A CRITICAL EVALUATION OF THE CREDIBILITY OF TELEVISION ADVERTISING CLAIMS AMONG CONSUMERS
ABSTRACT

The study assessed Consumers Believability of Television Advertisement Claims: A Study of Dettol Commercial among Redeemer’s University, Ede, Osun State. Television commercials are indeed an important tool for organizations to communicate, introduce and promote products such as Dettol. The study was anchored on the Cultivation Theory while a survey research method was employed with 120 copies of questionnaire were administered to the respondents within Teaching and non-teaching staff of the Redeemers University Ede who were drawn using the purposive sampling technique. A total of 100 copies of the administered questionnaire were retrieved. Findings show that all respondents (100%) have one time or the other exposed to Dettol Advert either in mass media or social media among others with substantial numbers of them agreed that they understand Dettol advertisements. Also, the majority of the respondents (66.7%) still believe and trust Dettol Brand because of the health specialists used to convey the messages whereas 15.6% of the respondents like it because of the celebrity used. Thus, many of the respondents submitted that they get maximum satisfaction after product trial and as a result, they stick to the brand due to the fact that they have been exposed to Dettol commercials several times. It is recommended that the body saddled with the responsibility of regulating what goes on air in the Nigeria mass media should police media and advertisers that promote whistle words and other tactics to a decisive audience. 
CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF STUDY
Advertisements have long been recognized as a powerful tool for tempting and persuading customers to buy a variety of goods and services. There has been an upsurge in brand loyalty among customers of particular items since the introduction of advertisements. These advertisements would either favourably or negatively affect their audience's purchase of these goods and services, depending on the promises stated in the advertisement. However, it is not surprising that there will always be skepticism regarding the veracity of advertisements' promises about the items and services they promote (Mark, 2009). This means that an advertisement claim is either true or untrue.

Advertising is a type of communication that is intended to convince a target audience (viewers, readers, and listeners) to perform certain actions in response to products, ideas, or services. The most typical goal is to influence consumer behavior in response to a commercial offering. Advertising influences audiences across all mediums, but television is one of the most powerful, and because of its vast reach, it may affect not just an individual's attitude, behavior, lifestyle, and exposure, but also the country's culture (Latif and Abideen, 2011).

According to Ayanwale, Alimi, and Ayanbimpe (2005), the effectiveness of advertising as a promotional technique is determined by its capacity to persuade customers not only to buy, but also to buy again and establish brand loyalty. When an advertiser wants to illustrate a product or service, television advertising is perfect since it allows the marketer to mix the interaction of sight, sound, and motion. These effects may be utilized to grab audience members' attention and subsequently strengthen their retention rates by repeating the message in both audio and visual formats (Small, 2010).

According to McConnell and Brue (2002), customers want knowledge regarding product attributes and costs in order to make sensible judgments. Television commercials are a low-cost method of disseminating such information. Television ads, according to Baran (2004), are distinct from advertisements in other media because customers can see and hear items in action. As a result, television advertising's unique selling proposition (USP) is the capacity to display the product in order to conduct further tests.

While television commercials are thought to be the most enticing since they are audio-visual, they are also the most deceiving. In reality, one of the primary goals of television advertising is to bring products to the notice of customers. Advertisers, on the other hand, utilize a variety of claims in their TV commercials that are either accurate or deceptive in order to achieve this. Scholars and consumer advocacy groups have debated and expressed concern about deceptive and truthful advertising (Duke, 2017). There have been suggestions that businesses should provide customers with enough information to assist them in making judgments about what they genuinely desire. The Nigerian government has also established the Advertising Practitioners Council of Nigeria (APCON) and the Nigeria Broadcasting Commission to combat what it considers misleading advertising (NBC).

Articles 2 and 3 of the APCON Code, Act No 55 of 1988, specify that "Advertisements should not employ visual images, phrases, or noises that outrage public decency." "There should be no indecent or insulting advertising."

"All commercials must be worded in such a way that they do not abuse customers' trust or exploit their lack of experience or expertise." Relevant elements that are likely to influence customers' decisions must be provided in a form and at a time that allows consumers to consider them."

All broadcast commercials must be lawful, decent, honest, and true, according to Section 7.0.1 of the NBC Code.
1.2 Dettol Antiseptic

Reckitt Benckiser (Nigeria) Ltd, based at 12 Montgomery Road, Yaba, Lagos, produces Dettol, a prominent anti-germ health and hygiene brand. The Nigeria Medical Association has backed it. Since its inception to the Nigerian market 50 years ago, the Dettol brand has experienced enormous development. In the previous five years, the brand has grown its market share by 216 percent, and it currently has 63 million homes in Nigeria (Ahmed, 2014), which means Dettol is used by one out of every three families in the country. Wipes, trigger sprays, surface cleaners, pourable liquids, laundry sanitizing, disinfection sprays, and bar soaps are all available under the brand.

Over the years, testimonials from celebrities, pleased consumers, specialists, and professional organizations have been used in the promotion of the brand. Patience Ozokwor, a Nollywood actress, is now the brand ambassador in Nigeria. The promotional effort focuses on informing customers about the need of germ prevention while also providing options for dealing with germs wherever and whenever they appear. The commercials have emphasized a mother's responsibility in safeguarding her family from germs.
1.3 Statement Of The Problem

There is no thorough understanding of whether or if Dettol's advertising are serious about the product when they make fresh television commercials for it. There is also no evidence that consumers of this brand feel their advertisements are genuine or deceptive in connection to the product (Duke, 2017).

As a result, this study will determine if Dettol consumers accept the promises made by the brand's advertising and whether the brand's advertisers are actually being honest with its customers through its television advertisements.

1.3 Objective of the study

The main objective of this research is to check whether or not the consumers of Dettol believe the claims made by the brand’s advertisers and ascertain whether the advertisers of this brand are truly being honest to its consumers through its TV commercials or not.

