CHAPTER ONE
1.0	INTRODUCTION
	This chapter is contain general background of the study, statement of the study, aim and objective of the study, significance of the study, research questions, and general statement of the research hypothesis.
1.1	BACKGROUND OF THE STUDY
Advertising plays an important role in our everyday life. It mainly determines the image and way of life and it has an impact on our thinking as well as on the attitude towards ourselves and the world around us. Advertising shows us ready forms of behavior in a certain situation. It determines what is good and what is bad. We buy what people say or "advise”. I chose this topic because it is very relevant today and it is interesting by its complexity and psychological essence. Everyone, even without realizing it, is influenced by advertising. We do not notice how it affects us. We have become slaves of scientific and technical progress, and advertising uses that skillfully.
The pressure of advertisement is growing every day. A significant amount of money is spent on advertising campaigns bringing to the companies multi-billion profits. Moreover, it is a "product of the first necessity" for any enterprise, aimed at a commercial success, and it is becoming more and more expensive. According to statistics media the money spent on advertising in Finland was 1313,1 million euro in 2012 and 1206,7 million euro in 2013. (Finnish Advertising Council, TNS Gallup, Ad Intelligence 2014)
Advertising is directly linked to politics. It determines not only the purchase of toothpaste, but also the choice of political candidate. In the end it determines the path of political development of the country and the politics itself. This function of advertising is very important in our society.
[bookmark: page5]Advertisement appeared a long time ago. Its existence in prehistoric times is confirmed, for example, by an Egyptian papyrus with the information of the upcoming sale of a slave. Advertising in those days was presented by written or oral announcement touting a particular product or service. The oral advertising was spread by some sort of barker. Besides papyrus scrolls and wax boards, the written advertising was embodied in inscriptions on roadside rocks, as well as on buildings. As nowadays, there was a promotion of almost everything - olive oil and amphorae to keep the oil, oxen, horses and other livestock, tools and weapons. There was advertising of services as well: in the announcements of that distant era there were calls to visit a pub that sells unique snacks and wine, or an invitation to visit public baths. (Feofanov, 2004).
However, the advertising would probably have not expanded so much, if once human had not discovered the era of mass communication. The first impetus for this was typography. Another important development was the invention and subsequent spread around the world of the art of photography in the mid- 19th century. A photograph has served as an irrefutable proof of benefits of the advertised product. (Presbrey, 2009).
However, the most important developments in the global advertising business were made in the 20th century. It is no exaggeration to say that the 20th century was the “century of advertising”- at that time there were profound changes and innovations in the field of technology and advertising. It was the 20th century when advertising became this so popular – primarily due to the unprecedented growth rate of world industrial production, as well as due to the appearance of more and more sophisticated means of creating and distributing advertisements: multicolor printing, analog and then digital radio, television, satellite communications, and finally, computers and the . Advertising is day to day becoming more professionally organized and more quality performed (Presbrey, 2009).
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 advertising, advertising 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.
Therefore, the specific problems identified for this study are:
1. Inability to create brand awareness through advertising
2. Difficulty in using advertising adverts to encourage trial purchase
3. Failure to build brand loyalty by employing advert sponsorship
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 advertising adverts useful in encouraging trial 
	purchase?
3. What is the effect of advert sponsorship on brand loyalty?
1.4	RESEARCH OBJECTIVES
	The general objective of this study is to critically examine advertising and its impact on an effective promotional tool for marketing of products in a competitive market .
However, the specific objectives are:
1. To determine whether advertising can be used to create brand awareness
2. To investigate into the usefulness of advertising in encouraging trial purchase
3. To ascertain whether advert sponsorship can be employed to build brand loyalty
1.5 	RESEARCH HYPOTHESES
	The following hypotheses were formulated for the purpose of this research work:
Ho1: 	advertising does not create brand awareness
Hi1: 	advertising creates brand awareness
Ho2: 	Advertising does not encourage trial purchase
Hi2:	Advertising encourages trial purchase
Ho3: 	Advert Sponsorship cannot be employed to build brand loyalty
Hi3: 	Advert Sponsorship can be employed to build brand loyalty 
1.6 	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 an effective promotional tool for marketing of products in a competitive market .
 The study will cover a period of two years using Herbal Products Market in Ilorin Nigeria Limited as a case study.
	The study also covered the customers and staff of Herbal Products Market in Ilorin.
1.7 	SIGNIFICANCE OF THE STUDY
	The success of this work provides a significant contribution to 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 an effective promotional tool for marketing of products in a competitive market .
	The study will review the work of previous researchers relating to advertising and an effective promotional tool for marketing of products in a competitive market . Organizations and individual will be exposed to how advertising can influence brand awareness, trial purchase, and brand loyalty.
	Lastly, the study will serve as a reference to future researchers on similar research topic.
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is advertising by X. while the dependent variable is promotional tool in Herbal Products market denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = advertising 
Where Y = promotional tool in Herbal Products market
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = marketing (s) 
x2 = promotion (h)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms

