalty.
Lastly, the study will serve as a reference to future researchers on similar research topic.
1.7	SCOPE OF THE STUDY
Conceptually, the researcher will narrow the scope of the research to three types of advertising and how they are employed to influence consumer buying behaviour.
The study will cover a period of two years using Nestle Food Nigeria Plc as a case study.
The study also covered the customers and staff of Nestle Food Nigeria Plc in Ilorin metropolis.
1.8	LIMITATION AND CONSTRAINTS TO THE STUDY
Despite the relentless effort of the researcher to carryout effective and comprehensive research work, the research was limited by factors which have hindered the effort of the research work. The following factors are constraints to the research work.
Financial constraint
There were no enough funds for the researcher to get all the necessary materials and logistics that can help in the cause of the research. Also to get round to all necessary places where vital information can be collected was also constraint by insufficient finance.
 Time constraint
The time given to carry out research work was not enough. This does not allow the researcher to have all necessary information and to get to all necessary places where valuable information are to be collected.
Lack of responses
Many people that were met in the cause of the research regarded information as a personal secret which must not be disclosed to outsiders because of this, the researcher could not get adequate information from them. Some complained of no time to respond to questionnaires given to them, while some did not know the important of research as a result; they took it with levity and refused to cooperate with the researcher.
Despite all these, the researcher managed to get necessary information by assuring the respondents and the organization that information given will be treated confidentially.
1.9	DEFINITION OF TERMS
Consumer Buying Behaviour: This is described as the behaviour of the ultimate consumer of a product or service or to organization dealings.
Consumer: This is the person(s) to whom the advertisement and products/services are directed. Here they are also known as buyers of a company’s product.
Brand Awareness: Brand awareness is a key consideration in consumer behaviour, advertising management, brand management and strategy development. The consumer's ability to recognise or recall a brand is central to purchasing decision-making.
Re-Purchase: the concept of breaking down 'sales' into product trial and repeat purchase and how to maximize repeat purchase through customer loyalty.   Product trial is where a customer samples a product for the first time
Brand Loyalty: Brand loyalty is a pattern of consumer behaviour where consumers become committed to brands and make repeat purchases from the same brands over time. Loyal customers consistently purchase products from their preferred brands, regardless of convenience or price.