1.4 Research Questions

This study will address the following research questions:

1: Do consumers believe claims without trying?

2: What factors lead to such belief without product trial?

3: Do consumers try the product?

4: Does trial lead to further brand interaction?

5: Does brand interaction change such believes?

1.5 Scope Of The Study

Dettol is a universal brand used by every age group. Therefore, the researcher wants to examine whether or not consumers of the product believe the claims made by the brand in their television commercials, using a cross-section of the academic and non-academic staff in Redeemer’s University, Ede, Osun State as a representative sample.

1.6 Significance Of The Study

Dettol as a brand is very popular globally. Because of its popularity and acceptance, consumers are easily deceived by the claims made by its advertisers. Therefore, the overall motivation for conducting this study is to contribute to research on consumer believability of advertisers’ claims about Dettol as a brand.

1.7 Operational Definition Of Terms

Television Commercials: A structured and composed message on products paid for on

Television with the aim of marketing, Dettol .

Consumers: people who buy and use Dettol antiseptic.

Claims: statements about a product by its advertisers in its television commercials.

Believability: the acceptance of a claim as being true or false.

CHAPTER TWO

LITERATURE REVIEW
This chapter discusses the related literature involving with language of advertising claim on dettol product advertisements.

2.1 The process of communication

The communication process is steps from the senders through the receiver. The concept starts from sender‘s message to the receiver‘s feedback. The process consists of 8 following steps; 1 Developing idea by the sender, 2. Encoding, 3.Developing message, 4.Selecting the medium, 5.Transmission of message, 6.Receiving the message by receiver, 7. Decoding, 8. Feedback (Businesscom, 2015). With the similar principle with the communication process, in the marketing communication that is used in public relation or advertisement start at sender; the company where produces the product or service, encoding: communicate the understandable message to the consumer, transfer mechanism: the medium that is used to transfer the message, decoding: the consumer interprets the message, response: Consumer react to the message and feedback: The advertisement can be measured of its successfulness (Elearnportal, n.d.).

Another effective marketing communication model is called AIDA. The AIDA model shows the classified stages that a consumer goes through during the buying process. The consumer needs to go to each stage before making the final decision of purchasing the product or service. AIDA stands for Awareness, Interest, Desire, and Action. Awareness: Creating brand awareness with the product of service. Interest: Creating interest in the benefits of the product or service and encourage the consumers to search for more information. Desire: Connecting the product or service through emotional wire of the consumer by showing the brand personality and persuade the consumer from ‗like‘ to ‗want‘ (Hanlon, 2013).

Rossiter and Percy (1985) stated that the advertising communication should have processing objective for strategies and tactical elements which lead to the successful outcome. There  are  four  level  in  ―top  down‖  planning  perspective;  Buyer:  target  audience  action objectives, brand: communication objectives, advertising: processing objectives and media: exposure plan. According to the model, this study focuses more on the advertising process to make an effective advertisement.

2.2 Advertising

Many researchers have defined the meaning and the role of advertising. White (2000) defined advertising as one of the marketing activities which support the brand. Moriarty, Mitchell and Wells (2015) defined advertising as a form of persuasive communication for mass media to reach the target audiences in order to give information about the certain product and product features to answer the customer‘s need. However, Hackley (2012) suggested that advertising is only a part of marketing mix in forms of promotion and communication with the potential consumers. Advertising is a marketing method used to increase the sale revenue of the products, to improve trustworthy image of the firm and to change people‘s behavior for encouraging in switching brand from the rival brand. This method is also used in non-profit campaign such as anti-smoking and anti-drunk drive (Brierley, 2002). Advertising is not either science or art with no general standard, principles, rules, precedent, or machinery proof. It‘s a subject with no beginning or end and it has always been full of controversy since the ancient time (Alexander, 1927, as cited in Brierley, 2002) and ―Successful advertising appeals both to the head and to the heart, to reason and emotions‖ (Beatson, 1986, as cited in Brierley, 2002) In conclusion, the advertising is a part of marketing process which has been create for century. It‘s used to inform and persuade the target audience about the products or services to make the products or services more superior that the rivals.

There are two main type of advertising: commercial and non-commercial advertising. Non-commercial advertising is used to persuade people for donations, or to seek for attention to social causes. For example; the non-commercial advertising such as anti-drug campaign would focus on persuading people to change social attitude toward the illegal drug usage. Commercial advertising is simply trying to persuade people to pay for the products. For example; a shampoo commercial advertising would temp to change people‘s buying habits to buy the certain brand of product (Doves, 2011).

For commercial advertising, there are three main advertising objectives: inform, persuade and remind. An informative advertisement is used to introduce the product or service to the market in order to create the awareness to the consumers. The informative advertisement normally emphasize on explaining solution features or benefits toward the consumers. Persuading is the main objective of the advertisement. If the consumers have the basic ideas about the products or service, the advertisement will emphasize on product quality, unique features, low cost or other competitive advantage to gain the consumers‘ trust. Reminder advertisement is created to reinforce the brand message to the market in order to maintain the awareness in the consumers‘ mind and protect the rival to steal the consumers (Kokemuller, 2017).

