AN EXAMINATION OF THE IMPACT OF PEAK MILK ADVERTISEMENTS ON CONSUMER BEHAVIOUR
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ABSTRACT

The dairy food market in Nigeria is competitive and is dominated by a few brands. The advent of new brands of Milk in the market makes it pertinent for an old brand like Peak Milk to seek ways of sustaining large market shares and increasing product patronage which is only possible through raising consumer awareness. The broad objective of this study is to examine the influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria.  The study adopted the survey descriptive research design and with the aid of convenience sampling method, the researcher conveniently selected tow hundred and twelve (212) participant from who are diary product consumers in Lagos  State. Self- structure questionnaire was issued to the respondent of which 200 was retrieved and validated for the study. Data was analyzed using simple percentage, Mean and Standard Deviation presented in frequencies and tables. Findings from the study revealed that 2.Peak milk advertisement have a positive effect on consumer buying behavior such that the relative impact of an advert can persuade consumer to buy the milk. The ad can increase peak milk consumer demand in the market. The ad can lead to customers’ repeated consumption and The ad can increase customer preference over other brands. The researcher therefore recommends that for effective advertisement to be ensure, brands target audience must be extensively studied to know their consumption pattern and buying behavior. More so, In other to take full position of the market the peak milk company manager should always try and maintain its strategy and also seek for new ways to pull the market through television and  radio advertising.
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CHAPTER ONE
INTRODUCTION

Background of the Study 
Nigerian consumers are getting increasingly dissatisfied, particularly when it comes to exposure to commercial messages. This is due to their expectation of getting good value for their money. Observations reveal that there is an increased desire and interest in consuming dairy goods among the medium class earners of society, making milk a regular (Ukaegbu, 2013). Milk is a clear liquid produced by animals' mammary glands. Milk is produced by all animals, including humans, to nourish their children until they are ready for solid food. 'Wamco Nigeria plc' produces Peak Milk, a milk product. It has been around since 1954 and is still going strong. Peak is being referred as as "a really Nigerian famous brand" as it celebrates 60 years in the dairy industry. Mr. Rahul Colaco, WAMCO's Managing Director, thanked Nigerians for their dedication to Peak milk, especially "those who have traveled from far and near for the celebration of 60 years of sustaining Nigeria with superior dairy nourishment." Peak evaporated milk, Milk Powder, Choco, and Peak UHT full cream are just a few of the varieties available. Peak evaporated milk is available in four distinct sizes: ordinary, easy, gold, and wazobia. Whole cow's milk, stabilizer E339, with added vitamin B12+folic acid, iodine, vitamins A, D3, B1, and B6 are among its nutritional benefits (Nnamoko, B. 2018). Three Crowns milk, Oldenburgher Milk powder, Dano milk, Hollandia Milk, Cowbell Milk, Juno Milk, Kerrygold instant full cream milk powder, and other milk brands compete with peak milk. Consumers make purchasing decisions based on brand preference and other key factors, which is sometimes referred to as consumer buying behavior.
Consumer purchasing behavior, according to Ajibola and Njogo (2012), is one of the processes of decision-making for any buyer, both individually and in groups, such as how emotions impact buying behavior. Consumer purchasing behavior varies depending on a variety of factors such as demographics, culture, tradition, climate, and so on. Even if one does not want to drink milk as a morning or staple food, there are several occasions when customers are required to do so. To this element, there is the undeniable awareness of the necessity for specific dietary nutrients, and the craving for these nutrients motivates consumers to drink milk. Furthermore, individuals' and groups' preferences for opportunity cost of items expand dramatically over time, and individual interests occasionally collide. Individuals and groups wasting time making decisions and their readiness to part with their money resources is a major setback for sales and performance. A issue in consumer behavior is the primary decision a buyer makes in a group and how that decision effects others. Researchers are still grappling with how to conduct and explore a study of how buying decisions are made in people and groups, and how this impacts the volume of sales and profitability of the marketer/producer. At the same time, the marketer/lack producer's of information devices in contacting people and groups at the correct time and place to expedite purchase is a problem in determining client attitudes. Marketers, on the other hand, are now faced with rising media expenses, frequently in concert with shrinking advertising budgets, according to Pike (2008), prompting them to become more interested in below-the-line promotional prospects. According to Kotler (2009), marketing is all about the consumer, hence the main objective of marketers is to discover and answer the requirements and wants of customers. Place, product, pricing, and promotion are the four fundamental aspects of the marketing mix on which marketing has been constructed.
Advertising, as part of the promotional mix, aids in the establishment of customer awareness of organizational products, as well as the desire to patronize such items provided they match the consumers' demands, expectations, and satisfaction (Belch & Belch, 2003). According to Morden (1991), referenced in Goldsmith, & Lafferty (2012), advertising is used to create a fundamental awareness of a product or service in the mind of a potential consumer and to build up knowledge about it. According to Moore (2014), one of the four key techniques firms employ to steer persuasive messages to target customers and the general public is advertising, which comprises of non-personal forms of communication delivered through paid media under transparent sponsorship. The goal of advertising, according to Kotler (2002), is to improve prospects' responses to the company and its product. The main goal of advertising is to convey, educate, and advertise a product, service, concept, or cause to a target audience through a channel or media that they can access.

Hasan (2016) claims that advertisers convey his massage to the target market through advertising. Even in a mass market, where directly reaching a large number of potential customers for a brand is nearly impossible, advertising is not only the cheapest but also the most effective method of entering the target's awareness to familiarize them with the product or services. Advertisement aids a corporation in creating awareness among its consumers, and the elements in advertisements impact the customers' perceptions in either a favorable or bad way. People may judge the quality of a product by accumulating information, which they often obtain via marketing. The consumer's purchasing choice is influenced by their sense of quality, product awareness, and consumer opinion. The study critically analyses these elements that influence purchasing decisions and gives in-depth insights into the effect of ads in influencing consumer behavior.

Specifically, business organizations use advertising to raise awareness of their products and services and increase sales. As a result, the advertiser's major goal is to contact customers and affect their awareness, attitude, and purchasing behavior. Their main concern is to keep people interested in their goods by spending money on advertising. They must also be aware of the factors that impact client behavior. This is because, according to Latif & Abideen (2011), advertising has the capacity to impact customer purchasing decisions and contribute to consumer brand choice.
Statement of the Problem 
In the Nigerian market, there are a number of dairy brands, some of which appear to be gaining popularity among customers. Consumers are bombarded with jingles, ads, and promos for one brand or another, especially during peak broadcast time, and the competition appears to be expanding by the day. There are some brands in the market that have held the largest market shares for years, like Peak Milk, but have recently begun to face stiffer competition from debutants such as Dano Milk, Cowbell, and Threecrown Miksi, necessitating the need for Peak Milk to do more in terms of advertising in order to maintain a competitive edge in the market (Ikpegbu,Ndinojuo, Gbeneka, Diegbegha, and Onyekasor, 2017).

