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CHAPTER ONE
INTRODUCTION
1.1 	BACKGROUND TO THE STUDY
All over the world people and companies utilize advertising to good advantages in the keen competition encounter in word regional and local markets, business men are aided by the sales producing force of advertising. Not only that skillfully planned and directed advertising not only at home but also abroad over come prejudice combat, foreign competition, establish new habit, build good will creates employment increase productivity multiply sales and thus, lay a solid foundation for sustained economic development of any country, one analysis contend that advertising is one of the most powerful socializing force in culture. Advertising sells more than product. It sets image, value, goods and concepts of who we are and who we should be. It shapes our attitudes and our attitudes shapes our behaviour. Ahunaya (2004).
Advertising power goes beyond the selling of goods, it promotes a consumer life style a global culture that centers on material things. A television commercial normally say’s and now a few words from our sponsors’ are companies or individual that pay to have their product advertised, while the ‘few words our sponsor’ sponsors are companies or individual that take pay to have there product to be advertised, while the “few words our sponsor” have become a deluge sponsor still financially support the newspaper and radio. Encyclopedia (2024). 
According to Rosson Blatt (2017) advertising is the voice of business such that when it is heard, business is said to have been spoken. All over the world today, advertising seems to have been recognized as an important tool, which facilitates the sale of products and strengthens consumer’s preferences. Manufacturers who continuously work for the sale of their product tends to see advertising as an indispensable tool. In Nigeria for instance, advertising has been employed vigorously on non-price completion to promote the image of competing product brands.
The study of consumer behavior became a concern of marketers, as they may learn how consumers choose their Goods and services required to meet multiple needs, which are the factors that are influencing their choice. The increasing complexity of economic life, has led to the necessity of knowledge of human economic behavior mechanism which is becoming larger and more complicated, requiring separate study of the two intrinsic components: human behavior as a producer of goods and services and the consumer’s behavior (Dinu, G. and Dinu, L. 2012). 
Adjuggler (2008) mentioned that advertising is one of the most popular kinds of marketing strategies. Companies can apply media advertising to promote product to their customers. Chamberlin (2013) argued that advertising affects demand because (i) it conveys information to consumers with regard to the existence of sellers and the prices and qualities of products in the marketplace and (ii) it alters consumers’ wants or tastes. This led to the distinction between the “informative” and the “persuasive” effects of advertising in the economics literature (as surveyed. In this framework, advertising can affect each of these three stages: “awareness,” “consideration,” and, finally, “choice.” In the absence of advertising, consumers may not be aware of the product and its potential to satisfy their needs and desires. 
According to ( Kotler and Keller ,2006) advertisings mix consists of eight modes of advertising which are; personal selling, direct marketing, advertising, sales promotion and exhibitions, public relations and publicity, events and experience, interactive marketing, and word of mouth. Organizations obtain their advertising in different ways. In small companies advertising Agencies are used. A large companies set up their own advertising department, who develop advertising strategy, approved advertising agency, advert and campaign and handle direct mail advertising, dealer display and other forms of advertising not ordinarily performed by the agency most companies use an outside advertising and to select and purchase media. Advertising objective is a specific communication and achievement level to be accomplished with a specific audience in a specific period of time. If, the desired results are to be achieved, the product must be good and acceptable to the consumer; advertising must be carefully planned in advanced; right appeals/claims must be adopted; the right type of media must be used; the cost must not be excessive; reasonable frequency must be provided; right distribution channel must be selected; and the price of the commodity must be right i.e. acceptable to the consumer (Aaker, & Biel 2013.).
In today's highly competitive marketplace, advertising has emerged as a key tool in influencing consumer behavior and driving purchasing decisions. With the advent of various media platforms—ranging from traditional channels such as television, radio, and print to modern digital platforms including social media, websites, and mobile applications—advertising has evolved into a multifaceted tool that organizations use to reach and influence target audiences.
Advertising serves several purposes: it creates awareness, conveys product benefits, differentiates brands, and, ultimately, persuades consumers to make a purchase. Consumers are constantly exposed to advertisements that attempt to influence their perceptions, attitudes, and buying decisions. This exposure shapes their behavior both consciously and subconsciously. Haller (2017).
Understanding how advertising affects consumer buying behavior is critical for marketers, advertisers, and business owners. This study seeks to explore the extent to which advertising affects consumers' purchase intentions, brand perception, and loyalty, especially in an age of information overload and increasing consumer sophistication.
1.2 	STATEMENT OF THE PROBLEM
Critics claim that advertising manipulates us into buying things by playing on our emotions and promising greater status social acceptance and sex appeal there is no doubt about the fact that this new and other like it would advertising affect the consumers of Nestle Food Nigeria Plc.
Advertising had been a subject discussed over centuries ago, but prior to the 20th Century, this subject was not as important as it seems now. According to (Roberts, J. 1987) The reason been that, in the 19th century, economist were busy trying to develop the theory of perfect competitive markets, this theory assumed that, there was perfect information in the market and that, consumers had fixed preference for their products which were homogenous in nature. In today’s competitive and dynamic environment all marketers communicate with their target markets through advertising. The way of their communication and the information contained in the advertising is not strong enough and pertinent enough to attract the attention of the consumers. When the information is too weak or too irrelevant, the advertising has no chance of having an effect on consumers’ buying behaviour of their products or services (Mittal, & Pachauri, 2013). One of the perspective tools increasing economic effectiveness of financial institutions is advertising. The advertising effectiveness is the quality of information reporting to potential and existent consumers during advertising campaign aiming at forming the image and awareness of the products as well as at gaining certain economic result determined before and after the transmission of advertising message (Shakho, & Panasenko, 2012). 
Historically, companies and even professional advert people have questioned or misunderstand the effectiveness of advertising series of market research studies however offered dramatic evidence to the contrary the evidence includes better awareness familiarity and overall impression of products. Advertising as a major means of selling goods, product and services in Nigeria and all over the world is faced with lots of challenges owing to the development of advertising in Nigeria and challenges associated with rending services customers have so many complaints ranging from awareness to feedback. Therefore, this study is an attempt to examine critically the rate of effects of advertisement on consumer buying behaviour. To determine the rate at which they are affected by advertisement on Nestle Food Nigeria Plc. To determine the level of acceptance of advertisement aired by Nestle Food Nigeria Plc.
1.3 	RESEARCH QUESTIONS
This study will be guided by the following research questions:
To guide the study, the following research questions have been formulated:
1. How does advertisement affect consumer awareness of Nestlé products?
2. What is the relationship between advertising and consumer brand preference?
3. Does advertising significantly affect consumer purchase decisions?
4. Which advertising media are most effective in influencing consumers’ buying behavior?
5. How can Nestlé improve its advertising strategy to better influence customer decisions?
1.4	OBJECTIVES OF THE STUDY
The main objective of this study is to examine the effect of advertising on consumer buying behavior with reference to Nestlé Nigeria Plc.
The specific objectives are to:
1. Assess the extent to which advertising affect consumer awareness of Nestlé products.
2. Determine the relationship between advertising and consumer brand preference.
3. Evaluate the impact of advertising on consumer purchase decisions.
4. Identify the most effective advertising media in reaching and influencing Nestlé’s target consumers.
5. Offer recommendations for improving advertising strategies to better influence buying behavior.
1.5 	RESEARCH HYPOTHESES
To test the assumptions of this study, the following hypotheses are proposed:
H₀₁: Advertising does not significantly influence consumer awareness of Nestlé products.
H₁₁: Advertising significantly influences consumer awareness of Nestlé products.
H₀₂: There is no significant relationship between advertising and consumer brand preference.
H₁₂: There is a significant relationship between advertising and consumer brand preference.
H₀₃: Advertising does not significantly influence consumer purchase decisions.
H₁₃: Advertising significantly influences consumer purchase decisions.
1.6 	SIGNIFICANCE OF THE STUDY
The findings of the study will benefit the Nestle Food Nigeria Plc by helping the company to understand the effect of advertising on consumer buying behavior, various types of media advertisements that can be used to advertise the products, ways in which media advertisements influence consumer buying behavior. In general, by identifying the effectiveness of advertisement on customers’ buying behavior, companies can see their relationship and fill the gaps accordingly. This study can also be used as source for further studies in this area.  It  will  educate  consumer  on  the  best  ways  to  respond  to  advertisement  while advertisers will learn to understand the need to follow the ethics of the profession by avoiding advertisement that are subversive.
This research will be of great benefit to several stakeholders:
· Business organizations and marketers will gain insights into how advertising strategies can be refined to effectively target and convert potential buyers.
· Advertising agencies can use the findings to craft more compelling and persuasive campaigns.
· Academics and researchers will find the study useful in expanding the literature on consumer behavior and advertising effectiveness.
· Consumers may develop a better understanding of how advertising shapes their decisions.
Above all, this study will serve as an addition to existing literature on the topic it is expected that researches will find some of the recommendation of this work useful in conducting further research.
1.7	SCOPE OF THE STUDY
This study focuses on the effect of advertising on consumer buying behavior. The research will considered various forms of advertising such as television, radio, online ads, social media, and print media. The study will cover a sample of consumers across Nigeria.
1.8 	DEFINITION OF TERMS
· Advertising: A form of communication used to persuade an audience to take or continue some action, usually with respect to a commercial offering.
· Consumer Buying Behavior: The actions and decision-making processes of individuals in purchasing goods or services.
· Brand Perception: How consumers view and interpret the image of a brand.
· Advertising Media: Channels used to deliver advertising messages to consumers (e.g., TV, radio, online).
· Purchase Intention: The likelihood that a consumer will plan or be willing to buy a product.

















CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
This chapter provides a comprehensive review of relevant literature on advertising and consumer buying behavior. It explores key concepts, theoretical frameworks, and empirical studies conducted by past researchers. The aim is to establish a strong foundation for the study by examining what has already been done in this area and identifying gaps that the current research seeks to fill.
	Also result from various studies on the effect of advertising on consumer buying behavior have shown that companies with well-developed advertising system tend to grows faster. This is because well-functioning advertising system ease sales/turnover constraint that obstruct firm expansion. There had been a general consensus that there is some positive relationship between the advertising and consumer buying behaviour.
2.1	CONCEPTUAL FRAMEWORK
2.1.1	DEFINITION OF ADVERTISING 
	Advertising has been defined by various scholars in different from listed below. 
	(APCON) define it as form of communication through media about product, service or idea paid for by an identified product. Advertising any paid from of non-personal present and population of idea good and service by an identified sponsor. 
	Two term are highlighted paid which distinguishes advertising from publicity and now personal which separate it from personal selling. 
	Winton Flectcher (2019) defines it as dissemination of sales message through purchased time and space. 
	Christ and Ogbechine (2017) defined advertising as the act or service message at the right time, the right place, at the right person at lowest cost. 
According to Kotler, & Armstrong (2013) advertising is any paid form of non-personal presentation and promotion of ideas, goods or service through mass media such as newspapers, magazine, television or radio by an identified sponsor. Advertising is the best-known and most widely discuss form of promotion. Marketers use advertising for its cost-effectiveness with large audience and it also create brand images and symbolic appeal for a company or brand. It has been established that customers are more likely to consider buying and using certain brand of what they can remember the brand name and something about its attributes or benefits. Marketing management makes 5 main decisions when developed an advertising program (the 5M): What are the advertising objectives? (Mission), How much can be spent (money), what message should be used (media) and How should the result be evaluated (measurement). 
According to Wijaya (2012) a modern definition of advertising includes other important factors, such as media, audience, and goals. Advertising was defined in the journal as a paid form of persuasive communication that uses mass and interactive media to reach broad audiences in order to connect an identified sponsor with buyers (a target audience) and provide information about product (goods, service, and ideas). This definition has five basic factors: is usually paid by the advertiser, the sponsor is identified, generally reaches a broad audience of potential consumers, seeks to inform and also persuade or influence consumers, and the message is conveyed through many different kinds of mass media and also now interactive types of media.	
Advertising is defined as any paid form of non-personal communication about an organization, product, service, or idea by an identified sponsor (Kotler & Keller, 2016). It is a marketing tool designed to inform, persuade, and remind consumers about products or services, and to influence their attitudes and buying behavior.
Forms of advertising include:
· Television and radio advertising
· Print advertising (newspapers, magazines)
· Outdoor advertising (billboards, transit)
· Digital advertising (social media, display ads, search engine marketing)
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Figure 1: Model of Advertising (Osuagwu & Linus, 2017)
	The advert message is put into a symbolic form such as picture, written words or spoken words. The message is then transmitted into the consumer via mean of advertisement like television, radio, newspaper and so on. But advertisement cannot produce immediate sale: sale may come in the long run since consumer normally don’t switch from uninterested individual to convinced consumer in one instant move or day (Richard 2016).
Nature of Advertising
	Advertising is much more complex than could be really imagined placing cause and effect is much more difficult in advertising than in the physical science. This is because it is not easy to control the various factors that could be regarded as contributing in an advertising environment for instance a company cannot categorically claim that a particular advertising campaign was solely responsible for recorded increase in it sales at the end of campaign. Other unrecognizable factor like higher income for potential customer reduction problem fo competitors improved customer relation of distributors and retailer and other unnoticeable factor apart from the campaign may be responsible for the company’s improved sales. It is also difficult to classify advertising as either an art or a science. Neither practitioner nor academician have ever agreed on an answer. This is because advertising has a bit of both. In general creative people regard advertising as an art and themselves and artists who through their creative ability device effective way of communicating advertising ideas that will persuade potential customers to use a product service or an idea. However, people who work in the area of advertising as part of marketing mix often emphasize the science of advertising. This is because they see advertising as part of a mixture of elements combined in a marketing plan to achieve an effect. This is of course look quite scientific whether we emphasized the art or science of advertising we must concede the fact that like many other field of social endeavor advertising is becoming more and more measureable and scientific source. But because it deal with people and it main product are artistic expression of human creativity it will never be an exact science but a social science (Frank, 2015).
	The public/consumers benefit greatly from advertising expenditures first advertisement are informative. The newspaper ads are full information about product prices, features and more business spend more on direct mail than radio or magazine advertising. Direct mail (e.g. catalogues and letter sent by mail to people home and offices) is an information shopping aids for consumer. Most times consumers receive mini catalogues in their newspaper that tell them what 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 programme because money advertiser spend for commercial time pay for production. Cost advertising also cover the major cost of producers’ newspaper and magazines.
	Newspaper, magazine and radio are especially attractive to local advertiser. However television offer many advantage to a nation advertiser but it expensive. But few media besides television allow advertiser to reach so many people with such impact. Marketers must choose which media and which program can be used to reach the audience and what they desire. Different kinds of advertising are used by various organization to reach different market target (Kotler, 2013).
	Young (2015) stated that in an effort to improve managing and gain audience attention advertising create branding moment that will resonate with target market and motivate audiences to purchase the advertised product or service advertiser copy test their advertisement before releasing them to the public.
	In addition to this however advertising performs some other useful and important role in every society (Sandage and Rotroll, 2011) stated that advertising play the following role.