1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITION OF TERMS
 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 behavior, advertising management, brand management and strategy development. The consumer's ability to recognise or recall a brand is central to purchasing decision-making.
Trial 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 behavior 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.
Advertising: advertising, or permission marketing, is a method of advertising via whereby the recipient of the advertisement has consented to receive it. This method is one of several developed by marketers to eliminate the disadvantages of marketing.
Advert Sponsorship: A specific and distinct section of content located on a Web site that is often sponsored by a single advertiser. Sponsorship of content areas, which could consist of a home page or a specific channel, often contains any embedded and interruptive formats for the advertisement.












CHAPTER TWO
LITERATURE REVIEW
2.0	PREAMBLE
	This study reviews Advertising as a promotional tool for marketing of product in a competitive market which has been viewed by various authors and scholars who were interested in the subject. Some of the areas that will be touched include the definition of Advertising and other variables which are, E-mail Advertising, interstitial Adverts, Website sponsorship, Brand awareness, Trial purchase, and Brand loyalty, which are relevant to the consumer buying behaviour and economic growth at large.
2.1.	CONCEPTUAL FRAMEWORK
	Definition of Advertising
Advertising is impersonal communication of information about products, services or ideas through the various media, and it is usually persuasive by nature and paid by identified sponsors (Bovee, 1992).
The standard definition of advertising includes seven main elements:
1. Paid form of communication.
2. The presence of an identified sponsor.
3. Distribution through the media.
4. The presence of a specific audience for treatment.
5. Lack of personalization of distributed information.
6. Aimed action.
From this it follows that advertising is usually a non-personalized form of communication, paid by an identified sponsor, implemented in a certain way through the media and other legal means and aimed to familiarize with some products and its further acquisition by possibly large audience of consumers.