As a result, the battle for market share changes away from product quality, packaging, and distribution and toward the location of marketing. According to Arens (2011), "advertising as a promotional instrument assists firms in achieving their marketing goals." This is due to the fact that consumers are constantly bombarded with advertising messages from all forms of media. Every day, the ordinary consumer, particularly the metropolitan and semi-urban population, is bombarded with a vast number of advertising. Advertising has long been seen as a powerful tool for stimulating, motivating, and influencing prospective clients' purchase and other behavioral responses. Advertising's importance in product marketing cannot be overstated. This influence can be beneficial or harmful. The type and quality of advertising determine the level of effect. Because television ads have the power to persuade people to buy or appreciate a product, they have the capacity to affect human behavior. With reference to peak milk television advertising, it becomes necessary to determine the impact of such influence. Thus it is upon this premise that this study seeks to examine the influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria.
Objective  of the Study 
The broad objective of this study is to examine the influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria. Specifically the study seeks:

To determine the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria.

To find out the relationship between peak milk advertisement and the buying behaviour of consumers. 

To study the impact of consumer awareness and perception on buying behavior 

To establish the effect of peak  milk attributes on consumer purchasing behavior. 

To measure the relative impact of each peak milk advertising element on consumers buying

decisions

Research Questions 
The research is guided by the following  questions:

What are  the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria?

What is the relationship between peak milk advertisement and the buying behaviour of consumers?

What is  the impact of consumer awareness and perception on buying behavior 

What is the effect of peak  milk attributes on consumer purchasing behavior. 

What is  the relative impact of each peak milk advertising element on consumers buying?
Significance of the Study 
The result of the study would be of immense benefit to advertisers of peak milk as it would provide a guide on planning, production and placement of television advertisements for the product. Essentially, this study makes a significant contribution to the existing literature on the attitude of consumers towards television advertisement. The study would also be of great use to mass communication and marketing students who intend to take up similar studies. It is also envisaged that findings from this study would assist the management of Peak Milk Nigeria Plc.to effectively promote their products in the highly competitive environment of the brewery industry in Nigeria.

Scope and Limitation of the Study
The scope of this study borders on the  influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria. Like in every human endeavour, the researchers encountered slight constraints while carrying out the study. The significant constraint was the scanty literature on the subject owing to the nature of the discourse thus the researcher incurred more financial expenses and much time was required in sourcing for the relevant materials, literature, or information and in the process of data collection, which is why the researcher resorted to a limited choice of sample size. Additionally, the researcher will simultaneously engage in this study with other academic work. More so, the choice of the sample size was limited  to diary product as few respondent were selected to answer the research instrument hence cannot be generalize to other product. However, despite the constraint  encountered during the  research, all factors were downplayed in other to give the best and make the research successful.

Organization of the Study
 These research is organized into five distinct chapter thus:

 CHAPTER ONE dealing on  introduction having other subheadings such as, Background of the Study,Statement of the Problem, Purpose of the Study, Research Questions, Significance of the Study, Scope and Limitation of the Study, Organization of the Study and Definition of Operational Terms.

CHAPTER TWO deals on  Review of related literature with subheadings Conceptual Clarification and theoretical Framework.

CHAPTER THREE explained the  Methodology of the study with subheading, Preamble, Design of the Stud, Population for the Study,Sample and Sampling Techniques,Research Instrument, Validity Reliability of the Instrument, Method of data collection and Data Analysis Technique.

CHAPTER FOUR revealed Data Presentation Analysis And Discussion Of Findings with subheadings such as, Introduction and Descriptive Analysis. 

CHAPTER FIVE which is the last chapter revealed the summary, conclusion and recommendation 
 Definition of Operational Terms 
Advertisement: It refers to any paid for or sponsored messages, which is disseminated through the media and aim at informing and persuading to purchase a product or services.

Consumer: In this context, consumer refers to a person who buys and uses finished goods and services.

Consumer Buying behavior: Consumer Buying Behavior refers to the actions taken (both on and offline) by consumers before buying a product or service. This process may include consulting search engines, engaging with social media posts, or a variety of other actions.
CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

2.2 CONCEPTUAL FRAMEWORK

Advertising 

The Advertising Practitioners Council of Nigeria (APCON) defines an advertising as a "media communication paid for by an identifiable sponsor and directed to a specific audience with the goal of imparting information about a product, service, concept, or cause" (Ukaegbu, 2013). Advertising, according to Boston (2016), is a paid mediated form of communication from an identified source that is intended to convince the recipient to take some action, either now or in the future. The primary goal of advertising is to inform the user or client that something fresh has arrived on the market. But, if we dig deeper, advertising is a means of persuading or attracting customers to do a certain action, which is generally the purchase of a product (Kenneth and Donald 2010). Because of the large number of goods and services produced every day, advertising serves a useful purpose for business. Advertising aids in informing consumers about new products and services, as well as new promotions on existing products and services. Advertising aids in the visual representation of a product's or service's qualities and attributes so that the buyer may readily comprehend them. As a result, advertising has become increasingly vital in today's commercial world (Bardi 2010 cited in Tales 2016). Advertising is "a paid, mediated, form of communication from an identified source, aiming to encourage the audience to take some action, now or in the future," according to Anon (2008). In contrast to direct "in-person" communication, the word "mediated" merely denotes that a medium such as television, newspaper, or even the Internet transports the message from sender to recipient. Advertising is distinguished from completely anonymous communications, such as those found in unsolicited e-mail, by the phrase "identified source." The "activity" can be purchasing a product or service, but it can also be directed at other elements of life, or it might even be non-profit social behavior such as recycling, saving money, rescuing whales, or avoiding abortion (Olaniyi Salman, & Adebayo, 2013). Of course, the statement "intended to convince" is one component of this definition that plainly sets it apart from most other definitions of journalism. Although advertising's persuasive goal is clear, it has deep linkages to the area of journalism. Advertising has a long-term impact on consumer purchases and manufacturer revenues. The goal of advertising for a company is to raise product awareness. This has an impact on a company's present and future sales since customers are more likely to respond to advertisements in the long term. This dynamic impact of advertising explains why companies often market a product the most towards the beginning of its life cycle (Sharma and Sharma 2009). Producers frequently market their products in order to increase sales, allowing them to benefit from economies of scale and keep costs low. It also raises awareness of their items on the market. When presenting new items to the market, promotion is also required. Without it, businesses would struggle to penetrate into a market dominated by established brands (Sloman and wride 2007). Advertising, according to Cohen (1988), cited in Katke (2017), is a business activity that uses creative techniques to design persuasive communication in mass media to promote ideas, goods, and services in a way that is consistent with the advertiser's goal, consumer satisfaction, and the development of social and economic welfare.