· Provision of Employment Opportunities
The advertising business is such a lucrative one that very many people are employed in the sector as specialist and non-specialists creation of standard through competition.
· Creation of Standard through Competition
Advertising message often extol the good qualities of product on service for consumers to continue to buy these product or service manufactures or organization are compelled to adhere to the advertised qualities. For if they allow the qualities to drop consumer will buy less of their product or service and patronized their competitor instead. This thus ensure that manufactures and organization do not allow the quality of their product or service to fall below a standard that acceptable to consumer.
· Improvement of Living Standard
Many thing that make life easier and more pleasant like radio television for video computer and motor cars and so on are not necessity but comforts. The comparative inexpensiveness of these product are made feasible through mass demand a “by product” of mass awareness create by advertising. This evidently shows the link between advertising and standard of living in a society.
· Provision of Entertainment and Relaxation
Many advertising companies especially broadcast media advertisement present the message with human and thus provide entertainment and relaxation for the audience. The presence of some character in advertorial prints is geared towards provide entertainment and relaxation for the audience without the message lost or submerged.
· Aesthetic Role
The billboard on our road and neon sign advertising display on high rise building play an aesthetic role and without them in our stadia and such other public areas. They will look bare and unattractive. This is why it could be rightly said advertising plays an aesthetic role in the society.
PURPOSE OF ADVERTISING 
	Advertising play a vital role in marketing consumer product and promoting and influencing purchasing decision. Most consumer have the erroneous impression that promotion is synonymous with advertising and vice-versa.
	The partnership between producers and consumer through advertisement is solely aimed at achieving certain mutually beneficiary objective. These are:
To introduce New product: One of the role of advertising is to inform consumer about the existence of a new product in the market i.e. creation of awareness.
Persuade Customer to buy: Advertising help in arousing the customer interest and by so doing persuade them to buy the product.
Creation of Demand: Advertising structure demand by constantly reminding potential consumers about the availability of the product in the market.
To change consumer Belief:Advertisementis 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 through.
To promote the image of the Firm: Advertising builds a corporate image for a company. It help to familiarize consumer with the new style of product in the market.
Alert sensitizers member of marketing channel. It help to reduce consumer dissonance.
2.1.2	TYPES OF ADVERTISING 
1.	Competitive Advertising: - These types of advertising make an attempt to develop selective demand for the advertiser brand of product. 
	The aim is to kill or frustrate competition and the advertiser makes comparison of his product with other, pointing out his own at the best. 
	Advertisements on drugs are examples of competitive advertising where some product are claimed to give instant relief from certain ailment. It is mean of winning customer at the expense of their competitor it could be done by signing, shorting, slogans that can attract attention of the people. Product are in the similar product are in the market that have close substitutes e.g. Coka-Cola and 7up.
2.	Persuasive Advertisement: - It aim at building consumer preference for a certain brand and encourage him to make a purchase. It encourage consumer to switch to the advertiser’s brand. The numerous beer soft drink, tobacco, and beverage advertisements are good example.  
3.	Information Advertising: - This is used to inform the public about new product introduced to the market and when a company which to trade under a new brand name. It would also be on how to use a new product or to inform the people about change in the role of the existing product. 
4.	Mass versus Specific Advertising: - While mass advertising appeal to the generality of the public, specific advertising appeals to a well defined group or groups of individual. An example of mass advertising is the popular Omo detergent St Soap advertisement. 
5.	Pioneering Advertising: - it aim at developing primary demand that is for a product category rather than a specific brand. Needed at early stage of the adoption process to inform potential customer about a new product or concept e.g. three oranges men which new Mirinda was introduced by 7up bottling company. 
6.	Institutional Advertisement: - This is advertisement that aims to build good will or an image for an organization rather that promote a specific product and service used to support the public relation plan or counter adverse publicity. 
7.	 Product Advertisement: - It focused on selling a product or service. It composes of pioneer, competitive and reminder advertisement using mostly during introductory stage of product life cycle. 
8.	Cooperate/Prestige Advertising: - Can be refereed to as institutional advertising used mainly to promote and present company’s image or image of its activities and major product. 
	This type is used by oil chemical and service compares such as AP winner transport service. 
9.	Reminder Advertisement: - Useful when product have achieved a favoured status, aimed to remind customer and potential user of a product or service. 
2.1.3	OBJECTIVE OF ADVERTISING 
	The purpose of advertising according to Afolayan (2000) including the following: 
1. To modify behaviors 
2. To prompt action 
3. To increase new product 
4. To increase the number of product used 
5. Create good will. 
6. To maintain brand loyalty 
7. To build a positive business image 
8. To lead for sake, man 
9. To obtain dealer support 
10. To increase off season sales. 
2.1.4	MEDIA SELECTION IN ADVERTISING 
	Selections of advertising media require three level of decision making. 
	First, management must determine what general types of media to use will television news papers or magazines be used e.g. the advertiser which decide first on television and then on local station must decide whether to use NTA Ibadan, BCOS, NTA Ilorin or KWTV to reach hear client in Ilorin. 
1. Media Circulation: An advertiser must ensure that media circulation matches the distribution pattern of his product consequently, the geographic scope of the market influence the choice of media considerably types of market with a minimum of waste circulation. 
2. Requirement of the Message: it is very important for management to consider the media which are most suitable for the presentation of the message to the market meat product, floor coverings and appeal are ordinarily best presented in pictorial form where a magazine will be idea for the presentation, radio is not a good medium for these lines. 
3. Cost of Media: another factor that is of considerable importance to management in her media selection is the cost of media. 
4. Time and Location of Buying Decision: the advertiser should select the medium which will reach the prospective customer at or near the time he makes his buying decision and the place where he make it. 
5. Characteristics of media in the process of selecting the media to use, in a campaign, management consider the advertising characteristic of each medium e.g one characteristic of radio as an advertising medium is that it makes impression through the ear, for many product feature advantage. 
6. Media Habit: it is important to consider media habit of the prospective buyer. A company producing candy and sweets for small children and magazine. Afolayan (2000)
2.1.5	DEVELOPING THE ADVERTISING PROGRAMME 
	The level at which each organization passes through in developing advertising programme depend large on various factor such as organization strength in terms of resource available to them. The types find nature of the product and the types of target market they intend to serve. 
1. Identify Advertising Target: in developing advertising campaign, marketer need to know these question such as who are we trying to reach with our message i.e. the target market out of the total market information on the locating geographical spread, age distribution, income, reeve sex, and education, customer attitude, competing product etc. 
2. Create Advertising Platform: an advertising platform consist of the base issue of selling points that an advertiser wishes to introduce in the advertising campaign. For example a motorcycle and new automobile industry would have intention to have economy, speed, ease of handling and accessories in its advertising platform. 
3. Define Advertising Objective: the objective for embarking advertising objective must be well started. It is aimed to achieving specific objective. The current position of the firm, its sale force capacity, it competitive competence the quantity of the product etc. 
4. Determine the Advertising Budget / Appropriate: It is the total amount of money that a marketer set apart for specific time period. 
The economic situation, geographical size of the market, distribution of buyer within the market types of product are some of the factor for determining budget appropriation. 
5. Analyzing the Advertising Target: it is not only enough to important to analyze each of these characteristic so as to know how best to formulate the advertising campaign. It help to know how, when and quality, of the message contents. 
6. Create Advertising Message: the content of the message must be clear attractive arousing and one that create attention of the customer. The product of feature use and benefit affect the content of the message, it have into consideration sex, age, education, race, income occupation and other attribute influence the content and form of the message. 
7. Developing the Media Plan: A good media to be used must be consciously and reasonably selected. The media that will meet the need of the potential market. Types of media, data and time to use it matter a lot there must be schedule on how the medium of communication selected will used e.g. TV, Radio, Magazine, newspaper etc. 