Advertising has the following advantages:
Advertising reaches customers living far apart.
Its public presentation shows to the buyer that the product is not contrary to social norms and the law.
It allows doing multiple announcements and when the addressee gets the message, he/she can compare the product with other competitive firms. A wide-ranging promotional activity, run by the company, is some kind of evidence of company’s popularity and success.
Advertisement is very expressive - it allows a company to present its product clearly and effectively via text, sound and color. On one hand, advertising helps to form a long-term sustainable image of the product. On the other hand, it stimulates sales. (Kotler 2010)
However, there are disadvantages as well:
Advertising is impersonal, and therefore it lacks persuasiveness compared to a real person maintaining face to face communication.
Advertising is mostly a monologue that does not obligate to pay attention and reaction.
Advertising can be very expensive. Some of its types, such as an ad in the newspaper or on the radio, do not require much money, where other forms of advertising, such as television, require significant funding. (Kotler 2010)
[bookmark: page9]Each country has its own regulations concerning advertising. Advertising can define a wide number of different aspects, such as placement, timing, and content. For example, in Russia you will not see advertising of alcohol on the TV after 9 pm, and in Sweden and Norway it is totally prohibited. There are countries that do not allow commercials aimed to children under the age of 12, and there can not be any advertisements five minutes before or after children’s program. In the United Kingdom it is forbidden to promote tobacco on television, billboards or at sporting events. The law of advertising usually describes:
· General requirements for advertising
· List of products, advertising of which is not allowed
· Public service advertising (PSA)
· Ways of advertising distribution
· Special advertising of certain goods
· Government control and responsibility for the violation of the legislation
· Etc
Classification of advertising
Since advertising is a sophisticated product for a variety of consumer groups, and is used to implement a wide range of functions, it is not so simple to classify it. It is possible to divide advertising into 8 main categories:
1. By target market segmentation. In this case, it should be clarified that the segmentation is a division of the consumer audience on segments by typical social, professional and other features. The more specific product or service is the narrower is the segment of the audience, among which they can be advertised. (Sandage, 2001).
2. By target impact – commercial (goods and services) and noncommercial (political and social). Commercial advertising is used to create, maintain and increase the demand of certain products, creating the best conditions for sale. Noncommercial advertising can be used to attract attention and create a positive image of an entrepreneur or an enterprise. (Sandage, 2001).
4. [bookmark: page10]By distribution area - global, national, regional, and local. Global advertising is a rapid development of economic globalization in general: interactive videos, world radio and satellite TV, the and other latest communication tools. Three other types of advertising aimed at the population within the boundaries of a particular state, region, city, town or district. (Sandage, 2001).
5. By the way of transmission - printed, electronic, outdoor advertising. (Sandage, 2001).
6. By the method implementation - textual, visual. Textual advertising is divided into simple and complex, and visual into statistical and dynamic. Simple text advertising is a regular wall advertisement. Complex text advertising includes a set of basic components - title, subtitle, main text module, slogan, etc. As an example of statistical advertising can be an appropriate photographic image or picture, and dynamic advertising such as video, computer animation. (Sandage, 2001).
7. By the method of impact - direct and indirect. Direct advertising is an advertising that places us in front of the fact: this is the product, please buy it. Here is the price, phone number, etc. Indirect advertising is a phenomenon of a different kind. It operates almost on a subconscious level. So we do not even notice that we absorb the advertising information gradually. (Sandage, 2001).
8. By the method of addressing – an impersonal and personalized. Personalized advertising is represented by well-known personalities or experts of the advertised product, or consumers themselves (Sandage, 2001).
9. By the method of payment – paid or free. Free advertising is rare. In the most cases it is a public or social advertising, not for commercial purposes. (Sandage, 2001).
[bookmark: page11]Main Types of Advertising
We can select seven types of advertising:
1. Brand advertising – it is usually visual and textual advertising. Such advertising is intended primarily to achieve a higher level of consumer recognition of specific brands. (Sandage, 2001).
2. Commerce and retail advertising - advertising of this type focuses on the specific production organization or product sales: it can be a service company or a shop. The main task of the commerce and retail advertising is to encourage the inflow of potential buyers by informing them about the place and the main terms of the provision of certain goods or services. (Sandage, 2001).
3. Political advertising - one of the most prominent and the most influential types of advertising. A positive image of the politician is formed (Sandage, 2001).
4. Advertising with a feedback – this type involves an exchange of information with potential customers. Most common way is a direct mail to specific recipients that has the greatest interest for advertisers as a possible buyers (e.g. in the form of catalogs). (Sandage, 2001).
5. Corporate advertising - such advertising almost never contains advertising information (in the conventional sense of the word), and serves for the preparation of the public opinion (a certain segment of buyers) to support the point of view of the advertiser. (Sandage, 2001).
6. [bookmark: page12]Business advertising - professionally-oriented advertising, intended for distribution among groups formed by their belonging to a particular occupation. Such advertising is spreading mainly through specialized publications. (Sandage, 2001).
7. Public or social advertising - unlike business advertising, it is oriented to the audience, united mainly by people social status - for example, single mothers, childless couples, teenagers, etc. (Sandage, 2001).
Functions of Advertising
There are four main functions of advertising:
Economical function. The nature of the economical function of advertising is first of all to stimulate sales and increase the volume of profits from the sale of a certain product for a certain unit of time. Advertising informs, creates the need for a product or service, and encourages people to purchase. The more people have responded to the ad, the better it is for the economy and the economical well-being of society (Kotler, 2002).
Social function. Advertising information has a significant impact on the formation of the consciousness of each individual. When advertising is addressed to consumers, besides the promotion of a product, it also helps to form ideological values of the society and at the end has an effect on the character of social relations causes consumer instincts, encouraging people to improve their financial state improves the culture of consumption. Comparing different products and services, the consumer, in any case, tends to get really the best (Kotler, 2002).
Marketing function. Advertising is an important component of marketing. Advertising entirely connected to the tasks of marketing, whose final aim is the full satisfaction of customer needs concerning goods and services (Kotler, 2002).
[bookmark: page13][bookmark: page14]Communicating function. Advertising is also one of the specific forms of communication. It is designed to perform an appropriate communicating function, linking together advertisers and consumer audience by the means of information channels (Kotler, 2002).
2.2	THEORETICAL REVIEW
	Advertising is described as any paid form of non personal presentation and promotion of idea by an identifies sponsor. Irrespective of type, advertising is expected to fulfill the basic objectives in terms of creating awareness, generating sales and building positive image. Consumer behavior is concerned with all aspect of purchasing behavior from pro-purchase activities through to post – purchase consumption and evaluation activities. Various authors identified significant number of theories that could explain advertising and consumer behavior phenomena.
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	Even though the world of advertising has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Advertising and marketing objectives are met by the effective use of this model.
	The phrase AIDA, in marketing communication was coined by American advertising and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.
The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the . One of the easiest ways to create awareness is having a saturation television campaign. But the drawback is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of helps reach younger audience who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration. For example, if the message is intended for old people, using the to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.