Advertising is a subset of the promotion mix, which is one of the four components of the marketing mix, which includes product, price, location, and promotion. Advertising is a marketing approach that is used to raise product awareness in the minds of consumers so that they may make a purchase decision (Latif & Abideen, 2011). Marketers utilize it as a means of communication. Advertising has an impact on people's opinions, behaviors, and lifestyles. It is a primary means of communication between the manufacturer and the product's end consumer. To become a well-known brand, a firm needs invest in its promotional efforts, particularly advertising (Hussein et al, 2008). According to Latif and Abideen (2011), advertising has the capacity to influence customer brand choice. Morden (1991), as cited by Okoro & Epepe (2015), believed that the purpose of advertising is to create a fundamental awareness of the product or service in the minds of potential customers and to build knowledge about it. Advertising as a promotional technique is a powerful instrument for raising product awareness and conditioning the thinking of a potential customer before they make a purchase decision. Advertising is a non-personal, paid kind of promotion in which an identified behavior promotes ideas, concepts, products or services, and information through media.

"Define advertising as a communication process, marketing process, an economic and social activity, a public relation process, or an information and persuasion process," say Ayanwale Alimi and Aynabimipe (2005). Dunn and Barban (1987), referenced by Ayanwale et al. (2005), describe advertising as a method of communication. As a result, they describe it as "a paid, non-personal communication through multiple media by businesses, non-profit organizations, and people that intend to enlighten or convince members of a specific audience in some way." "Advertising is employed to generate a fundamental awareness of the product or service in the mind of the potential client and build up knowledge about it," according to Morden (1991), as referenced by Nwosu and Nkamnebe (2006). According to Kotler (2009), advertising is a medium used by marketing businesses to communicate persuasively with existing customers, prospects, and the broader public. It includes of non-personal types of communication carried out through paid media under the auspices of a generous sponsor. "The purpose of advertising is to positively influence potential and existing buyers' responses to the organization and its offering," according to Kotler and Keller (2009), "emphasizing that it seeks to provide information by channeling desire and supplying reasons for preferring a particular organization's offering." Meanwhile, while writing on the natures and coverage of advertisements, Etzel, Walker, and Stanton (1997), as referenced by Nwosu and Nkamnebe (2006), explicitly stated that the complete advertising has four structures.: 1. A verbal and or visual message 

A sponsor who is identified

Delivery through one or more media

Payment by the sponsor to media carrying the message 

Shimp (2017), citing Richards and Curran (2012), defines advertising as a paid, mediated form of communication from a known source that is intended to encourage the receiver to take some action, either now or in the future. Any paid type of non-personal communication about an organization, product, service, or concept by a recognized sponsor, according to one formal and widely accepted definition of advertising . Advertising, on the other hand, may be a cost-effective way to spread messages, whether it's to establish a brand image or to educate people (Kotler, 2006). Convenience, economy, health, sensory advantages, as well as quality, performance, comfort, dependability, durability, efficiency, efficacy, and other logical motivations can be utilized to entice consumers to buy a product (Duncan, 2002). According to Shimp (2007), many businesses and non-profits trust advertising because it accomplishes five essential communications functions: informing, influencing, recalling and boosting salience, offering value, and aiding other corporate initiatives (Young, 1973).

Advertisement is an effort at creativity that impacts a consumer's desire to buy a certain product and changes or modifies the consumer's impression of the product. Advertisement appeal serves as a provider, appealing to the consumer's psychological motivation to buy. Advertisement uses both intellectual and emotional arguments to persuade people to buy something. The product might be concentrated primarily on its benefits and issues that it can address in rational appeals, whereas emotional appeals suit the consumer's psychological, emotional, and social needs (Gunjan Baheti, 2012).

Advertisement, according to Rafique et al. (2012), is a means of communicating with the audience. They argued that culture had a significant impact on people's purchasing behaviors since everyone has various needs and trends based on their lifestyles. Thus, if we state that advertising is like magic, we are not lying since advertisement truly affects people's needs and wants, and it occasionally generates a need among them (Yasir Rafique, 2012). Advertisements have a big impact on individuals, and businesses are striving to reach out to the public. Organizations employ above-the-line and below-the-line advertising tactics that are most appropriate for their products. Researchers have discovered that media advertisements are the most popular advertisements, and that people enjoy watching television commercials, therefore it is an appropriate medium for advertising cosmetics and fast-moving consumer goods.

Notably, advertising is carried out through a variety of mediums. Some sectors use the radio, television, or social media platforms to communicate. For the sake of this research, we shall focus on television advertising in general, with a brief mention of radio advertising.

Television Media Advertising 

Television is one of the most leisure tools for consumers because of its audio-visual effect. Many television advertisements feature songs that provide sustained appeal that may remain in the minds of television viewers long after the period of advertising campaign. Television enables the creative mind to channel communication messages to receivers by Combining motion, sound, words, colour, personality, stage setting to express and demonstrate ideas. Television advertising normally play an important part in either introducing a product or reinforcing the familiarity to the product and also convincing to patronize the product. Television advertising is an important marketing tool as well as powerful communication medium. The effect of advertisements could be more on television than the print media or radio. Television advertising is considered an important means of multi-media in the world which give special importance to different viewers. Therefore, television advertising is differentiated from other advertising media because of its special emotional appeals. It allows producers to make promotion, farther production and make them known to a lot of consumers through voice and picture (Share & Salameh, 2010). 

Advertising by television enable message of advertising to reach wide variety of audience or consumers and is one of the best advertising medium especially of goods and services, organizations, idea etc. Television advertisement is one of the electronic messages in recent era, it is the most vital factor for manufacturers to display their goods and services and to inform the public or target market about their products features while differentiating it from competitors brands, and also inform when and where or place to make a purchase. Importantly, television advertising affects consumer behavior by enticing them to patronize specific goods and services through frequent and repeated advertisings and cause the change of attitudes toward goods and services which might lead to increase in demand to upsurge the volume of sales, as a result lead to higher sales performance and more profit as parts of corporate objectives of the organization. 

According to Kotler and Keller (2009) cited in Steenkamp, & Gielens (2013)."television is generally acknowledged as the most powerful advertising medium that reach a broad spectrum of consumers. The wide reach translates to low cost per exposure. Television advertising has some important strengths, like being effective means of clearly demonstrating product attributes and persuasively explaining their corresponding consumer benefits. It can dramatically portray user and usage imagery, brand personality, and other intangibles".