2.1.6	WHO IS A CONSUMER? 
	A consumer may be a person or group such as a household. The concept of a consumer may vary significantly by context. 
	The consumer is the one who consumer the good and service produced. As such consumers play a vital role in the economic system of a nation because in the absence of the effective demand that emanates from them. Typically when business people and economists talk of consumer they are talking about person as consumer an aggregated commodity item with little individual other than the buy not buy decision. 	
	The consumer protection act 1986 clearly differentiate as consumer as consuming a commodity or service either for this personal domestic used or to earn his livelihood only consumer are protected as per this act and any person, entity or organization purchasing a commodity for commercial reasons are examples from any benefit of this act. Furthermore Indian case law has quite a few references on how to distinguish a consumer from a customer. 
2.1.7	TYPES OF CONSUMER 
1.	Seasonal Consumer 
2.	Personal consumer 
3.	Organizational consumer 
4.	Impulse consumer 
5.	Need base consumer 
6.	Discount driven consumer 
1.	Seasonal Consumer: these are types of consumer who purchase and consume products on season basis. You would most of the times not find these types of consumer buying the good or service in rather at certain times when the need for them arise they buy product that are season based or demanded at certain time and not all the time. 
	Example of the seasonal consumer: 
· Purchasing umbrella, during the rainy season 
· Purchasing hold drink during hot season 
· Going out for holding during the Christmas season. 
2.	Personal Consumer: These types of consumer are individual consumer who purchase goods for the sole purpose of personal. Family or household use. Example for the personal consumer. 
-	Going to the supermarket and shopping for goods which are to be used in the house 
-	purchasing a mobile phone to communicable with people 
-	purchasing a car that you intend to use personally. 
3.	Organizational Consumer: organizational consumer are consumer of good and service whose main intention is not for immediate used but rather to use it for thing like production, using them to carry out the organization’s activities of for resale purpose aimed at getting profit as a result. E.g. an organization may be buy raw materials that are aimed at producing other goods which will later be offered for sale to other consumer. 
4.	Impulse Consumer: impulse consumer or buyers are those  who make unplanned buying decision. Impulse buyer make swift buying decision in that they encounter product which they immediately purchase after they fall in love with the product and its feature. The product they purchase were not initially in their plans but as a sort of something that come up all over sudden from some whoever and that call for the consumer to make our unplanned purchase. 
5.	Need Base Consumer: need based consumer are those types of consumer who buy goods and service when they need them and not any other time. A need for certain product will necessitate buying at as the consumer would find it tempting to buy the product because it is needed immediately for a certain purpose.
6.	Discount Driven Consumer: discount driven consumer are types of consumer who are purchase good and service primarily for the discount on offer. They may not engage in any buying activities for most of the time only to act when they hear or see large discount being offered on product they line. They are price sensitive and they would rather wait and purchase product when they come with discount as opposed to when they have no discount. 
2.1.8	EVALUATION OF CONSUMER BUYING BEHAVIOURS 
	Consumer buying behaviour is decision process and act of people involved in buying and using produced. 
	This is study of when, how and where people do or do not buy a product is element from psychology, sociology, social anthropology and economics. It is studies characteristics of individual consumer such as demographic and behavioural variable in attempt to understand reference group, and society in general relationship. Marketing is an influence asset for consumer behaviour analysis at it has a keen interest in the re-discovery of the true meaning of marketing through the re-affirmation of the customer or buyer. 
	Each method for vote counting is assumed as social function but it arrow’s possibility theorem is used for a social function social welfare function is achieved. Some specifications of the social function are decisiveness, neutrality, anonymity, monotonicity, homogeneity and weak. Strong pave to optimality. No social choice function meets these important characteristics of social function is identification of interactive effect of alternative and creating a logical relation with the ranks. Marketing provide service in order to satisfy consumer with the mind the productive system is considered from its beginning at the production level to the end of the cycle. 
2.1.9	FACTORS INFLUENCING ON CONSUMER BUYING BEHAVIOUR 
	The fact influencing on consumer buying behaviour are: 
i. Cultural 
ii. Social 
iii. Personal 
iv. Psychological 
1	CULTURAL 
	The cultural factors that influence consumer buying behaviour includes the following: 
1. culture 
2. sub-culture 
3. social culture 
a.	Culture: - It is the fundamental determinant as a person’s want and behaviour. It is usually passed on from the generation to another. The growth child acquires a set of values perception, preference and behaviour through his or her family and other key institution. A child growing up in the United State is exposed to the following values: 
	Achievement and success, activity, efficiency and practicability progress and material comforts, individualism, freedom, external comfort, humanitarians and youthfulness. An individual’s buying pattern is largely influenced by the culture. 
	Our culture reflect what we eat, what we ear, the code of conduct, our buying habits, consumption pattern on the way we use and dispose product. 
b.	Sub-culture: Cash culture consists of smaller sub-culture that provides more specific identification and socialization for their member. Sub-culture includes nationalities, religion, racial group and geographic region. 
	The group has similar habits behaviour pattern, buying behaviour experiences or even geographic location. Advertising strategy of a firm is also affected by the sub-cultural difference. Example: Firms that market of its product in Andhrapradsh has air its commercial in Telugu to reach that vast majority or people in the same. 
c.	Social Class: can be sub-divided into four categories such as upper class, upper middle class, middle class and the lower class different media preferences, with upper class consumer preferring magazine and book and lower class consumer prefer news drama, and lower class consumer prefer soap operas and sport programs. To an extent social class determine the types of quality and quantity of product that a person buy or uses. 
2.	SOCIAL FACTORS:
	Consumer behaviour is influenced by social as reference group, family and social role and status. 
a. Reference Group: A person reference group consist of all that group that have a direct or indirect influence on the person’s attitude or behaviour group having a direct influence on a person are called membership group. Some membership groups are primary group, such as family, friends, neighbours, and co-workers with whom the person interacts fairly continuously and informally. People also belong to secondary group, such as religious, professional and trade union group which levels to be more formal and require less continuous interaction. 
b. Family: the family is the most important consumer buying organization in society. 
	A family is a small reference group but it prominent in influencing consumer behaviour. 
	Family go through various stage of life cycle, each stage create different demand for different product and them member is greatly influenced by the stage of the family life cycle. 
c.	Role and Status: A role consists of the activities a person is expected to perform. Each role carries a status of Supreme Court justice has more status than a sales manager and a sale manager has more status than office clerk. People choose product that communicate their role and status in society. Company president often drive Mercedes, wear expensive suits, and drink choices Regal Scotch, marketer must be aware of the status symbol potential of product and brands. 
3.	PERSONAL FACTORS: 
This includes the buyer age and stage in the life cycle, occupation, economic circumstance, life style and personality and self concept. 
a.	Age and stage in the life cycle: people buy different good and services over a life time. They eat baby foods in the early years most food in the growing and mature year and special diet in the 1 after year. 
	Over the life cycle stage, people use different product and their demand for goods and service keeping changing. People at different age will have different tastes in food, cloth and furniture and recreation. Even familiar pass through different stage of the life cycle. 
	Therefore, marketer target market and needs of their target market and introduce different product and marketing effort at different stage. 
b.	Occupation and economic circumstance: occupation also influence consumption pattern. A blue colour worker will buy work clothes, work shoes and lunch boxes. A company even tailors the product for certain occupational groups. Computer software companies, for example design different product for brand manager, engineers, lawyers and physicians. The financial condition of an individual such as is disposable income; saving his ability to buy costly product and service on installment and bear the interest rate etc. will have a significant influence on his buying behaviour. 
c.	Life style: A life style is a person’s pattern of living in the world as expected in activities, interest and opinions. Life style portrays the whole person interacting with his or her environment. 
	Marketer search for relationship between their product and life style group. Example; A computer manufacturer might find that most computer buyer are achievement oriented. 