5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.
Theory of Reasoned Action (Fishbein, 1967)
[image: TRA english.gif]





Source: Adapted from Davis et al,.(1989) 
	The Theory of Reasoned Action (TRA) is a model that finds its origins in the field of social psychology. This model developed by Fishbein and Ajzen (1975) defines the links between beliefs, attitudes, norms, intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (1975) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 1975) 
This theory can be summarized by the following equation: 
Behavioral Intention = Attitude + Subjective norms 
	According to TRA, the attitude of a person towards a behavior is determined by his beliefs on the consequences of this behavior, multiplied by his evaluation of these consequences. Beliefs are defined by the person’s subjective probability that performing a particular behavior will produce specific results. This model therefore suggests that external stimuli influence attitudes by modifying the structure of the person’s beliefs. Moreover, behavioral intention is also determined by the subjective norms that are themselves determined by the normative beliefs of an individual and by his motivation to comply to the norms. 
	TRA also claims that all other factors which influence the behavior only do so in an indirect way by influencing the attitude or subjective norms. Fishbein and Ajzen ( 1975 ) refer to these factors as being external variables. These variables can be for example, the characteristics of the tasks, of the interface or of the user, the type of development implementation, the political influences, the organizational structure, etc. (Davis, Bagozzi and Warshaw, 1989). A meta-analysis on the application of the theory of reasoned action showed that the model can produce good predictions of choices made by an individual when facing several alternatives (Sheppard, Hartwick, and Warshaw, 1988). 
	The theory of reasoned action (TRA) is one of the three classic models of persuasion, and is also used in communication discourse as a theory of understanding. The theory of reasoned action was developed by Martin Fishbein and Icek Ajzen in 1967 and was derived from previous research that began as the theory of attitude. The theory aims to explain the relationship between attitudes and behaviors within human action. TRA is used to predict how individuals will behave based on their pre-existing attitudes and behavioral intentions. An individual's decision to engage in a particular behavior is based on the outcomes the individual expects will come as a result of performing the behavior.
2.3	Empirical Review
 Advertising and Effective promotional tool for marketing
	Rodgers (2003) investigated the impact of online sponsor relevance from an association perspective. Sponsor relevance means a match between sponsors and sponses in terms of shared semantic features, as a travel service sponsoring the travel section of a Web site. The results indicate that relevant sponsors are more likely than irrelevant sponsors to elicit stronger recall, brand evaluations and purchase intentions. Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the result suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. These online sponsorship studies from different theoretical perspective all suggest that it is essential for a company to select a fit event, cause or activity to sponsor because the perceived fit affects the outcome of online sponsorship.
	Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the results suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. Although conducted from different theoretical perspectives, these studies all imply that it is essential for a company to select a fit event, cause or activity to sponsor and the perceived fit affects the effects of online sponsorship.
	Edwards et al., (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
	Forced exposure ads are often perceived to be intrusive, resulting in negative response such as feelings of irritation and ad avoidance (Li, Edwards and Lee 2002, Edwards, Li and Lee 2002). Edwards et al (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
	Forced exposure ads such as interstitials, pop-ups and pop-under are on decline in recent years as increased resistance of users, decreased acceptance of major service providers and wider adoption of ad-blockers. However, these intrusive ads are expected to continue in use as more innovative ways are developed to deliver them (Olsen 2004).