Advertising has many important roles in marketing including selling products and impressing the consumers with the brand to increase their possibility of buying products. It is a large group of potential consumers (White, 2000). The basic functions of advertising are identification, information and persuasion. Identification is a function to categorize the consumer about the products and where the products are sold; information is a function to provide the information about the product and persuasion is a function to convince the consumers into buying the products. These lead to the increasing of sale or purchase intention of the consumers (Moriarty, Mitchell & Wells, 2015). The purposes of advertising are to inform, persuade, remind, influence and even change opinion and behavior of the consumers. Advertising is also seen as a form of marketing that force consumer to buy products that they do not want. Basically, advertising works to raise the awareness of the product, inform the consumers about the products, persuade consumers to buy them and create emotional connection with the consumers which will lead them to purchase the product in near or far future (White, 2000). In 1920, the psychology of advertising theories of human behavior and motivation lead to the persuasiveness were formulated. The persuasion principles were classified into two main techniques: ‗reason-why‘ and ‗atmosphere‘ advertising techniques. ‗Reason why‘ was signified the reason for purchase of consumers: for example, to help save time, to be trendy and to be accepted or belong in the society. The claims given have to be logical and consumer shall make the decision based on the reasons. Once risen more competitors, new techniques is required to compete in the market. The term of ‗Atmosphere‘ advertising begins. The

‗Atmosphere‘ technique appeals to the emotional part of human: for example, a sexual desire. To gain competitive advantage, the irrational yet emotional sensitive is used (Brierley, 2002).

In advertising product or service, advertisements are created. Advertisements are a picture, short film and song that are intended to persuade consumer to purchase the products or service. It could be a piece of text which is usually found in magazines, newspapers, billboards and the internet with persuading purpose (Cambridge Dictionary). The role of advertisements is to persuade the public to change their behavior, inform, or sell products (Wettropics, n.d.).

2.2.1 Elements of the advertisements

Brooking (2016) explained that advertisements appear in many places including magazines, internet, newspapers, and websites. White (2000) classified the element of advertisements into 6 parts: headline, picture, body copy, sub headline, brand logo, slogan and illustration. The layout is made to rapidly grab attention of the consumers because our eyes tend to scan through the advertisements only 0.3 seconds before flipping over the page. The idea has to be immediately injected into consumers‘ brain before the advertisements are left unattended.

1. Headline

Headline is the main part that gives the core aspect of the advertisements. It can be on the top part or middle part where attracting attention is its immediate action. The headline contains only a few words with promising content concerning the problem and interest of the target audience (Brooking, 2016). The objectives of the headline are to attract immediate attention from the readers, to select the right aspect of the readers, to guide the readers to the text and to complete the creative balance

(Grow & Altstiel, 2013). In terms of the writing style of the headline, Grow and Altstiel (2013) identifies 8 styles of headline: be specific, rhyme rhythm and alliteration, judicious use of puns and words play, parallel constructed, try it with twist, be relevant, involve the product and understatement or overstatement. It involves many types of language play or rhetorical style for encorage the memory of the readers.

Example: IT‖LL BLOW YOUR MIND AWAY. (Burger King Advertisement)

2. Subhead

Subhead or sub-headline is commonly placed under or near the headline in form of smaller text. The content is in long sentences and holds more insight of the product detail and the beneficial claim of the products (Brooking, 2016). Subhead is normally under the headline or follows the headline. The functions of the subhead are to clarify the headline, to highlight the main idea stated in the headline, to break up the block and to lead reader into body copy. Not all advertisements have subhead. The subhead sometimes is seen as to fulfill the weak headline (Grow & Altstiel, 2013).

Example: BK SUPER SEVEN INCHER. (Burger King Advertisement)

3. Body Copy

Body copy or sell copy is a message telling the readers about the products and offers. It should be in brief and simple (Dahl, 2007). The purpose of the body copy is to persuade the reader the readers with the advertising products, it‘s sometimes written in bullet points or in individual phrases. The most important thing is the message needs to be in correct grammar. The key concerning elements of the body copy toward the consumers are to give more information about the products for purchase consideration, to make a claim to differentiate the products from the rivals or make it seems more superior, explain the key benefits to persuade the readers, and to simplify the complicated issues or controversial subjects to be more convincing (Grew & Altstiel, 2013).

The structure of story in the body copy traditionally consists of three sections: beginning, middle and end. Each section plays different roles for the beginning is to create the theme and play off the headline, the middle is to give reason for choosing the products or service and the end it to give the summary and signal to call for action. A good story offers fulfillment in consumers‘ wishes, social

acceptance, safety, ego, pleasure, belonging or any effect causing the opposite result of the mentioned issues. The body copy often comes in bullet points. This method is effective for those who don‘t have time to read the copy. The bullet points of the benefits of the product are well organized and listed. They show the prominent features. The most important one is priory listed. It‘s effectively done by sentences with the bullet points to highlight the key point. One line is a technique used when there‘s no information needed to convey if the headline and the image work well together. Furthermore, the body copy does not have to be in block or neat design. It can be designed in graphic which well explained the point (Grew & Altstiel, 2013).

Example: Fill your desire for something long juice and flame grilled with the new BK SUPER SEVEN INCHER. Yearn for more after you taste the mind blowing burger that comes with a single beef patty, topped with American cheese, crispy onions and the A.1 hearty steak sauce. (Burger King Advertisement)

4. Brand Logo or signature
It is a symbol for identifying the business. It‘s a visual image that is well designed to get the immediate attention and recognition from the consumers. Every advertisement must have the loco as a visual brand name. Thus, in most national ads, the loco, the name of the firm and slogan are included in the advertisements for more effective brand recognition. Many advertisers also include Web site address in the signature to present the distribution channel (Mcgraw-Hill, 2002).

5. Slogan

It is a catchy phrase that is used to identify the product of the firm. The phrase should be strong and be able to attract the consumers‘ attention and stimulate interest toward the product or the firm. The slogan is also used to identify the firm‘s image and its distinction. The advertisers use many rhetorical language techniques to create the catchy slogan including alliteration, paradox, rhyme, pun, and play on words (Mcgraw-Hill, 2002).

Example: It just tastes better. (Burger King Advertisement)

6. Illustration

It is an image, photograph or graphic features used in advertisements. Its function is to attract attention and encourage the actions of the consumers. Moreover, the illustration should also engage with the headline and body copy and be able to motivate the consumers to read the copy (Mcgraw-Hill, 2002).