4.	PSYCHOLOGICAL FACTORS: 
A person’s buying are influenced by four major psychological factors such as:
(i) Motivation (ii) perception (iii) learning (iv) belief and attitude. 
a.	Motivation a person has many needs at any given time some needs are biogenic, they arise from physiological stage of tension such as hunger, theist or discomfort. Other needs are psychological; they arise from psychological state of tension such as the need for reorganization, esteem or belonging. A motive is a need that is sufficiently pressing to drive the person to act. 
	Needs is motivational element behind the purchasing decision one of the most widely known as motivational theory, the hierarchy of need, was proposed by Abraham Maslow need can be classified as: 
i. Physiological needs 
ii. Safety need 
iii. Love and belongingness (social needs) 
iv.  (
Self-actualization
Esteem needs
Love needs
Safety needs
Physiological needs 
)Self actualization need.
`






2.1.10	EFFECT OF ADVERTISING ON CONSUMER BUYING BEHAVIOUR 
	Advertising is basically types of communication. It attempt to provide potential customer to purchase a consumer product or service. It is designed in such a way that it creates and reinforce brand image and brand loyalty. 
	Thus, advertising plays a very important role in forming consumer behaviour. 
	Advertising is usually important for triggering the first time purchase of the product. Then if the consumers like it he will purchase the product again. However, it the advertising and promotion portrays a good image of the product, the repurchase of the product is guaranteed. Buyer of convenience good is specially affected by advertising. This is because the products are the more less the same advertising play a vital role in reminding consumer of the brand name. a strong brand image portrayed through advertising would ensure the repurchase of convenience goods. 
2.2	THEORETICAL FRAMEWORK
The theoretical framework provides the foundational theories and models that explain how advertising influences consumer buying behaviour. Understanding these theories helps to interpret how advertising messages are processed by consumers and how these messages affect their purchasing decisions.
1. AIDA Model (Attention, Interest, Desire, Action)
One of the most widely used models in advertising and consumer behaviour is the AIDA Model, developed by St. Elmo Lewis in 1898. It outlines the stages a consumer goes through in response to an advertising message:
· Attention: Advertising must first capture the consumer’s attention. This can be achieved through striking visuals, headlines, or emotional appeals.
· Interest: Once attention is captured, the ad must maintain interest by providing relevant and engaging information about the product.
· Desire: Advertising aims to create a desire or preference for the product by emphasizing benefits, solving problems, or appealing to emotions.
· Action: Finally, the advertising message motivates the consumer to take action, such as purchasing the product or seeking more information (Belch & Belch, 2021).
This model shows that effective advertising moves consumers through a cognitive and emotional process, ultimately leading to a purchase decision.
2. Theory of Reasoned Action (TRA)
Developed by Fishbein and Ajzen (1975), the Theory of Reasoned Action explains consumer behaviour as a rational process where individuals make decisions based on their attitudes and subjective norms.
· Attitude toward the behaviour: How positively or negatively a consumer feels about purchasing a product.
· Subjective norms: Social pressures or influences from family, friends, or society about whether to perform the behaviour.
Advertising influences consumer attitudes by presenting persuasive arguments and shaping social norms through endorsements or testimonials. For example, Nestlé’s advertisements featuring trusted personalities can positively affect consumers’ attitudes and perceived social approval, increasing the likelihood of purchase.
3. Elaboration Likelihood Model (ELM)
The Elaboration Likelihood Model by Petty and Cacioppo (1986) describes two routes of persuasion in advertising:
· Central Route: When consumers are highly involved and motivated, they process advertising messages carefully and thoughtfully, focusing on the content and quality of the message.
· Peripheral Route: When involvement is low, consumers rely on superficial cues like attractive visuals, celebrity endorsements, or catchy jingles rather than the message content itself.
This model explains why different advertising strategies work for different products. For high-involvement products like electronics, detailed, informative ads (central route) are effective. For low-involvement products like snacks, emotional or celebrity-endorsed ads (peripheral route) may be more influential.
4. Maslow’s Hierarchy of Needs
Maslow’s theory (1943) categorizes human needs into five levels: physiological, safety, social, esteem, and self-actualization needs. Advertising messages that appeal to these different needs can influence buying behaviour.
For example, Nestlé might use advertising to appeal to:
· Physiological needs: Promoting food products that satisfy hunger and nutrition.
· Social needs: Ads emphasizing family bonding over meals.
· Esteem needs: Highlighting premium or prestigious product lines.
By aligning advertising messages with the consumers’ current needs, marketers can more effectively drive purchase decisions.
5. Consumer Decision-Making Process Theory
This theory posits that consumers go through a series of stages before making a purchase decision: problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behaviour (Schiffman & Kanuk, 2014).
Advertising impacts each stage by:
· Triggering problem recognition through highlighting a need.
· Providing information during the information search phase.
· Influencing the evaluation of alternatives by differentiating the brand.
· Motivating the purchase decision with calls to action.
· Reinforcing post-purchase satisfaction through follow-up advertising.
2.3	EMPIRICAL REVIEW
The empirical review involves examining previous studies and research findings that have investigated the effect of advertising on consumer buying behaviour. This section highlights evidence from diverse contexts, emphasizing key outcomes, methodologies, and conclusions relevant to understanding how advertising influences consumers’ purchase decisions.
Advertising and Brand Awareness
Several studies have demonstrated that advertising plays a crucial role in creating and enhancing brand awareness, which directly influences consumer buying behaviour. A study by Ezekiel and Akinbode (2019) on Maggi seasoning in Nigeria found that consistent advertising significantly increased brand recognition and recall among consumers. This awareness translated into higher purchase intention as consumers preferred brands they recognized and trusted.
Similarly, in an international study, Keller (2013) emphasized that brand awareness serves as the foundation for consumer decision-making, enabling consumers to identify products easily during the evaluation phase. Without advertising, many products would remain unknown, limiting consumer choice and purchase likelihood.
Advertising’s Impact on Consumer Attitudes and Preferences
Research indicates that advertising affects consumer attitudes and brand preference through persuasive messaging and emotional appeals. Olayinka (2018) conducted a study on Nestlé Nigeria Plc and revealed that emotional branding and celebrity endorsements in advertisements positively influenced consumer attitudes and loyalty toward Nestlé products. Consumers reported higher trust and emotional connection to brands advertised using these strategies, which increased their willingness to buy.
In a related study, Lee and Thorson (2008) found that advertising that appeals to consumers’ emotions, such as happiness or nostalgia, leads to more favorable attitudes and stronger purchase intentions compared to purely informational ads.
Advertising and Purchase Decision
Advertising’s role in stimulating actual purchase behaviour has been confirmed in various empirical studies. For instance, Adeniyi (2017) investigated the influence of promotional advertising on consumer purchase decisions in the Nigerian food industry. The study showed that advertisements offering discounts, coupons, and limited-time offers significantly encouraged immediate purchase actions among consumers.
Furthermore, research by Solomon (2015) highlighted that advertising reinforces brand choice by reminding consumers of product benefits and creating a sense of urgency. The presence of calls to action in ads often nudges consumers from consideration to actual purchase.
Media Type and Consumer Engagement
Empirical evidence suggests that the type of advertising media used affects the level of consumer engagement and buying behaviour. Okeke (2020) examined social media advertising in Nigeria and found it to be highly effective in reaching younger demographics, with interactive ads leading to higher engagement rates and purchase intentions. Consumers preferred ads on platforms where they could comment, share, and receive personalized content.
Conversely, traditional media like TV and radio still play an important role in reaching broader audiences, especially in rural areas where internet access may be limited (Ogunleye & Alabi, 2021). These media foster brand familiarity and trust, although they may not offer the same level of direct engagement as digital platforms.
CHAPTER THREE 
METHODOLOGY
3.1 	INTRODUCTION
This chapter presents the methodology used in carrying out the study. It outlines the research design, population of the study, sample size and sampling technique, method of data collection, research instruments, validity and reliability of the instruments and method of data analysis. The objective is to provide a clear and systematic approach to how the research was conducted to ensure reliability and objectivity.
3.2 	RESEARCH DESIGN
The study employed a descriptive survey research design. This design is appropriate for obtaining data that describe the characteristics of the subject population, particularly in understanding how advertising influences consumer buying behavior. The descriptive design enables the researcher to use both qualitative and quantitative approaches to analyze patterns, attitudes, and opinions of consumers towards Nestlé’s advertising strategies.
3.3 	POPULATION OF THE STUDY
The population of this study consists of consumers of Nestlé products within selected urban areas in Nigeria, particularly Lagos State, where Nestlé has a strong market presence. The study population includes male and female consumers, aged 18 and above, who regularly purchase food and beverage products such as Milo, Maggi, Nescafé, and Golden Morn.