Brand Awareness and Consumer Buying Behaviour 
	While studying the business world one can come to know that most of the business’s objective is to enhance their sales as well as their profits. For this purpose organizations try to encourage people towards its Products and services for purchase and customer lifetime value means steam of purchases over the life time period. 
	Brand awareness passes on that how to aware current and potential customers towards your product and service. Brand awareness is the probability that, consumers are familiar about the availability and accessibility of a company’s product and service. If an organization has a successful brand awareness it means that the products and services of the organization have a good repute in the market and simply acceptable (Gustafson & Chabot, 2007). The awareness of the brand plays a significant role while purchasing a product or service and may have control on perceived risk evaluation of consumers and their level of assurance about the buying decision due to awareness with the brand and its uniqueness. There must be a consideration of brand while making a decision to purchase a product or service, if there is nothing to be considered the probability is that there is nothing to be chosen (Baker W, J, & Nedungadi, 2005). Brand awareness creates a great association in memory about a particular brand (Stokes, 2004) Creating a strong brand image in the consumer’s mind depends on create an optimistic brand assessment, reachable brand approach, and a reliable brand representation (Farquhar, 2009). The importance of brand awareness in the mind of the customers can be evaluate at various stages e.g. recognition, recall, top of mind, brand dominance (they only call that particular brand), brand knowledge (what brand means to you) (Aaker, 2000). Brand awareness is very important because if there is no brand awareness no communication and no transaction will occur (Percy, 2001). Some of the consumers can make rule to purchase only those brand which are famous in the market.
2.4	GAP IN LITERATURE
Advertising and Trial Purchase 
	Oyebode and Olanrewaju (2014) state that consumers may decide to try the product and see if it can satisfy his or her need. This is trial purchase decision. In this situation small size or small quantity may be purchased for trial. If the product proves satisfactory it will now become favorite brand. Product trial is the stage where the consumer “kicks the tires”. Nothing helps a consumer make a decision about your product more than actually trying your product out. There are many ways this is accomplished. For example, your company can provide your consumer with a free trial or a proof of concept campaign. In this stage it is very important to set the customer expectations correctly and deliver on said expectations. 
Advertising and Brand Loyalty 
	Brand loyalty is very important for the organization to enhance their sales volume, to get premium price, to retain their customers rather than seek.
	There is a significant difference between replicate purchase and brand loyalty because replication purchase is buying of brand frequently and loyalty is the result going on by actions (Bloemer, 2006). Brand loyalty occur when client have significant relation towards the brand expressed by replicate purchase. Such loyalty will be beneficial for the firm because ultimately clients will be agreed to purchase at premium and may also be involved in introducing new client to the firm (Reichheld, 2010).The customers who are brand loyal do not evaluate the brand, they just make a purchase confidently on the basis of their experiences (Sidek, Yee, & yahyah, 2008).There are two types of loyal customers. The behavioral and the emotional, the behavioral customers will become loyal with brand but not emotional however the emotional customers will also be emotional with the particular brand in which they are interested (Jones et al., 2004). Some organizations make the customers loyal forcedly due to their monopoly even they do not want to become loyal and some organization make customer loyal by having low price and the other brand conscious organizations make a lot of effort for customer’s satisfaction and to establish brand and they do not have high loyalty (Grönhold et al., 2000). Purchase intention of the customers depends on the brand awareness and brand loyalty of a particular brand. 
	An intention to make a purchase of a specific product or service in upcoming. Purchase intention of the customers consists of problem identification, information search, evaluating the alternatives, make a purchase, post-purchase behavior (Engel, J. 2009).