Buying Time on Television 

When having time on network television, the three most common alternatives are; upfront, scatter or opportunistic. In the case of the upfront, the television buy is for all four quarters for the upcoming year. The upfront market occurs in the spring for the television season that begins in September. Buying large amounts of media time guarantee buyer a lower cost and the assurance that it will have access to the network television schedule. Scatter buying is the purchase of time inventory within a specific quarter before that quarter begins. The media buyer has a better handle on price and may have a seasonal product that requires a one-or-two-quarter media buyer. However, the buyer takes the risk that the most preferred times may be gone. If the media buyer wishes to buy network television time at the last minute it makes an opportunistic buy. The choices may be united but the price might be greatly discounted, since the networks may be wanting to dispose off surplus inventory (Wells, Burnett, & Moriarty, 2005). Advertising messages in Newspapers, magazines and journals constitute the print media which could be referred to as the silent salesmanship, unlike the television usually seen as the vocal salesmanship, both derived from their peculiar characteristics (Ehikwe, 2005). Newspaper is of the print media family alongside magazines. In Nigeria, there are a veritable channel for news, advertisements and public relations. Newspaper may be published daily, bi-weekly, or weekly. Some newspapers in Nigeria like the Nation, the Sun, the Guardian, the Punch etc, have large readership and wide coverage while state and some private newspaper are restricted to certain locations. Many organizations advertise in the newspaper because they carry the pictures for the goods advertised, can be read repeatedly and it can be stored for sometimes. Adverts in newspaper may be full page, half page, quicker page or 1/8 of a page. It is the large the space covered by an advert, the higher the amount paid (Ebitu, 2012).

Radio advertising

Radio advertising is a form of advertising via the medium of radio. Its ability to reach a wider population of consumers scattered over a large geographical area makes it very effective and efficacious, it is a good channel for marketing fast moving consumer products like beer (Ogbu, Tarnongo,  & AlakaIi, (2013). Airtime is purchased from a station or network in exchange for airing the commercials. Radio has the limitation of being restricted to sound and proponents of radio advertising often cite this as an advantage. Radio is an expanding medium that can be found not only on air, but also online. Radio advertising involves advertisements on air that are paid placements to promote products, services or events. The concept is like television, but with words, music, and sounds without the use of visual images. Radio advertising can be very effective, especially when you are reaching a captive audience. Understanding your target market is critical when advertising on the radio, as you will want to select a station that reaches the same consumer as you want to market to. For instance, O’Barr, (2016) explained if you are looking for a more mature audience, you will want to find a station that plays the classics or is talk radio. Likewise, if you want a younger audience, you will avoid stations that play oldies music or focuses on news. You want a station that plays current hits and has a reputation for reaching younger listeners. With the right audience, you are ready to launch radio ads that will effectively communicate your message, tell about your product or service, and motivate people to make a move. You may want people to go online to order your item or visit a retail store and pick up your product. Radio ads can be very effective when used appropriately. According to Verhoef et al (2000) radio advertisements influence listeners on all days of the week and at the time of work. The positioning of advertisements on radio is precise and well-targeted to consumer segments which drive higher response among listeners.

Nnamoko, B. (2018) explained that for small businesses, radio represents a powerful local medium. Local radio attracts an audience that wants to keep up with local news, events and personalities. Businesses with a focus on local audiences led the growth in spot radio advertising in the third quarter of 2011, according to the Radio Advertising Bureau. Auto dealers and restaurants took the first two places with entertainment venues and home furnishings figuring in the top six. Radio enables small business to match advertising campaigns with their geographical markets. Local businesses can use local or regional stations to reach local customers, while small businesses targeting national markets can advertise on national radio. 

Using national radio in conjunction with an e-commerce website means that small businesses do not have to build a network of outlets to reach a national audience.Radio stations target different audiences with their programming schedules, enabling advertisers to target special interest groups or different age groups with minimal waste. Different music programs, for example, give you the choice of targeting a teenage audience, an older audience with an interest in classical music or cultural events, or a general audience.Radio advertising is a low-cost medium compared with rates for reaching similar audiences by press or television advertising. Rates vary by region with higher costs for radio stations that cover densely populated metropolitan areas. Production costs are lower than those of other media. You can create simple radio ads yourself or use a production company to create more complex ads (Okunna 2012). Some radio stations offer free or low-cost production services to advertisers.Radio advertising is a low-cost medium compared with rates for reaching similar audiences by press or television advertising.

To Bottomley, (2015), radio stations target different audiences with their programming schedules, enabling advertisers to target special interest groups or different age groups with minimal waste. Different music programs, for example, give you the choice of targeting a teenage audience, an older audience with an interest in classical music or cultural events, or a general audience.The emotional strength of radio can also be a disadvantage for advertisers. Radio can provide a background sound for people who are working, traveling or carrying out chores, which means they are only paying partial attention to content and may miss advertising messages. Advertisements that use only voice or voice and music can blend in to general program content, minimizing their impact.

ROLES OF ADVERTISING TO A CONSUMER

Companies rely on media to market their products and increase sales, as the media plays significant roles in advertising. They include: 

Awareness: An advertisement could alert you about new products that come into the market. It contains information about what the product is, what it does and why you should buy it. It brings to your attention where the product can be bought, how much it costs or who may use it; in terms of age and the lethal effects if used improperly. Profits: Both print and broadcast media cover huge audiences at the same time. The subsequent effect on advertising is that it raises the rate at which the products or services being publicized sell. A well-executed advertisement prompts you to try out the goods by purchasing them. This, in turn, increases sales. Increase in sales translates into profits for the manufacturer. 

Brand: Advertising popularizes brands. The media popularizes the brand by constant replay and in print media, through repetitive publication. Thus the target customers remember the brand and buy the product. For instance, the recognition of labels like Coca-Cola's is attributed to successful advertising. 

Demand: Whether the form of media is print or broadcast, the target audience is large. Where the advertisement persuades and convinces the public about the goods offered or services rendered, more people will be inclined to purchase or go for the said services. The products already in the market get exhausted and the services crowded. There arises a subsequent demand for more products and services.

Buying Process 

The buying process is a set of procedures used to identify products for purchase, verify quality and compliance of products and vendors carry out purchasing transactions, and verify that operations associated with purchasing have been executed appropriately. Arens (2005) states that different organizations have buying processes of varying complexity, depending on the industry in which they work and the nature of the products being purchased. Sharma and Sharma (2009), using Fixed Effect Model of Panel Data Analysis for 134 companies, found in their study that, besides advertising, factors like company’s brand, quality of the product and company’s reputation affect the sales of a company.