The headline and body copy are focused because headline and body copy are the main part of the advertisements that contain advertising claims to convince the consumers into changing behaviors or buying products. They are also the prominent part where consumers pay attention to when seeing the advertisements. In the advertising language, rhetorical language is also related in creating the headline and body copy.

2.2.2 Rhetoric of advertising

Rhetoric is from a Latin word rhetorica or rhetorice which is originally from Greek word rhetorike meaning the art of rhetoric (Chetia, 2015). Aristotle (135 BCE) has defined definitions of rhetoric as ―the faculty of observing in any given cases all of the available means of persuasion.‖ Cicero also defined rhetoric as ―speech designed to persuade‖ Brierly (2002) defined that rhetoric is the language technique using in a speech to persuade and to aid the memory. There are many theories and techniques, yet the most frequent use and the oldest of technique is repetition, simile, juxtaposition, parallelism, paradox, omission and ambiguity, respectively. Rhetoric is persuasive discourse which plays an important role in the advertising industry and also the key success in the advertisements in term of expanding the awareness of the consumer toward the brands as well as selling the products (Chetia, 2015). Wheeler (2015) defined that rhetoric is an ancient art of argument and discourse. He said that it is used in writing and speaking to convince others about ones‘ own ideas. Rhetoric, in terms of advertising, means the language is used, regardless of grammar rules, in purpose of grabbing attention. It contains informal grammar rule, misspelling words, mispronouncing words or new in planed words. These features make the brand or product  stand  out  in  the  market.  For  example,  ―Medicines  are  not  just  for  cold symptoms, but for chesty cough, tickly throat, runny nose‖. The –y suffix not only make the words catchy but also convey extra meaning such as the word chocolate changing to chocolaty. The meaning of the creaminess, sweetness and brownness are also conveyed (Brierley, 2002). In conclusion, rhetoric is a discourse of language that is designed in purpose of persuasion in form of speech or advertisements.

Rhetoric involves many dimensions of discourse interrelating with other levels: pragmatic, stylistic, syntactic, semantic, and graphic (Van Dijk, 1995, as cited

in Segovie, 2007). The use of wordplay in advertising has been done for many years and its characteristic and impact have been discussed from time to time (Kirchner 1970; Quirk 1951; Radfern 1982; Sheldon 1956, as cited in McQuarrie and Mick, 1992). However, some researchers disagreed with the wordplay. They said that wordplay gives too indirect approach in terms of unfavorable persuasion. It has also been controversy debated about the superiority of hard-sell and soft-sell advertising techniques (Fox, 1997). Cook (1989) also created discourse analysis of advertising referring to the two approaches in language: contextual approach and formal approach in creating persuasiveness in the advertisements. Kannan and Tyagi, (2013) explained that to be successful in communication, the right language is needed. Successful advertisers specifically selected the right words to the right audients in order to attract them. Similarly, advertising industries carefully select the right vocabularies to be in the advertisements, which lead to success.

Many rhetoric language devices were created and adapted in the field of persuasion and impression in advertisements. Three main theories of rhetorical persuasive device: Logos, Ethos, and Pathos established by the ancient Greece‘s philosopher, Aristotle, has been adapted and used as an art of persuasion not only in political speech but also on advertising guideline (Kuglich, 2014).

1. Logos is the art of rhetoric to convince the audience by using logic and reason. It is a persuasion technique involving logical reason along with the use of proof and number to strengthen the claim. (European Rhetoric, n.d.)

Example: “More vitamin C than 10 oranges. No peeling required. With 1,000 mg of vitamin C plus other antioxidants‘ and electrolytes, Emergen-C is making healthy contagious.‖ The advertisement leads to the logical reasons of the result in drinking orange juice with numbers and scientific substance.

2. Ethos is the use of credibility, characteristic or image to create persuasive message. It is a mode of persuasion dealing with the appeal credibility of the speaker. Celebrities often lend their credibility to the products. The significant factor for Ethos includes the use of specific vocabularies, slangs, appearance, and social popularity of the speakers or presenters. (European Rhetoric, n.d.)

Example:  ―Reboundability  built  with  chocolate  milk  (Kevin  Love)‖.  The advertisement belongs in ethos because it advertises chocolate milk focusing on giving

protein and refuel energy that is claimed to be used by a basketball player. It leads the credibility or professional image of the basketball player.

3. Pathos as the art of persuasion involved with human‘s emotion or emotional reaction. It is a mode of persuasion, which emotionally influence the audience. The goal is to put the audience to the right emotion stage where the audience can be vulnerable to be persuaded. Pathos originally aims to impair the judge ability of the audience by creating the emotion engaged by using rhetorical language or visual image. (European Rhetoric, n.d.)

Example: ―When you start with fresh cheese & aged parmesan on top on hand layered pasta, you get the best lasagna.‖ The advertisement involves emotional chord for consumers to emotionally feel along with, in this advertisement, weasel word and delicious image lasagna.

Another framework related to the persuasive device is the buy button in the brain which is a part of neuromarketing context. Morin (2011) clarified that brain is a human organ that has the largest impact on decisions making. There are three types of brain: the new brain (rational), the middle brain (emotional), and the reptilian brain (instinctual). Neuron-science research often focuses on the reptilian brain which hold the largest capacity and can also related with the role of language in the advertisements. For the advertising techniques to captivate the reptilian brain is to hit the incentive points that appeal to self-center, contrast, tangible, focus on the beginning and ending, visual, and emotion. These techniques involve both verbal and visual part of the advertisements (Haskell, 2015).

1. Self-center is a human instinct of survival and human only interest. Therefore, ‗You‘ is the most appealing word using in the advertisements to capture consumers‘ attention and interest. The advertisers can also create the advertisements that involve the consumers to be a part of the advertisements to make them feel supportive and important (Haskell, 2015). Carnegie (1981) said that to always make people important as the desire to be important is the deepest root of human nature.