CHAPTER THREE
RESEARCH METHODOLOGY
3.0	PREAMBLE
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
	Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
	The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
	Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s of Herbal Products  in Ilorin kwara State which set as total population for the study.
3.3	SAMPLE SIZE DETERMINATION 
	The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied (i.e 150 customers and 100 staff).
	Therefore, the size of the study is the staff and customers of Herbal Products market. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.4	SAMPLING TECHNIQUE
	The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
	The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	METHOD OF DATA COLLECTION 
	This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
	There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 


3.6	METHOD OF DATA ANALYSIS 
	All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑			(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 
3.7	VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT 
VALIDITY OF THE INSTRUMENT. 
	The researcher used a set of item questions to make up a questionnaire that was administered to the respondents. The questionnaire consists of open and close ended questions with multiple options.
	The questionnaire were submitted to the supervisor for validation and reliability.
RELIABILITY OF INSTRUMENT 
	The measuring instrument was constructed in a way that the questionnaire item were used to measure particular hypothesis and relevant variable that leads the respondent to answer the question. The result were analyzed using test and retest before arriving at the score and later presented to the supervisor who approved it as being reliable.
3.8 	ETHICAL CONSIDERATION 
	This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATIONS
4.0	PREAMBLE
	The presentation and analysis of data can be defined as the systematic and scientific organization structuring and processing of data collected in order to present what has found and carried out in the course of the research project, which form the basis for the conclusion, recommendation and the organization decision in the area of the subject matter of the project.
4.1	DATA PRESENTATION AND ANALYSIS 
Section A
Table 1. Sex distribution
	Option
	No of respondents
	percentages

	Male
	110
	55%

	Female
	90
	45%

	Total
	200
	100%


Source: Field Survey, 2024
	This table reveals that make are the most respondents in sex distribution table, 110 respondents which is 55% for male distribution while female respondents are 90 at the rate of 45% this shows that male are the major respondents.
Table 2: Age distribution
	Option
	No of respondents
	percentages

	20-30 years 
	20
	10%

	31 – 40 years
	60
	45%

	41 years above 
	120
	60%

	Total
	200
	100%


Source: Field Survey, 2024
	From this table above, reveal 20-30 years respondents which are 10% while 31 – 40 years respondent were at the rate of 30% and 41 years above respondents which is 60%, this shows that 41 years above respondents are the major respondents in age distribution analysis.
Table 3: Marital Status
	Option
	No of respondents
	Percentages

	Single
	50
	25%

	Married
	120
	60%

	Divorced
	30
	15%

	Total
	200
	100%


Source: Field Survey, 2024
This table reveals that 120 respondents are married at the rate 60% while 50 respondents are single which is 25% and while 30 respondents are divorced, this table interpret that married respondents is the highest frequency in marital status.
Table 4: education background
	Option
	No of respondents
	Percentages

	first school leaving cert
	30
	15%

	WAEC/GCE
	50
	25%

	OND/HND
	100
	50%

	BSC/BA
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2024
It is evident from the table majority of the respondents are OND/HND holders, 100 respondents are OND/HND which is 50%, first school leaving certificate holders with 30 represents 15% and WAEC/GCE respondents are 50 with the rate of 25% while BSC/BA holders respondents 20 at the rate of 10%, this shows that OND/HND holders are the most highest frequency in education background collected.
Table 5: advertising improving the marketing position of the company.
	Option
	No of respondents
	percentages

	Agree 
	110
	55%

	Disagree
	30
	15%

	Strong agree
	50
	25%

	Strong disagree
	-
	-

	Undecided
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2024
110 respondents are the highest respondents that agree at the rate of 55% that advertising improves the marketing position of a company while 50 respondents strong agree which is 25% and 30 respondents disagree that advertising improved the marketing position of the company and 10 respondents at the rate of 5% undecided. This table shows that advertising improves the marketing position of the company.
Table 6: advertising encourages usage and purchase of large size unit by users.
	 Option
	No of respondents
	percentages

	Agree 
	125
	62.5%

	Disagree
	10
	5%

	Strong agree
	45
	22.5%

	Strong disagree
	20
	10%

	Undecided
	-
	-

	Total
	200
	100%


Source: Field Survey, 2024
From the table, interview says that majority of them agreed that advertising encourage usage and purchase of large unit by users. 125 respondents agree at the rate of 62.5% while 45 respondents strongly agreed which is 22.5% and 10 respondents disagreed at the rate of 5% while 20 respondents strongly disagreed which is 10%. The table shows that advertising encourage and improve sales.
Table 7: advertising improves sales value.
	Option
	No of respondents
	percentages