Consumer Buying Behaviour 

Moskal and Leydens (2000) cited in Nyekwere, Okoro, & Azubuike, (2014) define consumer buying behavior as the sum total of a consumer's attitudes, preferences, intentions and decisions regarding the consumer's behavior in the marketplace when purchasing a product or service. The study of consumer behavior draws upon social science disciplines of anthropology, psychology, sociology and economics. The purchases of a food commodity such as a sack of flour or sugar products provide example of consumer buying behavior. 

Scholars like Adelaar, Charig, Lanchnolorfer, Lee, & Morimoto, (2013) defined consumer behavior as the activities of people engaged in actual or potentials use of market items whether products, services, information or ideas. Advertising Practitioners Council of Nigeria (2000) noted that without consumers there will be no marketing process. It is the consumer who ultimately makes the final decision on the products and brands to be purchased and it is the consumer’s behavior that determines the success or failure of the marketing company. According to Kotler and Keller (2012) consumer buying behavior is studied as a part of the marketing and its main objective it to learn the way how the individuals, groups or organizations choose, buy use and dispose the goods and the factors such as their previous experience, taste, price and branding on which the consumers base their purchasing decisions. 

Consumer buying Behavior is outlined because the mental, emotional and physical activates that people interact after choosing, getting mistreatment and casting off merchandise and services so as to satisfy wants and desires. It includes getting and different consumption connected activities of individuals participating in exchange method. Solomon, Bamossy, Askegaard and Hogg defined consumer behavior as the study of the process involved when people or groups choose, purchase, service, ideas or experiences to satisfy desires and needs. Consumers buying behavior is affected by economic factors such as income expenditure pattern, price of products, price of complementary products, substitute goods and elasticity of demand. It is also conjointly affected by psychological perceptions, attitudes and learning, consumer buying behavior is stricken by social and cultural factors that affects individuals buying decision however determines the type of product to shop for.

Consumer buying behaviour is defined as the mental, emotional and physical activities that people engage when selecting, purchasing using and disposing of products and services in order to satisfy need and desires (Schifman & Kanuk, 2009). It includes purchasing and other consumption related acitivites of people engaging in exchange process. Nwankwo, Aboh, Obi, Agu,  & Sydney-Agbor, (2013) defined consumer behaviour as the study of the process involved when individuals or groups select, purchase, use, dispose of product, service, ideas or experiences to satisfy needs and desire. Consumer buying behaviour is affected by economic factors such as income expenditure pattern, price of products price of complementary products, substitute goods and elasticity of demand. It is also affected by psychological perception, attitudes and learning (Kotler et al, 2001). Consumer behaviour is affected by social and cultural factors that affects individuals buying decision but determines the kind of product to buy as opined by  Arnould & Thompson (2005).


Consumer behavior in the marketplace when purchasing a product or service. The study of consumer behavior draws upon social science disciplines of anthropology, psychology, sociology and economics. The purchases of a food commodity such as a sack of flour or sugar products provide example of consumer buying behavior (Ibid). Achumba (1996) defined consumer behavior as the activities of people engaged in actual or potentials use of market items whether products, services, information or ideas. Advertising Practitioners Council of Nigeria (2000) noted that without consumers there will be no marketing process. It is the consumer who ultimately makes the final decision on the products and brands to be purchased and it is the consumer’s behavior that determines the success or failure of the marketing company. According to Kotler and Keller (2012) consumer buying behavior is studied as a part of the marketing and its main objective it to learn the way how the individuals, groups or organizations choose, buy use and dispose the goods and the factors such as their previous experience, taste, price and branding on which the consumers base their purchasing decisions.
Buying Decision 

Consumer buying decision is a series of choices made by consumer before making a purchase. Pride and Ferrell (2012) as cited in Sagala, Destriani, Putri, and Kumar (2014) stated that to understand consumer buying decision, the marketer should understand the consumption process and the utility of products in consumers’ perceptions. They also declared that when purchasing products unconsciously, consumer gets through several steps in the making of purchase decision, purchase, and post-purchase evaluation. The first step decision is problem recognition where the consumers are able to differentiate between their needs and wants. Marketers usually use advertising, sales person, and packaging to stimulate recognition of the needs or wants. The second step is information search where the consumer seeks the information from their memory about the products, seeking the information from outside sources, such as from friends, relatives, government reports, publication, sales person, website, packaging label, and display, or by repetition. The third is evaluation of alternatives where the consumer will establish criteria which consist of characteristic that are important for them. The fourth step is the purchase decision where the customer decides to buy the product after evaluating among alternatives. The last step is the post-purchase decision where the consumer decides to keep purchasing the product if he is satisfied or stop purchasing the product if he is dissatisfied.
Factors Impacting the Buying Behavior of Consumers

 
It has been established that consumer purchasing behavior is the result of the customer's needs and desires, and that they acquire things to meet those needs and wants. These requirements might differ based on human characteristics such as age, psychology, and personality. There are also some additional external elements that influence and govern consumer purchasing behavior. There are several elements that might influence customer behavior in various ways. Hoyer et al. (2012) categorize these aspects into four categories: situational, personal, social, and cultural influences. Location, environment, time, and even weather conditions may all have an influence on customer behavior (Hoyer et al., 2012). To take advantage of situational elements, large retailers try to create environments and scenarios in their stores that encourage potential customers to make a purchase choice. Playing relaxing music in stores, producing refreshing scents in stores, and placing bread and milk products in supermarkets towards the opposite end of stores to facilitate movement of customers throughout the store to make additional purchases, etc. are just a few of the tools available to achieve this goal. Taste preferences, personal financial conditions, and other personal characteristics are examples of personal factors. Businesses typically address the impact of personal factors on consumer decision-making during market segmentation, targeting, and positioning practices by grouping individuals based on their personal circumstances, as well as other criteria, and developing products and services that best accommodate these circumstances. According to Hoyer et al. (2012), social variables influencing consumer behavior emerge as a result of interactions between potential customers and others at various levels and in various situations. Because opinion leaders have the ability to affect the behavior of other members of society as customers, targeting members of society who are viewed as opinion leaders is typically an effective approach when selling products and services. Finally, on a local and global scale, cultural influences influencing consumer behavior are linked to cross-cultural variances among consumers. Culture is described as "the beliefs, habits, and social behavior of a specific people or culture" (Oxford Dictionaries, 2015), and the globalization trend has made it necessary to consider cross-cultural distinctions among customers when developing and presenting marketing messages.