Example:  ―Crafted  by us.  Personalized  by  you.‖  The  advertisement  uses  the word ―you‖ to get the consumer attention and involvement to stimulate the self-center instinct of human.

2. Contrast is the technique to give consumers a visual contrast to show to the consumers that why this product is better than  other rival brands in the market.

Contrast creates the obvious message without giving much thought. It generally use the words such as ―We are the only‖ and ―We are the best‖ in the content to make the product stand out from the rival. (Haskell, 2015).

Example:   ―California   walnuts   for   the   best   simple   veggies   ever.‖   The advertisement uses the statement to imply the superiority over the competitor.

3. Tangible is a technique where only a simple sentence is needed and the visual to make the consumers feel that the claim is real and concrete. Testimonials are the best proof of the claims that convince the reptilian brain in terms of believability and trust in the claims (Haskell, 2015).

Example:  ―Reach  your  weight  loss  goals  fast!  I‘ve  reached  my  goal.  –Kim Kardachian.‖ The advertisement uses a famous celebrity, Kim Kardachian, as a testimonial for more credibility in the products.

4. Focus on the beginning and ending is usually adapted in a TV commercial to convey the important information of the products in the beginning and the end. This method is to tell the reptilian brain that the specific product is special and repeat it for remembering or emphasizing the point in the consumers‘ brain (Haskell, 2015).

5. Visual Metaphor is needed to provide a simple visual image of what is offering and convince the consumer why they need the products (Haskell, 2015).

Example: ―Get immune Support.‖ The advertisement shows the missing part of the body which can be fulfilled by Airborne Vitamin.

6. Emotion is the technique to strike the subconscious part as emotional chord does not involve with the cognitive part of the brain. Therefore, the consumers will unconsciously want the certain product without recognizing the complete reason why. The trigger of the negative emotions is more effective than the trigger of positive emotion (Haskell, 2015).

Example: ―I forget to take my vitamin this morning.‖ The advertisement plays with the emotional chord, which creates the feeling fear to forget something important to health as vitamin.

Another language device that makes the advertisements more convincing is advertising claim.

Advertising claims

An advertising claim is a part of rhetorical language where words and linguistic structures play the main role in attracting and persuading the listeners or viewers. Schrank (1976) stated that a claim is the verbal part of advertisements to claim the product superiority over other brands. Most of the claims tent to be carefully selected words and linguistic structures that could mislead the consumers to feel that the statements are true and impressive. Some native might believe that a bunch of lies in the advertisements could influence only the less sophisticated. Their purchases are purely based on their desire with minor support by advertising. However, Schrank (1976) argued that a person unaware of advertising‘s claim on him or her is precisely the one most defenseless against the ad writer‘s attack because advertising works below the level of conscious awareness.

In persuasive language, adjectives are often used to convey mood and emotion for creating the products and brand value. The most frequent words found in advertisements are descriptive words such as free, new, better, best, full, fresh, fine, big, real, safe, full, and rich. The descriptive language is used rather than the flowery language for building the mood and tone to create positive images (Brierley, 2002). For example: ―Bursting with real fruit, real nut, and real moxie‖

Schrank (1976) stated that most products nowadays are parity products, the nearly identical products including soap, bee, coffee, cereal, soft drink, and milk, available in the market. Since most brands provide products with no great deal of distinctive features, the language manipulation for the sense of superiority need to be created to attract consumers. Therefore, the word ‗best‘ and ‗better‘ are commonly used to show consumers the illusion of superiority. According to the legal issue, the company can use the word ‗best‘ in advertisement, which only literally mean the product is as good as another product in the same category because if every brand provides the same quality of product, they are considered the best. However, the word

better‘ is only allowed to use to compare the product with other products in the different categories. Mallery (2006) clarified that in the advertising industry, a company can compare that their laundry detergent is better than toothpaste, but cannot claim that their product is better than other company‘s laundry detergent. Once the

claim is limited by legal issue, the linguistic feature becomes the main topic to mislead the consumers to unconsciously accept the claim.

Schrank’s language of advertising claim

Superiority claims are popularly used in advertisements in aiming to persuade and attract the viewers‘ attention. Schrank (1976) suggested a framework of advertising claim. There are ten types of superiority claim techniques that make the advertising text more trustworthy and truthful: weasel words claim, unfinished claim, uniqueness claim, water is wet claim, vague claim, so what claim, compliment the consumer claim, scientific or statistical claim, endorsement or testimonial claim, and rhetorical question claim. These claims are focused on making the lexical and linguistic feather to make the advertising text vague yet convincible. With the vague words, the meaning lies between the truth and falsehood of the products, yet it isn‘t against the law. The definition and example of the claims are as follows:

1. The weasel claim

The Weasel word is a claim originated from the weasel‘s egg eating behavior where it sucks only the inside and leaves the hollow shell of an egg unnoticeable (Schrank, 1976). Therefore, the weasel words are claims which seem good at the first glance but actually meaningless. They usually use a verb or adverb that makes the real meaning of the text weaker, unclear or meaningless.

Examples:

1. Helps control dandruff symptoms with regular use‘.

The weasel words include ‗helps‘, ‗control‘ and ‗regular use‘. The claim doesn‘t state to stop dandruff but only helps and if regularly use. It also doesn‘t state how often is regular for the product to effectively work. It could be daily, twice a week, or once a week. It can conclude that the claim is unclear.

2. Listerine fights bad breath

In this mouth washer advertising headline, the word ‗fight‘ is used to weaken the whole meaning of the statement. It makes the advertising text literally mean that the product only fights bad breath not ‗stops‘ it which doesn‘t entirely serve the purpose of the product benefits.