	Agree 
	40
	20%

	Disagree
	25
	12.5%

	Strong agree
	125
	62.5%

	Strong disagree
	-
	-

	Undecided
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2024
This table reveals that advertising improves sales value because the highest respondents strongly agreed 125 respondents at the rate 62.5% while 40 respondents agreed which 20% and 25 respondents disagreed at the rate of 12.5% while 10 respondents at the rate of 5% undecided. This shows that advertising improves sales value.
Table 8: advertising improves standard of living of society
	Option
	No of respondents
	Percentages

	Agree 
	95
	47.5%

	Disagree
	15
	7.5%

	Strong agree
	70
	35%

	Strong disagree
	20
	10%

	Undecided
	-
	-

	Total
	200
	100%


Source: Field Survey, 2024
The above table investigation find out that majority of respondents agreed that advertising improves standard of living of the society. 95 respondents agreed which is 47.5% while 70 respondents strongly agreed at the rate 35% and 15 respondents disagreed the statement while 20 respondents strongly disagreed which is 10%.
Table 9: advertising grants survival for the company
	Option
	No of respondents
	percentages

	Agree 
	100
	5%

	Disagree
	25
	12.5%

	Strong agree
	55
	27.5%

	Strong disagree
	10
	5%

	Undecided
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2024
From the interpretation if this table, shows that majority of respondents support that advertising grant survival for the company, 100 respondents agreed which 50% and 27.5% while 25 respondents disagreed which is 12.5% and 10 respondents strongly disagreed and undecided which is 5% respectively.
Table 10: advertising is a motivation factors for product
	Option
	No of respondents
	Percentages

	Agree 
	110
	55%

	Disagree
	10
	5%

	Strong agree
	70
	35%

	Strong disagree
	-
	-

	Undecided
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2024
The table reveal that 110 respondents which is 55% agreed and 70 respondents strongly agreed at the rate of 35% that advertising is a motivating factor for product while 10 respondents disagreed and 10 respondents undecided which 5% respectively.
Table 11: advertising does not increase profitability in the Herbal Products Market in Ilorin 
	Option
	No of respondents
	percentages

	Agree 
	30
	15%

	Disagree
	120
	60%

	Strong agree
	10
	5%

	Strong disagree
	40
	20%

	Undecided
	-
	-

	Total
	200
	100%


Source: Field Survey, 2024
The table reveal that 120 respondents which is 60% disagreed that promotion does not increase profitability in the Herbal Products Market in Ilorin also 40 respondents which is 20% strongly disagreed and 30 respondents agreed which is 15% and 10 respondents strongly agreed that advertising does not increase profitability in Herbal Products Market in Ilorin .
4.2	DISCUSSION OF FINDING
	Advertising aspect of marketing involve to a very large extent, communication with the outside would also, with customers competitors, supplier government and the entire business environments. The above questionnaires, one can realize the fact that sales promotional mix in an array it tools available to the communicator who major role is persuasive communication.
	However, it was discovered that males is been influenced by sales pro0motion which in sex distribution have 110 respondents with the percentage of 55 percent than the female. It observed that from the age of 41 years above show that “advertising encourage usage and purchase of large size unit by users” because they have highest numbers of respondents.
Reveals that the majority of married status recognized advertising is a promotional tool. For an effective promotional tool for marketing of products in a competitive market at introductory stage in the communication market while single believe that advertising served as essential role for them which mean advertising is very important in company product.
Above shows the educational background of the respondents which OND/HND strongly known the value of advertising in the society while those with WAEC/GCE holders put less interest on sales promotion. 
4.3	TESTING OF HYPOTHESIS
Hypothesis
H0: advertising is not a motivating factor for an effective promotional tool for marketing of products in a competitive market .
H1: advertising is a motivating factor for an effective promotional tool for marketing of products in a competitive market .
Table 8 were tested.
	Variable
Male
Female

	Yes
110
70
180
	No
10
10
20
	Total
120
80
200


Chi – square = E (o - e) 2
			 e
Level of significant = 5%
			 = (1 – 0.05)
			 = 0.95
Degree of freedom =3
			(r - 1) (c - 1)
			1 x 3 = 3
Expected value
Expected	1.	110 x 200 = 122.2
			180
2. 70 x 200 = 77.7
	180
3. 10 x 200 = 100
	20
4. 80 x 200 = 100
	20
	O
	E
	o – e
	(o - e) 2
	o – e
e