Determinant Of Consumer patronage

There are variables that determines the rate at which consumers patronize a product such:

Brand image

Image this context describes the overall impression a soft drink and its offerings give to its patrons and other publics. Nawazish, A.S., & Ahmed, A. (2025). believes that a favourable corporate image can boost sales, through increased customer satisfaction and loyalty. Some identifiable key elements of corporate identity that can influence the customer’s perception of company’s image include company name, logo, price charged for services, level and quality of advertising placed in the media. Inclusive is reputation which is the consistency of an organization’s actions over time created through the guarantee of reliable service at zero defects tolerance. Parasuraman, Zeithaml and Berry (2015) posits that reliability is very important to customers when they evaluate the quality of services offered. In the same vein, physical environmental cues also communicate and projects mission and image to the consumer, so also do behaviour and attitudes of source personnel in indicating the level and quality of services offered by the service firm as they considerable influence on the customer’s satisfaction. Kumar, (2011)  posited that when determining the mix of services to offer its customers, management must ensure that services are offered in a responsive and timely manner so that customers do not wait for service. Consequently, Taylor (1994), stated that waiting for service can have negative effects on service evaluations and company image. Nguyen and Leblanc (2001) demonstrate that corporate image positively associated with customer loyalty in telecommunication, education and retailing industries. Similar relationship is demonstrated by Juhl, Kristrensen, Eskildsen and Ostergaard (2002), for Danish food retailing sector. Therefore, existence of positive relationship between restaurant image and customer loyalty is hypothesized in the present study.
Price fairness 

Price represents the perceived value of product/service at which the seller and buyer are ready to do business. From the perspective of the consumer, it is what the customer pays in exchange for a product or service. Price as an important marketing factor has been noted to be a serious influencer of consumer behaviour. Sinha and Batra (1999) highlighted that consumers tend to search for products and services that are fairly priced that which would deliver maximum of desired value. As indicated by Xia, Monroe, and Cox (2004), the consumer perceives the offered price to be fair when it is sufficiently reasonable, can be accepted or justified. Bolton, Warlop and Alba, (2003) suggested that it is likely that customers will rely on certain standards reference sources such as cost of goods sold, previous prices, and rivals’ to make better judgments when evaluating price fairness in order to form comparisons. For instance, customers usually benchmark or reference pricing by recalling past transactions, checking on competitors’ prices, seller’s costs, or through observing the prices paid by other customers. According to Anderson, Fornell, and Lehmann, (1994), the prices of a product/service can affect the degree of patronage among customers, because whenever they assess the given value of a purchased product or service, they tend to consider its price. Similarly, Campbell (1999) considered price as a key factor that influences brand image such that perceived price unfairness may lead to negative customer outward communication, switching behaviour, disloyalty and loss of patronage. Unfair price may also lead to outcomes including heightened customer dissatisfaction, drop in repurchase, and increased customers’ complaints (Rothenberger, 2015). Kaura (2012) however, established in his study that price fairness significant positive influence on customer satisfaction, customer loyalty and patronage. Therefore, a hypothesized positive relationship between price fairness and customer loyalty will be tested in this study.

Personnel quality 

A firm’s personnel or brand ambassador are the employees who work for the company. Their attitudes to work and how professional or pleasant they interact with or attend to customers of the firm suggests their quality level. Scholars like Steenkamp, Nijs,  Hanssens, & Dekimpe, (2005).  point that interaction with the service employee is the most important influence on customer service quality assessment and overall service satisfaction. Steenkamp et’al suggested that the behavior of service employees, when serving the needs and wishes of existing customers create impression which either increases customer satisfaction or subsequent continuous patronage or cause dissatisfaction and less patronage. They outlined four essential skills needed by service delivery personnel in the discharge of his duties towards satisfying the customers. They include technical skills - the knowledge and skills that the employee should have in order to serve and fulfill the customer’s needs; social skills - the ability of the service employee to understand the customers’ perception in terms of thoughts and feelings. An understanding of the customer’s perspective is important for proper and timely understanding of his/her needs. Motivation - employee motivation leads the employee to exert technical skill and social skills in carrying out their duties. The employee’s feeling of authority to make decisions on issues that concern customers’ interest and need subsequently promotes the business. Given therefore that perceived quality levels of service in restaurants are based on the relationship between patrons and the provider, Romanuik, & Sharp, (2013).  has suggested that customer’s perceptions and evaluation of service quality may be strongly dependent on the service provider’s performance in delivery. Therefore, a positive relationship between restaurant’s personnel quality and customer loyalty is postulated for this research.

Consumer’s Trust on the product

Trust has been viewed as one of the critical elements in the creation of successful relationships, whether for business-to-business market or business-to-consumer market. Researchers Nyekwere, Okoro,  & Azubuike, (2014) have posited trust to be behavioural and seen form of reliance of a partner which results mainly in positive outcomes. The work of Nyekwere,  Okoro,  & Azubuike,  (2014), evidences support for the notion that trust is essential for relationship building. Hussainy, Riaz,  Kazi, & Herami,  (2018) sees trust as to whether one is willing to rely on another party in whom he/her confidence in. Trust was conceptualized by Morgan and Hunt (1994) as existing only when one partner has confidence in other partner’s integrity and reliability. These definitions have highlighted the importance of confidence during the course of exchange as the trustworthiness actually results from the other party’s expertise, reliability or intentionality. Aydin and Ozer, (2005) have, however, argued that credibility status of a firm affects the long-term orientation of a customer by reducing the perception of risk associated with opportunistic behaviours by the firm. Chaudhuri and Holbrook (2001) supporting trust, holds that it will help to reduce dissonance in consumers if they are convinced of their trusted brand. Therefore, service provider that manages to reduce the doubt and feeling of uncertainty will be able to increase the perceived switching cost in the consumer and ultimately increase his/her loyalty towards the brand. Hence, a hypothesized positive relationship between customer trust and customer loyalty will be tested in this research.

IMPACT OF ADVERTISEMENT ON CONSUMER BEHAVIOUR

As previously said, customer buying patterns are directly influenced by consumer behavior and attitude. Many factors come together to shape an individual's conduct. The first factor that determines and impacts customer behavior is his culture. Customers' strong views of items are shaped by their culture (Ghulan, Javana, Burhan & Ahmed, 2017). According to Raiz (2013), there are a number of national and international brands that people are familiar with and have a strong perception of. Because of their culture, lifestyle, and surrounds, these perceptions are prickled in their minds. Advertisements also have a significant influence in influencing consumer behavior. Advertisements are a source of incentive that compel customers to purchase a specific item. Advertisements can also help you create trust. When a customer is seeking for product quality and costs, he is strongly influenced. Product assessment and brand recognition can also help to improve purchase attitude (Raiz, 2013). Consumers all across the world are drawn to brands and goods that are emotionally connected to their actions. People prefer to link themselves with brands, according to studies, and emotional ties have a significant impact on customers and their buying behavior. Advertisements influence people's behaviour via influencing their cognition. Cognition refers to a person's reaction to information conveyed via ads. Individuals perceive these cognitions via their senses, perception, attention, memory, reasoning, language, and other means. Understanding the psychological cognitive components of clients is the greatest method to attract customers (Sandra Jaktien, 2008).