3. Leaves dishes virtually spotless

This is an advertisement headline of a dish detergent, which the consumer interpret that the detergent makes the dishes spotless. However, the word ‗virtually‘ weakens the true meaning of the statement. In other words, the detergent doesn‘t completely leave the dish spotless, but a few spots on the dishes

4.―Hot Nestles‘ Cocoa is the very best

The word ‗best‘ and ‗better‘ are also counted as weasel words. In this sense, the words ‗best‘ means that the product is as good as other competitive brands. It only sounds superior, but doesn‘t convey in the real meaning.

2. The unfinished claim

The unfinished claim is a superior claim for advertisements which the advertisers do not finish the comparison of the ideas or what they have to offer. They claim that their products are better or have something more, but not finishing the comparison. However, the advertisers try to persuade the consumers to jump to their own conclusion without finishing the statement.

The unfinished claim usually revolves around the word ‗more‘ or other comparison word but doesn‘t finish the comparison. Therefore, the consumers have to assume that what the product is better than or what more the products provide.

Examples:

1. Magnovox gives you more.

The statement showed the comparison to nothing and leave the consumers conclude the statement themselves. A careful consumers would notice that the advertisement claim doesn‘t state that what more does Magnovox give you.

2. Ford LTD—700% quieter

As the comparison is left unfinished, and the consumer concludes, based on their experiences. The consumers might think that it‘s 700% quieter than other brands or the last year model of Ford. However, the truth is when the Federal Trade Commission challenged the claim; Ford explained that the exterior and inside noise as the inside of the car was 700% quieter than the outside.

3. You can be sure if it‘s Westinghouse

The claim stated only that the consumers can be sure about the brand, but it doesn‘t state any further detail about what the consumers can be sure about. It leads the consumers to positively assume the rest. Therefore, the company has no responsibility toward falsehood of the unstated assumption.

4.―Scott makes it better for you

The claim tries to make the consumers assume that the product is better, but it doesn‘t state that what in the product is made to be better. So, it fell into the unfinished claim category.

3. The “we’re different and unique” claim

The ―We‘re Different and Unique claim is a technique which the advertisers try to convince the consumers that the product is unique or unlike other products of any brands. It‘s supposed to be interpreted to superiority. For example, Schlitz could put pink food coloring to the beer and claim that ‗there‘s nothing like new pink Schilitz‘. As you can see that the pink color indicates to no superior of the beer or the taste of the beer at all.

The words often seen in this claim are ‗unique‘, ‗ unlike others‘ and some make up words that the certain brand own, which make the products, material, or ingredients seem distinctive unlike other brand in the market.

Examples:

1. If it doesn‘t say Goodyear, it cannot be polyglas

It is a unique claim which the company used the intellectual property to claim for the superiority of the product where there might be no different in term of quality as other company could create the same composition component but cannot use the same name. Therefore, the claim can be created to prominent the identical point of the product, yet it doesn‘t guarantee the superiority of the uniqueness.

2. Cougar is like nobody’s car

With the words ‗like nobody‘s car‘, the claim immediately falls into to the uniqueness claim technique as it claims that the car is not like any cars of other brands.

3. Only Doral has this unique filter system

The word ‗unique‘ shows the sense of uniqueness of the product component as in this case, filter system. However, the claim doesn‘t state how good or superior the uniqueness performs.

4. Only Zenith had chromacolor

Similarly to the ‗polyglas‘ in the Goodyear tire advertisement, chromacolor is also an intellectual property of the company, which cannot be used by other companies. It conveys the uniqueness in the name but not in quality.

4. The “water is wet” claim

The water is wet is  a  technique  to  claim  about  detail  or  quality  of  the product that is true for all products of any brands in the same product category. For the water is wet claim, the advertisers only state the fact about the product, not the advantages that the products have over the competitors‘ brands.

Examples:

1. Rheingold, the natural beer.

The truth is that all kinds of beer are made from grains and water which are undeniably natural. Therefore, the claim statement of natural beer is only the fact, not an advantage or the key to superiority.

2. SKIN smells differently on everyone

It claims that ‗SKIN‘, a perfume brand, smells differently on everyone. Naturally, every perfume gives distinctive odors depending on individual skin. Therefore, this claim is only a statement of fact and can be generalized to any perfume

3. Mobil: the detergent Gasoline

The word ‗detergent‘ makes the product seem to have more advantages over other brands, but the truth is that any gasoline naturally acts as a cleaning agent.

4. Great Lash greatly increases the diameter of every lash

The statement may sound impressive with the linguistic structure, but the claim offers consumers the quality that any mascara would do. There‘s no real advantage.

5. The “so what” claim

The so what claim   is   the   claim   that   the   advertisers   state   the   true information about the products without giving the real benefit of the products. It‘s similar to the water is wet claim, except that the so what claim doesn‘t share the components of other products in the product category but be implicated only to the advertised product. The consumers may say So what!‘ to the claims.

2.3 Believability measurement

Maloney (1963) stated that believability of the advertisements represents the effectiveness of the advertisements on the readers‘ mind. Advertisements itself does not have inherent property but it depends on the interaction between the advertisements and the consumers‘ attitude and memories accumulated from the past experiences. Griffin and Cass (2003) found that the advertising believability is an important component in consumer‘s intention to comply with the advertisements and behavior outcome. Beltramini (1982) and Beltramini and Evan (1985) suggested that advertising believability is a level of perceived believability in advertisements message claim where customers found to be truthful. Perceived claim believability hold strong influence on the effectiveness of the advertisements and the consumers‘ intention response in taking action or purchase the product. Believability level of the product claim depends on the brand credibility and attitude of consumers toward the

advertisements which should lead to the consumers‘ intention to purchase the products or service.