	110
70
10
10
	122.22
77.7
100
100
	· 12.2
· 7.7
· 90
· 90
	148.8
69.3
8100
8100
	1.2
0.89
81
81


Calculated value = 164.1
Table value 	 = 7.815
Degree freedom = 3
Decision: We decide to reject null hypothesis (HO) and the alternative hypothesis will be accepted (HI) since the calculated value is greater than tabulated value
HYPOTHESIS 2:
HO: advertising does not increase profitability in the Herbal Products Market in Ilorin .
HI: advertising does increase profitability in Herbal Products Market in Ilorin (table II were tested).
	Variable
	Yes
	No
	Total

	Male
	125
	70
	165

	Female
	20
	15
	35

	Total
	145
	55
	20



Chi – square = E (o – e) 2 
Level of significant = 5%
				= (1 – 0.05)
				= 0.95
Degree of freedom = 3
			(r - 1) (c - 1)
			(2 – 1) (4 - 1)
			1 x 3 = 3
Expected value 
Expected		1.	25 x 200 = 127.4
				145
2. 20 x 200 = 27.6
	145
3. 40 x 200 = 145.4
	55
4. 15 x 200 = 54.5
	55
	O
	E
	o – e
	(o – e) 2
	(o - e) 2
 2

	145
20
40
15
	172.4
27.6
145.4
54.5
	- 47.4
- 7.6
- 105.4
- 39.5
	29721.8
57.7
11109.7
1560.25
	172.4
2.1
76.5
28.7


Calculated value = 279.7
Table		 = 7.815
Degree of freedom = 3
Decision: we decide to reject null hypothesis (HO) and the alternative hypothesis will be accepted (HI) since the calculated value is greater than tabulated value.









CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.0	INTRODUCTION
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
	The purpose of this study is to examine advertising and its impact on consumer buying behavior in Herbal Products Market in Ilorin Nigeria Ltd. Three hypotheses were put forward in the course of the research which was tested using regression analysis.
5.1	SUMMARY OF FINDINGS
This research work started with the chapter one with the introductory part discussing the background of the study. This was followed by a clear definition of the statement of research problem that the researcher has observed. Objectives were drawn out to address the overriding objective- to examine advertising and its impact on consumer buying behavior in Nigeria. The research objectives form the basis for the research questions and hypotheses. This was done through the operationalization of the two construct ( advertising and consumer buying behavior) 
Under advertising, variables were E-mail advertising, interstitial adverts and website sponsorship while for consumer buying behavior, the variables were brand awareness, trial purchase and brand loyalty.
The aforementioned variables were emphasized in the literature review section to provide a clearer understanding as regards the measurability and relations to their respective constructs. The works of scholars were reviewed to provide more depth to the understanding of the chosen topic. The literature review section examined conceptual frameworks of the constructs and their variables; theoretical framework and empirical framework as well as the gap in literature. 
5.2 CONCLUSION
This study has examined the advertising and its impact on consumer buying behavior in Herbal Products Market in Ilorin Nigeria Ltd. The results of this study revealed that there is strong relationship between Website Sponsorship in building brand loyalty. On the basis of the findings of this study, it can be concluded that advertising has both positive and negative effect on consumer buying behavior. The study found that advertising allows consumers to have sense of belonging where E-mail advertising creates the awareness of the firms’ brand to the consumers. It is concluded that E-mail advertising and interstitial adverts are the best form of advertisement for on-line companies to be adopted in order for them to wax stronger in a global institution competitive environment.
5.3 	RECOMMENDATIONS
This study shows that E-mail advertising create brand awareness related to Herbal Products Market in Ilorin Nigeria Ltd. In this study it has been examined how a firm grows towards success and how it improve it operations. This study also explains the different forms of advertising and their impacts on Herbal Products Market in Ilorin Nigeria Ltd. These ideas can be used for the future research especially for the on-line organizations based upon Kwara state, Nigeria. The study can also help in improving the performance of firms and increase customers patronage to accomplish satisfaction.
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