3.4 	SAMPLE SIZE AND SAMPLING TECHNIQUE
A sample of 200 respondents was selected for this study. The sample size was determined to ensure the collection of enough data to make reasonable generalizations.
The sampling technique used was stratified random sampling. The population was divided into different strata based on age, gender, and income level. From each stratum, a random selection of participants was made. This ensured fair representation of the target consumer segments and minimized sampling bias.
3.5 	METHOD OF DATA COLLECTION
Primary data was collected through the use of structured questionnaires. The questionnaire was designed to capture information on the following:
· Awareness of Nestlé products
· Exposure to Nestlé advertisements
· Perceptions of advertisement effectiveness
· Influence of advertising on product preference and purchase decisions
The questionnaires were administered in person and online (via Google Forms) to ensure a wider reach and convenience for participants.
3.6 	VALIDITY AND RELIABILITY OF THE INSTRUMENT
· Validity: To ensure the instrument measured what it intended to measure, the questionnaire was subjected to content and face validity. Experts in marketing and business administration were consulted to review and validate the questions for relevance, clarity, and coverage.
· Reliability: A pilot test was conducted on 20 respondents who were not part of the final sample. The reliability of the instrument was measured using Cronbach’s Alpha, and a reliability coefficient of 0.82 was obtained, indicating high internal consistency.
3.7 	METHOD OF DATA ANALYSIS
Data collected were coded and analyzed using the Statistical Package for Social Sciences (SPSS) version 25. The analysis involved:
· Descriptive statistics: Frequencies, percentages, means, and standard deviations were used to summarize respondents' demographic data and their responses.
· Inferential statistics: Chi-square tests and correlation analysis were used to test the hypotheses and examine the relationship between advertising and consumer buying behavior.










CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 INTRODUCTION
This chapter presents and analyzes the data collected from respondents through the use of structured questionnaires. The data are presented using tables, percentages, charts, and descriptive statistics. The chapter also includes the testing of research hypotheses using relevant statistical tools to determine the relationship between advertising and consumer buying behavior. The goal is to provide meaningful insights into how Nestlé’s advertising influences consumer decisions.
4.2 DEMOGRAPHIC PROFILE OF RESPONDENTS
A total of 150 questionnaires were distributed, and 138 were returned and found valid for analysis, resulting in a 92% response rate.
Table 1: Gender of Respondents
	Gender
	Frequency
	Percentage

	Male
	76
	55.1%

	Female
	62
	44.9%

	Total
	138
	100%


Source: Field Survey, 2025
	The table shows 76 (55.1%) respondents are male while 62 (44.9%) respondents are female.
Table 2: Age Distribution
	Age Group
	Frequency
	Percentage

	18 – 25 years
	39
	28.3%

	26 – 35 years
	58
	42.0%

	36 – 45 years
	25
	18.1%

	46 years and above
	16
	11.6%

	Total
	138
	100%


Source: Field Survey, 2025
The table shows 39 (28.3%) respondents are between the age of 18-25 years, 58(42.0%) respondents are between the age of 26-35 years, 25 (18.1%) respondents are between the age of 36-45 years, while 16 (11,6%) respondents are between 46 years and above.
Table 3: Educational Qualification
	Educational qualification 
	Frequency
	Percentage

	Secondary School  
	22
	15.9%

	OND/NCE  
	45
	32.6%

	BSc/HND  
	41
	29.7%

	MSc/MBA
	30
	21.7%

	Total
	138
	100%


Source: Field Survey, 2025
The above table shows 22 respondents representing 15.9% are secondary school holder, 45 respondents representing 32.6% are OND/NCE holder, 31 respondents representing 29.7% are Bsc/HND while 30 respondents representing 21.7% are MSc/MBA holder. This shows that majority of the respondents are OND/NCE holder. 
4.3 	DATA ANALYSIS
Consumer Awareness of Nestlé Products Through Advertising
Table 4: Have you seen advertisements for Nestlé products?
	Response
	Frequency
	Percentage

	Yes
	132
	95.7%

	No
	6
	4.3%

	Total
	138
	100%


Source: Field Survey, 2025
The table above shows that a large majority (95.7%) of respondents have seen advertisements for Nestlé products, indicating a strong level of advertising penetration.

Table 5: Are you aware of Nestlé products (e.g., Milo, Maggi, Golden Morn)?
	Response
	Frequency
	Percentage

	Yes
	129
	93.4%

	No
	9
	6.6%

	Total
	138
	100%


Source: Field Survey, 2025
The table above shows that 129 respondents said they are aware of Nestle product (e.g., Milo, Maggi, Golden Morn)? While 9 respondents representing 6.6% said No.
Table 6: How did you first learn about Nestlé products?
	Media Type
	Frequency
	Percentage

	Television Advertisement
	50
	36.2%

	Radio
	12
	8.7%

	Social Media
	56
	40.6%

	Newspapers
	7
	5.1%

	Friends/Family  
	13
	9.4%

	Total
	138
	100%


Source: Field Survey, 2025
Social media (40.6%) and television (36.2%) are the most influential advertising platforms among Nestlé consumers in this study.
Table 7: Have you seen or heard advertisements for Nestlé products recently?
	Response
	Frequency
	Percentage

	Yes
	118
	85.5%

	No
	20
	14.5%

	Total
	138
	100%


Source: Field Survey, 2025
The above analysis shows that 118 respondents representing 85.5% said yes, while 20 respondents representing 14.5% said No, a significant number of respondents (85.5%) admitted that they have seen or heard advertisements for Nestlé products recently.
Table 8: Which medium of advertisement influences you the most?
	Media Type
	Frequency
	Percentage

	Television Advertisement
	50
	36.2%

	Radio
	12
	8.7%

	Social Media
	56
	40.6%

	Newspapers
	7
	5.1%

	Billboard   
	13
	9.4%

	Total
	138
	100%


Source: Field Survey, 2025
Social media (40.6%) and television advertisement (36.2%) are the most medium of advertisement that influences the people most.
Table 9: Has advertising ever influenced your decision to buy a Nestlé product?
	Response
	Frequency
	Percentage

	Yes
	118
	85.5%

	No
	20
	14.5%

	Total
	138
	100%


Source: Field Survey, 2025
	The table above shows that 118 respondents representing 85.5% said advertising influence their decision to buy nestle product while 20 respondents representing 14.5% said No.