The original believability scale created by Beltramini. The believability scale of Beltramini is a semantic scale with 10 series of bipolar adjectives with opposite meaning separated. Each series has 7 scales for the audience to select the level of words that match their opinion toward the advertisement. According to the bipolar scale, the scale consisted of unbelievable and believable, untrustworthy and trustworthy, not convincing and convincing, not credible and credible, unreasonable and unreasonable, dishonest and honest, questionable and unquestionable, inconclusive and conclusive, not authentic and authentic, unlikely and likely. The adjectives were separated by the scale ranging from 1 to 7, which is for the audience to judge their feeling toward the advertisements from 1 to 7 respective. (See the scale in appendix 1)

The advertising content affect the believable attitude of the consumers. Consequently, the consumer will have more confident to make a purchase. However, the level of believability depends on the advertising informational content which would leave the consumers the different level of purchase intention as well (Planchon, James & Van Hoof, 2011).

2.4 Purchase intention measurement

Keller (2001) defied purchase intention as a stage that the consumers intend to buy a product or service because they think they need the product or have positive attitude toward the product. Purchase intention also means that the consumers are willing to buy the product or service after having evaluated the value of the product. To buy or to reject the product depends on the consumers‘ intention with numbers of external factor. Whitlark, Geurts and Swenson (1993) defined that purchase intention as a probability of purchasing which related to the intention percentage of consumers who actually buy the products.

Most of purchase intention measuring research use Juster 11-point probability scale to measure a predictive of future intention (Armstrong, 2001). Juster (1966)  stated  that  ―Since  verbal  intentions  are  just  disguised  probability statements, why not directly capture the probabilities themselves as expressed by the respondents.

The scale focuses on reporting what the consumers would like to do.‖ He assumed that if the response ranges high probability of purchase intention, the likelihood of actual action is high. Juster (1966) tasted the scale by measuring the consumers‘ intentions to purchase an automobile by using the likelihood of purchase scale (definite, probable, maybe, I don‘t know, and no) and purchase probability scale (No chance, Very alight possibility, Slight possibility, Some possibility, Fair possibility, Fairly good possibility, Good possibility probable, Very probably, Almost sure, and Certain, practically certain) taken many days apart. The result showed the correlation between both scales of response which defied to the accurateness of measurement.

In this study, the Juster 11-point probability scale was also adopted to measure the purchase intention of the audience. The scale consisted of 11 points scale showing the possibility to purchase the product ranging from 0 to 10 with verbal description for each level. According to the scale, there are 0 no chance, 1 Very alight possibility, 2 Slight possibility, 3 Some possibility, 4 Fair possibility, 5 Fairly good possibility, 7 Good possibility probable, 8 Very probably, 9 Almost sure, and 10 certain, practically certain for the audience to select the score that is best fit their intention or their will to buy the products. (See the scale in appendix 2)

2.5 Related studies

This section describes the related research of the present study on the advertising language and its effectiveness, which can be discussed in two issues: The studies on the language of advertising and the studies on the relationship between the advertising claim and its perceived believability level. The related studies are to review the perspective numerous researchers from Thailand and aboard including the result of the studies.

The studies focus on the claim techniques and figurative language techniques used in advertisements cover various researches including the analysis of superiority claim to attract consumers in printed advertisements. Most of the research is aimed at content analysis. The study analyzing the advertising claim techniques are Ariffin, Razali, Nikman, Baharum and Wahab (2013), Gutenberg and Quinn (2016), Suvaree (2006), Arroyo (2013), Lapsanska (2006). Ariffin, Razali, Nikman, Baharum and Wahab (2013) investigated the most commonly use claim in the language of advertising claim of Schrank (1976) framework and the result showed that the weasel claim was in the first rank of the most used claim in CAM (Complementary and Alternative Medicine) advertisements. As the result, the weasel claim was considered the most highly effective claim to use in CAM advertisements. However, Suvaree (2006) analyzed the advertising claim in airline advertisements in airline magazine showed that the scientific or statistical claim was used the most while the water is wet claim and so what claim were used the least because the claims with clear evidence were used more than those without. Ariffin, Razali, Nikman, Baharum and Wahab (2013) continued the sequent study to examine one of the superiority claims, ‗The Weasel Claim‘ to investigate about the type of weasel words used in CAM advertisements. The research divided weasel words into 4 types. The result showed that the weasel words type 1 (Words of action or doing) such as ‗help‘, ‗can‘, ‗fight‘, prevent‘, ‗control‘, and ‗work‘ was commonly used among CAM advertisements for a health claim. Arroyo (2013) presented that scientific language, one of the language of advertising claim techniques, was the prior choice for skin-care product advertisements which make the advertisements more persuasive. The strange language of specialist could take the consumer by surprise. Moreover, Lapsanska (2006) analyzed the linguistic devise used in printed advertisements and found that superlative adjectives, which are a part of weasel claim, are highly used for slogans in food products while numerals, scientific and statistic claim, are majorly used in automobile products. Gutenberg and Quinn (2016) focused on investigating how people interpret the claim that sound literally true, yet intent to deceive the consumer in  the  research  titled  ―A  Further  Empirical  Investigation  into  ―Up  to‖  advertising Claim: The ―as low as‖ claim.‖ As the result of the study, the research showed that there were substantial numbers of participants misunderstood or misled by the statement. In ―as low as price reduction‖ claim and ―up to cost saving‖  claim, most people tended to expect that the offers were applied to all consumers. Therefore, ―as low as‖ claim and ―up to‖ claim are equally deceptive.