Advertising is one of the four components of the marketing mix, which includes product, price, location, and promotion. Advertising is a promotional tactic that is used to raise product awareness in the minds of customers in order to prompt them to make a purchase choice. Marketers utilize it as a means of communication. Advertising has an impact on people's opinions, behaviors, and lifestyles. It's one of the means via which the manufacturer and, by extension, the product's consumer communicate. To become a well-known brand, a firm needs invest in its promotional efforts, particularly advertising. Advertising as a promotional technique is a powerful instrument for raising product awareness and conditioning the thinking of a potential buyer so that they can decide what to buy and what not to buy.

The importance of television advertising in a brand's consumer base cannot be overstated. Television advertising, whether on a global, national, local, or direct scale, is significant because it may impact audiences by informing or reminding them of a brand's existence, or by convincing or assisting them in distinguishing a product or organization from others in the market. Simple communications that provide chances to allow recipients to comprehend what a product is, what its primary function is, and how it links to other comparable products may reach a large audience through television advertising. Advertising's major functions are to communicate with a specific audience, to raise brand recognition, and to engage/ (re)position businesses by influencing perception or attitude. The consistent use of advertising in collaboration may be beneficial to the development and preservation of a brand's personality. Advertising does, in fact, play an important part in the building of competitive advantage. Advertising is a promotional tactic in the consumer market.

One of the most essential tasks of television advertising is to promote brands. Advertising is an effective form of communication that can reach a large number of people for a low cost per contact. It helps to introduce new brands and increase demand for existing ones, primarily by increasing consumers' top-of-mind awareness (TOMA) of established brands in mature product categories (Ghulam, Javaria, ; Burhan, & Ahmed, 2012). Advertising provides a little amount of useful information to both the advertised brand and the consumer by teaching new applications for current goods and persuading people to patronize that brand. In their research, Ghulam et al. found that efficient advertising helps to influence perceived quality and other perceptions of a product, resulting in higher market share and profitability.

2.2 EMPIRICAL STUDIES

In the study of (Nnamoko, B. 2018), an assertion was made that effective advertising increases the consumer’s interest in mature brands and thus the likelihood of purchasing brands that otherwise might not have been chosen just as they maintained that advertising has demonstrated having influence over brand switching tendency of consumers who have not recently purchased a brand.

Olufayo,  Ladipo,  & Bakare, (2012) states that the rise of television as an advertising media are obliviously more striking since they started from a zero base only a few decades ago. Their phenomenal development has not been only in the proliferation of receiving sets but also in the quality of output. Television as an advertising media have multiplied the amount of visual information and entertainment available to the public to a vast degree and have introduced new dramatic sensations which involve the viewer in far flung events and advertising messages. Television advertising has become such a potent force that it has the power to create and promote the product in the mind of the viewer and finally induce the viewer into buying the product.

In the study conducted by Manoj (2014), "Then effectiveness of television advertising on youth, in relation to their lifestyle and culture. The paper intended to find what factors might govern the television advertisement effectiveness, and also how those factors affect viewers of youth in different locality (urban/rural). In this context, it is very important to identify the viewers' perception about a better advertising through television channels without interrupting the programme performance. The study used sample size of 250 youths televisions viewers around the Trivandrum district. Primary and secondary source of data were used, while percentage analysis as well as chi-square was used to examined the hypothesis. The findings of the research showed that, majority of the respondents got more attention from television than other media, the study revealed that an advertisement influences respondent mostly by creating a positive impression in the minds among other things. In conclusion, the study asserts that, many viewers of television advertisements this day comprise in brief advertising stand, ranging in length from a few seconds to several minutes. Advertisements of this type have been used to sell every product imaginable over the years, from household products to goods and services, to political manifesto.

Ikpegbu, Ndinojuo Gbeneka  Diegbegha, Yeibo  Onyekasor, (2017)conducted a  study on  radio adverts of peak milk influence okn the buying behavior of consumers in thinker’s corner, Enugu state irrespective of its cost and price. The objectives of this research work was to find out how radio advertising of peak milk increases the number of its consumers and to know if consumers continue to use peak milk even after using it for the first time. This research was confined to only one theoretical framework which is the Agenda setting theory. A sample size of 200 respondents were drawn using the simple random sampling technique and the survey research method was applied using questionnaire as research instrument. At the end of the study, it is concluded that to an extent radio advertising of Peak Milk increases its consumers. It is therefore recommended that WAMCO Nigeria plc should make their products affordable since consumers keep using Peak milk after using it for the first time due to a good radio advert.

The study of Chakrabortty, Hossain, Azad, and Islam (2013) found that sales promotion and advertising positions a product or service strongly in the mind of the consumer in order to encourage repeat purchase of the product. It was also discovered that advertising makes consumer less price sensitive which is a problem often associated to motivate consumer’s mind by sales promotion. The results of the study of Soni and Verghese (2013) found that sales promotion and personal selling play significant role in consumer purchase decision. Offer, premium, and contest are the most significant tools in influencing consumer’s purchase decisions while price and rebate have insignificant influence on consumer’s purchase decision. Rizwan, Javed, Khan, Aslam, Anwar, Noor, and Kanwal (2012) discovered that while free samples and coupons have no significant relationship with consumer buying behaviour hand price discount, buy-one-get-one-free and physical surrounding have significant relationship with consumer buying behaviour.

2.2 THEORETICAL FRAMEWORK

 Uses and Gratification Theory

 
The theory that has emerged in our discourse so far to help further argue our position is the Uses and Gratifications theory which was first used by Elihu Katz in 1959. Most communication researchers up to the point were questioning “what do the media do to people?” However, Katz suggested asking the question. What do people do with media?” Uses and Gratification theory assure that the media audience have alternate choice to satisfy their needs therefore they seeks out a media source that best fulfills their needs. This theory perceives the recipient as actively influencing the effect process, since he selectively chooses, attends to, perceives & retain the media messages on the basis of his/her needs, belief etc, that focus was thus shifted from media production & and transmission functions to the media consumption function. Instead of asking “what kinds of effects occur under what conditions?” the question became “who uses which contents from which media under which condition and for what reasons?” The theory discussed above conforms to the study because it‟s purely audience centered and addresses needs like surveillance function, excitement, guidance, identification, socialization and information acquisition. To be able to gratify these needs it must be realized that soft drink consumers uses television as an example.
The Selective Processes Theory 

The Selective Processes Theory is one unique postulation that cannot be easily tied to one name alone as its originator because different authorities made inputs to its development such as Lazarsfeld, Berelson and Gaudet (1944), Allport and Postman (1945). It has three specific phases by which information and action goes through an individual (selective exposure, retention and perception). First, selective exposure – that people are tuned to “expose themselves to or attend to media messages they feel are in accord with their already held attitudes and interests and the parallel tendency to avoid those that might create dissonance” (Baran & Davis, 2009, pp. 146, 147). There is every tendency that one who does not love smoking may feel the urge to walk away or tune off the television each time Benson and Hedges come up with the tobacco advertisement. But if such a person hears a programme from the screen calling for personal hygiene, he or she may be more relaxed to watch such. Secondly, there is a concession that selective retention is the means by which people tend to recall best and longest messages consistent with their preexisting manner of behaviors or attitudes or likes (Baran & Davis, 2009). To situate it more clearly one can say that “Selective perception is the idea that people will alter the meaning of messages so they become consistent with preexisting attitudes and beliefs” (Baran & Davis, 2009, p. 147). What is left in the minds of the audience member is the very interpretation he accords the phenomenon that has been received over time.