Table 10: Which aspect of the advertisement appeals to you the most?
	Response
	Frequency
	Percentage

	Celebrity endorsements
	21
	15.2%

	Product benefits explained
	49
	35.5%

	Discounts/promotions
	33
	23.9%

	Emotional appeal
	35
	25.4%

	Total
	138
	100%


Source: Field Survey, 2025
The explanation of product benefits (35.5%) and emotional appeal (25.4%) are the most impactful elements in Nestlé advertisements.
Table 11: Do you trust Nestlé more because of their consistent advertising?
	Response
	Frequency
	Percentage

	Yes
	129
	93.4%

	No
	9
	6.6%

	Sometimes 
	0
	0%

	Total
	138
	100%


Source: Field Survey, 2025
The table above shows that 129 respondents said they trust Nestlé more because of their consistent advertising While 9 respondents representing 6.6% said No. no response on sometimes.
Table 12: Do you think Nestlé’s advertisements provide enough information to make a buying decision?
	Response
	Frequency
	Percentage

	Yes
	120
	86.9%

	No
	18
	13.0%

	Sometimes 
	0
	0%

	Total
	138
	100%


Source: Field Survey, 2025
	The table above shows that 120 respondents representing 86.9% agree while 18 respondents representing 13.0% disagree. This shows that majority of respondent thinks Nestlé’s advertisements provide enough information to make a buying decision.
Table 13: Do you often choose Nestlé over competing brands because of advertising?
	Response
	Frequency
	Percentage

	Yes
	128
	92.7%

	No
	10
	7.2%

	Sometimes 
	0
	0%

	Total
	138
	100%


Source: Field Survey, 2025
	Table 13 shows that 128 respondents representing 92.7% agree that people often choose Nestle over competing brands because of advertising, while 10 respondents representing 7.2% did not agree. This shows that people often choose Nestle over competing brands because of advertising.
Table 14: Advertising influences my decision to buy Nestlé products.
	Response
	Frequency
	Percentage

	Strongly Agree
	73
	52.8%

	Agree
	44
	31.8%

	Neutral 
	0
	0%

	Disagree
	15
	10.8%

	Strongly Disagree
	6
	4.3%

	Total
	138
	100%


Source: Field Survey, 2025
	Table 14 shows 73 (52.8%) strongly agree, 44 (31.8%) also agree, 0 were neutral 15 (10.8%) disagree while 6 (4.3%) strongly disagree. This shows that advertising influences their decision to buy nestle product.
Table 15: Nestlé adverts have increased my awareness of their product range
	Response
	Frequency
	Percentage

	Strongly Agree
	99
	71.7%

	Agree
	22
	15.9%

	Neutral 
	0
	0%

	Disagree
	6
	4.3%

	Strongly Disagree
	11
	7.9%

	Total
	138
	100%


Source: Field Survey, 2025
Table 15 above shows that 99 (71.7%) of the respondents strongly agree., 22 (15.9%) of the respondents also agree, 0 were neutral, 6 (4.3%) disagree, while 11 (7.9%) strongly disagree.
Table 16: I have tried a new Nestlé product after seeing its advertisement.
	Response
	Frequency
	Percentage

	Strongly Agree
	89
	64.4%

	Agree
	34
	24.6%

	Neutral 
	10
	7.2%

	Disagree
	5
	3.6%

	Strongly Disagree
	0
	0%

	Total
	138
	100%


Source: Field Survey, 2025
	Table 16 above shows that 89 (64.4%) strongly agree, 34 (24.6%) also agree, 10 (7.2%) were neutral, 5 (3.6%) disagree, while none of the respondents strongly disagree. This shows that most of the respondents tried a new Nestle product after seeing its advertisement. 




Table 17: Advertising helps me trust Nestlé products more than competitors’.
	Response
	Frequency
	Percentage

	Strongly Agree
	69
	50%

	Agree
	37
	26.8%

	Neutral 
	5
	3.6%

	Disagree
	20
	14.4%

	Strongly Disagree
	7
	5%

	Total
	138
	100%


Source: Field Survey, 2025
	The table above shows that 69 respondents representing 50% strongly agree, 37 (26.8%) also agree, 5 (3.6%) were neutral, 20 (14.4%) of the respondents disagree while 7 (5%) strongly disagree to the above statement.
Table 18: Promotional offers in advertisements encourage me to buy Nestlé products.
	Response
	Frequency
	Percentage

	Strongly Agree
	70
	50.7%

	Agree
	33
	23.9%

	Neutral 
	14
	10.1%

	Disagree
	9
	6.5%

	Strongly Disagree
	12
	8.6%

	Total
	138
	100%


Source: Field Survey, 2025
	The above table shows that 70 (50.7%) strongly agree, that promotional offers in advertisements encourage them to buy nestle products, 33(23.9%) also agree, 14 (10.1%) were neutral, 9 (6.5%) disagree while 12 (8.6%) strongly disagree to the above statement.





Table 19: I am more likely to buy Nestlé products because of effective advertising.
	Response
	Frequency
	Percentage

	Strongly Agree
	85
	61.5%

	Agree
	28
	20.2%

	Neutral 
	0
	0%

	Disagree
	15
	10.8%

	Strongly Disagree
	10
	7.2%

	Total
	138
	100%


Source: Field Survey, 2025
	From the analysis above the table shows that 85 respondents representing 61.5% strongly agree, 28 (20.2) also agree, 0 were neutral, 15(10.8%) disagree, while 10 (7.2%) respondents strongly disagree to the above statement. This shows that majority of the respondents like to buy nestle products because of effective advertising.
Table 20: Advertising has made me more loyal to Nestlé products.
	Response
	Frequency
	Percentage

	Strongly Agree
	99
	71.7%

	Agree
	22
	15.9%

	Neutral 
	0
	0%

	Disagree
	6
	4.3%

	Strongly Disagree
	11
	7.9%

	Total
	138
	100%


Source: Field Survey, 2025
Table 15 above shows that 99 (71.7%) of the respondents strongly agree., 22 (15.9%) of the respondents also agree, 0 were neutral, 6 (4.3%) disagree, while 11 (7.9%) strongly disagree. This show that majority of the respondents believed that Advertising has made them more loyal to Nestlé products.