In addition, many studies aimed at analyzing the advertising figurative language techniques are Chetia (2015), Cui and Zhao (2014), Lapsanska (2006), Suvaree (2006), and Thaithiang (2010). Lapsanska (2006) found that metaphor is the most popularly used among the jewelry products slogan while personification majorly used in automobiles and techniques slogan. Similarly, Chetia (2015) presented rhetorical devices, including simile, metaphor, personification, hypophora, epizeuxis, hyperbole, parallelism, and pun were mostly found in English language advertisements in India. In contrast, Thaithiang (2010) focused only on beauty product advertisements including facial, body, hair treatment, fragrance and cosmetics in Marie Claire Magazine by investigating both verbal language and Suvaree (2006) studies on the language use in airline magazine; both study showed that Alliteration was use the most frequent while simile was used the least. Cui and Zhao (2014) focused on the different figurative language used in translating advertisements. The result showed that the rhetorical device in advertisements are always replaced with a new one when translation from Chinese to English because of the different in need gratification and cultural nuance.

In another focus, the studies aim at the advertising claim and its perceived believability level in the view of the consumer or audience. Most of the research is aimed at quantitative analysis with statistical result. Many advertising language research focused on analyzing the effectiveness of technique in advertising language which could lead to high level of believability and purchase intention of the target audience. The study analyzing on effectiveness of advertisements are Arroyo (2013) Griffin and Cass (2003), Parker (2005), and Mohannad and Alkubise (2012). Arroyo (2013) showed the using of scientific language was found to be more believable in skin-care product advertisements because the consumers tended to consider that if the products resulting from mixing of the surprising scientific components with certain proportions, specific in the formula, would improve their skin condition. As the use of rhetorical play of word and sound to create persuasiveness were the classic techniques for credibility and persuasiveness of the advertisements in various ranges of products (Thaithiand, 2010), Parker (2005) focused on the relationship between brand equity message and consumer respond including the brand trust, perceived ad claim believability and attitude toward the ad. The result revealed that the perceived ad claim believability is correlated to attitude toward the advertisement‘s credibility. Griffin and Cass (2003) studying on social issue and believability revealed that the more the consumer involve with the social issue such as smoking cigarette, drinking alcohol and taking drug, the more believable the advertisements are. Moreover, the believability found to lead to positive intend and finally the intention to perform according to the persuasive message in the advertisements. Mohammad and Alkubise (2012) suggested that the significant key to effectiveness in online product advertisements in terms of purchase intention is the advertising language along with other factors including the advertising content, consumers‘ income, and internet skills. Similarly, Hemamalini and Shree (2014) agreed on the finding that the purchase intention of the advertisements positively correlated with the advertising message as well as the consumers‘ perception toward the products.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to Assess the Consumers Believability of Television Advertisement Claims. Selected Dettol Commercial among Redeemer’s University student, Ede, Osun State. form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of the student in Redeemer’s University Ede, the researcher conveniently selected 126 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. Chi- square statistic is used to test the hypothesis.
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.

4.1
DATA PRESENTATION

Table 4.1: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	100
	100%

	Muslim
	00
	00%

	Age
	
	

	18-25
	00
	00%

	26-35
	15
	15%

	36-40
	29
	29%

	41 +
	56
	56%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021

ANSWERING RESEARCH QUESTIONS

Question 1: Do consumers believe claims without trying ?

Table 4.2: Respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	30
	30

	No
	48
	48

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 30 respondents constituting 30% said yes. While 22 respondents constituting 22% were undecided. The remaining 48 respondents representing 48% of the respondents said No to the question.

Question 2: What factors lead to such belief without product trial?

Table 4.3: Respondent on question 2

	Options
	Frequency
	Percentage

	Customer loyalty
	60
	60

	Product trustworthiness
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said customer loyalty. 19 respondents constituting 19% said product trustworthiness. While the remain 21 respondents constituting 21% were undecided.

Question 3: Do consumers try the product?

Table 4.4: Respondent on question 3

	Options
	Frequency
	Percentage

	Yes
	56
	56

	No
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said yes. 21 respondents constituting 21% said no. While the remain 23 respondents constituting 23% were undecided.

Question 4: Does trial lead to further brand interaction?

Table 4.5: Respondent on question 4

	Options
	Frequency
	Percentage

	Highly
	61
	61

	Low
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said highly. 17 respondents constituting 17% said low. While the remain 22 respondents constituting 22% were undecided.

Question 5: Does brand interaction change such believes?

Table 4.6: Respondent on question 5

	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	20
	20

	Undecided
	20
	20

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 20 respondents constituting 20% said no. While the remain 20 respondents constituting 20% were undecided.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the Assessment of Consumers Believability of Television Advertisement Claims, A Study of Dettol Commercial among Redeemer’s University, Ede, Osun State. The chapter consists of summary of the study, conclusions, and recommendations.

5.2 Summary of the Study

In this study, our focus was on the Assessment of Consumers Believability of Television Advertisement Claims, A Study of Dettol Commercial among Redeemer’s University student, Ede, Osun State. In study the main objective of this research is to check whether or not the consumers of Dettol believe the claims made by the brand’s advertisers and ascertain whether the advertisers of this brand are truly being honest to its consumers through its TV commercials or not.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are Redeemer’s University students.

5.3 Conclusions

With respect to the analysis and the findings of this study, the following conclusions emerged;

many of the respondents submitted that they get maximum satisfaction after product trial and as a result, they stick to the brand due to the fact that they have been exposed to Dettol commercials several times. 

5.4 Recommendation

Based on the findings the researcher recommends that;

It is recommended that the body saddled with the responsibility of regulating what goes on air in the Nigeria mass media should police media and advertisers that promote whistle words and other tactics to a decisive audience
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Questionnaire 

Sex………………….

Age………………….

Religious affliation……………….

Economic class……………………

Question 1: Do consumers believe claims without trying ?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 2: What factors lead to such belief without product trial?

	Options
	PLEASE TICK

	Customer loyalty
	

	Product trustworthiness
	

	Undecided
	


Question 3: Do consumers try the product?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 4: Does trial lead to further brand interaction?

	Options
	PLEASE TICK

	Highly
	

	Low
	

	Undecided
	


Question 5: Does brand interaction change such believes?
	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