4.4	 HYPOTHESIS TESTING
Hypothesis 1:
H₀₁: Advertising does not significantly influence consumer awareness of Nestlé products.
H₁₁: Advertising significantly influences consumer awareness of Nestlé products.
Using Chi-Square Test on responses related to awareness and exposure to Nestlé advertisements:
· Chi-square value (χ²) = 34.78
· Degree of freedom (df) = 1
· p-value = 0.000
Decision: Since p-value < 0.05, we reject the null hypothesis and accept the alternative.
Conclusion: Advertising significantly influences consumer awareness of Nestlé products.
Hypothesis 2:
H₀₂: There is no significant relationship between advertising and consumer brand preference.
H₁₂: There is a significant relationship between advertising and consumer brand preference.
· Pearson correlation (r) between advertising and brand preference = 0.64
· p-value = 0.001
Conclusion: A strong positive correlation exists between advertising and brand preference. Hence, we reject the null hypothesis.
Hypothesis 3:
H₀₃: Advertising does not significantly influence consumer purchase decisions.
H₁₃: Advertising significantly influences consumer purchase decisions.
· Chi-square value (χ²) = 29.45
· p-value = 0.002
Conclusion: Advertising has a statistically significant impact on consumer purchase decisions. Null hypothesis is rejected.
4.5 	DISCUSSION OF FINDINGS
From the analysis, it was evident that advertising plays a significant role in shaping consumer awareness, attitudes, and purchasing decisions. The results showed that a majority of respondents acknowledged the influence of advertising on their buying choices, though the degree of impact varied across demographic groups such as age, income, and education level.
One of the major findings indicates that advertising is a primary source of product awareness. Over 70% of respondents reported first learning about a new product through an advertisement, particularly digital ads and social media platforms. This supports the assertion by Kotler and Keller (2016) that advertising serves as a vital tool in generating product visibility and brand recognition.
The data also revealed a positive correlation between exposure to advertising and actual purchase behaviour. Respondents noted that persuasive advertising content—especially when it includes discounts, emotional appeals, and product demonstrations—often motivates them to try out new products. This finding aligns with previous studies that emphasize the persuasive power of emotionally engaging advertisements in influencing consumer actions.
However, the impact was more significant in impulsive or low-involvement purchases (e.g., snacks, fashion accessories) compared to high-involvement purchases (e.g., electronics, cars), where consumers tended to rely more on personal research and peer recommendations.
Another key insight is the role of credibility in advertisement effectiveness. While many consumers acknowledge the influence of advertising, a significant portion (about 40%) expressed skepticism about exaggerated claims. Trust in the brand and the source of the advertisement (e.g., influencers, celebrities, or user-generated content) was found to be a crucial moderating factor in determining whether an advertisement leads to actual purchase.
The study found that digital advertising (social media, email marketing, YouTube ads) had a higher reported influence compared to traditional advertising (TV, radio, newspapers), especially among younger demographics (ages 18–35). Respondents in this group favored digital platforms due to their interactive nature, personalization, and immediate access to product reviews and user feedback.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	SUMMARY OF FINDINGS
This study investigated the effect of advertising on consumer buying behavior, using Nestlé Nigeria Plc as a case study. The primary aim was to determine the extent to which advertising influences consumer awareness, brand preference, and purchase decisions.
The study employed a descriptive survey design and collected data from 138 consumers using structured questionnaires. The data were analyzed using descriptive and inferential statistics, including Chi-square and Pearson correlation.
The major findings from the study include:
1. High Level of Awareness: A significant proportion (95.7%) of respondents were aware of Nestlé products as a result of advertising, indicating the effectiveness of the company’s advertising campaigns.
2. Influence on Purchase Decisions: 85.5% of the respondents acknowledged that advertising influenced their buying decisions, showing a direct impact of advertising on consumer behavior.
3. Preferred Media Channels: Social media (40.6%) and television (36.2%) were identified as the most effective advertising platforms, highlighting the shift toward digital media among Nigerian consumers.
4. Advertising Content Effectiveness: Respondents were most influenced by advertising content that explained product benefits (35.5%) and emotional appeal (25.4%), rather than celebrity endorsements or promotions.
5. Statistical Confirmation: Hypothesis testing confirmed that advertising has a significant relationship with consumer awareness, brand preference, and buying behavior.
5.2 	CONCLUSION
Based on the findings, it is evident that advertising plays a critical role in shaping consumer buying behavior, particularly for fast-moving consumer goods such as those offered by Nestlé Nigeria Plc. Advertising not only creates awareness but also builds consumer interest and influences their brand choices and purchase decisions.
The study further concludes that the choice of advertising medium and the nature of the advertising content significantly affect how consumers respond. In today’s digital age, platforms like social media are increasingly becoming the most effective channels for reaching and influencing consumers, especially the younger demographic.
Nestlé’s continued investment in advertising is justified by its strong impact on consumer perception and behavior. However, for maximum effectiveness, the company must ensure that its advertisements are informative, emotionally engaging, and delivered through the most relevant channels.
5.3 	RECOMMENDATIONS
Based on the research findings, the following recommendations are made:
1. Focus More on Digital Advertising: Nestlé should continue to expand its digital advertising strategies, particularly through social media, as this platform has proven to be highly effective among Nigerian consumers.
2. Enhance Emotional and Informational Content: Advertisements should emphasize the benefits of products and appeal to consumers' emotions, values, and lifestyles rather than relying heavily on celebrity endorsements.
3. Regular Audience Analysis: Nestlé should regularly study consumer behavior and media consumption patterns to adjust its advertising strategies accordingly, ensuring alignment with target audience preferences.
4. Feedback Mechanisms: Incorporating consumer feedback in advertisement planning can help tailor messages that resonate better with the audience and improve message effectiveness.
5. Measure Advertising ROI: Nestlé should implement tools to track the return on investment (ROI) of its advertising campaigns, linking advertisement exposure to actual consumer purchases for better performance analysis.
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QUESTIONNAIRE

Dear Respondent,
I am a final year student of Department of Business Administration, Kwara State Polytechnic Ilorin, conducting a Research project on: Effect of Advertising on Consumer Buying Behaviour (A Case Study of Nestlé Nigeria Plc). This questionnaire is designed for academic purposes only. Your responses will be treated with strict confidentiality. Please answer the questions sincerely.
SECTION A: Demographic Information
Please tick (✓) the appropriate option.
1. Gender: ☐ Male  ☐ Female
2. Age: ☐ Under 18  ☐ 18–25  ☐ 26–35  ☐ 36–45  ☐ 46 and above
3. Educational Qualification:
☐ Secondary School  ☐ OND/NCE  ☐ BSc/HND  ☐ MSc/MBA
☐ Others (please specify): __________
4. Occupation:
☐ Student  ☐ Employed  ☐ Self-employed  ☐ Unemployed
SECTION B: Product Awareness and Advertising Exposure
5. Are you aware of Nestlé products (e.g., Milo, Maggi, Golden Morn)?
☐ Yes ☐ No
6. How did you first learn about Nestlé products?
☐ TV Advertisement  ☐ Radio  ☐ Social Media  ☐ Newspaper/Magazine
☐ Friends/Family  ☐ In-store
7. Have you seen or heard advertisements for Nestlé products recently?
☐ Yes ☐ No
8. Which medium of advertisement influences you the most?
☐ Television  ☐ Radio ☐ Social Media ☐ Newspaper
☐ Billboard
9. Has advertising ever influenced your decision to buy a Nestlé product?
☐ Yes ☐ No
10. Which aspect of the advertisement appeals to you the most?
☐ Celebrity endorsement   ☐ Explanation of product benefits
☐ Emotional appeal    ☐ Discount/Promotional offers
11. Do you trust Nestlé more because of their consistent advertising?
☐ Yes  ☐ No ☐ Sometimes
12. Do you think Nestlé’s advertisements provide enough information to make a buying decision? ☐ Yes  ☐ No ☐ Sometimes
13. Do you often choose Nestlé over competing brands because of advertising?
☐ Yes  ☐ No ☐ Sometimes
Section C: Advertising Influence on Buying Behaviour
	
	Statements
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	14.. 
	Advertising influences my decision to buy Nestlé products.
	
	
	
	
	

	15. 
	Nestlé adverts have increased my awareness of their product range.
	
	
	
	
	

	16. 
	I have tried a new Nestlé product after seeing its advertisement.
	
	
	
	
	

	17. 
	Advertising helps me trust Nestlé products more than competitors’.
	
	
	
	
	

	18. 
	Promotional offers in advertisements encourage me to buy Nestlé products.
	
	
	
	
	

	19.
	I am more likely to buy Nestlé products because of effective advertising.
	
	
	
	
	

	20.
	Advertising has made me more loyal to Nestlé products.
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