One of the effective tools of integrated marketing communication that emotionally motivate consumers to buy products is advertising (Moore, 2004). The essence of advertising is to create brand awareness, Preference and selection of products or services. Attitudes towards the advert is the most influencing theory in marketing and advertising research. The attitudes that is formed towards advert help in influencing consumer’s attitudes toward brand until the purchasing intention (Goldsmith & Lafferty, 2002). Since the goal of advertising is to form positive attitude towards advertising and the brand, then a positive emotional response to an advert may be the best indicator of effective advertising (Goldsmith & Lafferty, 2002). That is the reason why the basic aim of advertising is to encourage people to buy product and create awareness (Bymolt, Claasen, & Brus, 1998). The consumer ability to recall the brand advert is another component of effective advertisement that creates emotional response (Goldsmith & Lafferty, 2002). The extent to which consumer make products related decisions depend on the relative importance of brand recall, which can lead to the brand awareness. (Goldsmith & Lafferly, 2002) Brand awareness help in ensuring recall advert, which has the competitive advantage over those brands that are not easily recalled. Positive attitudes towards advert have more ability to recall adverts than negative attitude towards brand (Goldsmith & Lafferty, 2002). Cue has been found suitable in different buying situation for recalling the brand advert and greater chance of brand to be retrieved of any buyer, when different attributes are attached to brand, which creates brand association (Romanuik & Sharp, 2004). The most effective tool in advertising is emotional advertising because it enable consumers give emotional response to product (Brassington & Petitt, 2001).
CHAPTER THREE

METHODOLOGY

3.1 PREAMBLE  

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 DESIGN OF THE STUDY

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 FOR 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. 

 
The broad objective of this study is to examine the influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria.. Diary product consumers/buyer s in Lagos State forms the population of the study.
3.4 SAMPLE AND SAMPLING TECHNIQUES 

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. 

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 diary product consumers in Lagos State, 212 participant were conveniently  selected as the sampled as the sample size for this study. 
3.5 RESEARCH INSTRUMENT

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 inquired 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.
3.6 VALIDITY AND RELIABILITY OF THE INSTRUMENT


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.
Additionally, 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.
 3.7 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  DATA ANALYSIS TECHNIQUE

The responses were analyzed using simple percentage, frequencies and tables which provided answers to the research questions. The responses were analyzed using simple percentage, mean and standard deviation which provided answers to the research questions. In analyzing data collected, mean score was used to achieve this. The four points rating scale will be given values as follows:

SA = Strongly Agree 4

A = Agree

   3

D = Disagree
   2

SD = Strongly Disagree1

Decision Rule:

To ascertain the decision rule; this formula was used

	4+3+2+1 =10

      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken.
CHAPTER FOUR

DATA ANALYSIS, RESULTS AND DISCUSSION
INTRODUCTION

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 two hundred and twelve (212) questionnaires were administered to respondents of  two hundred (200) were returned   and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 200 was validated for the analysis.
DESCRIPTIVE ANALYSIS OF DEMOGRAPHIC VARIABLES

Table 4.1: Demographic profile of the respondents

	Demographic information
	Frequency
	Percent

	Gender

Male
	
	

	
	119
	59.5%

	Female
	81
	40.5%

	Age
	
	

	20-25
	87
	43.5%

	26-30
	54
	27%

	31-35
	33
	16.5%

	36+
	26
	13%

	Marital Status
	
	

	Single
	85
	42.5%

	Married
	110
	55%

	Separated/Divorced/Widowed 
	05
	2.5%

	Qualification

	13
	50%

	SSCE/NCE/OND
	85
	42.5%

	BSC/HND
	103
	51.5%

	MSC/PGDE

	12
	6%


Source: Field Survey, 2021

On the demographic descriptive analysis in the table above, 59.5% of the respondent are Male. 40.5% are female. On Age representation, 43.5% of the respondent are aged between 20-25 years,  27% of the respondent are aged between 26.30 years, 16.5% of the respondent are aged between 31-35 years and the remaining 13% of the respondent are aged between 36years and above. On Marital Status 45.5% of the respondents are Single. 55% of the respondent are Married. 2.5% of the respondent are Separated/Divorced/Widowed. On educational exposure, 42.5% of  the respondent are SSCE/NCE/OND holders, 51.5% of respondent  are B.Sc/HND  holders  while 6% of the respondent  are M.Sc/P.GD holders.

4..3 DESCRIPTIVE ANALYSIS OF RESEARCH QUESTIONS

Question 1: What are  the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria?
Table 4.2:  Respondent on the  factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria

	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D 

  2
	SD 

 1
	X
	S.D
	DECISION

	1
	Personal factors such as taste preference and socio-economic level
	99
	45
	36
	20
	3.1
	5.1
	Accepted

	2
	 Brand related factors like price fairness, quality, rand personality and Image
	78
	59
	40
	26
	2.9
	4.9
	Accepted

	3
	Social factor like other consumer perspective, experience and trends about the product
	86
	71
	26
	17
	3.1
	5.1
	Accepted

	4
	 Cultural factors such as Cross-cultural Differences amongst consumers on Local and Global Scales.
	102
	69
	15
	14
	3.3
	5.3
	Accepted 

	5
	Situational factors impacting consumer behavior may include location, environment, timing and even weather conditions.
	124
	36
	28
	12
	3.4
	5.2
	Accepted 


Source: Field Survey, 2021
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Figure 1.1:Factors influencing consumer behaviour
From the responses derived as described in the table 4.2 and Figure 1.1 above  on the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria, the table shows that all the items (Personal factors, Brand factors, cultural factors, social factor and situational factors) with mean score of 3.1, 2.9, 3.1, 3.3, and 3.4 were accepted. This is proven as the respective items (item1-item3) had mean scores above 2.50.
Question 2: What is the relationship between peak milk advertisement and the buying behaviour of consumers?
Table 4.3:  Respondent on the relationship between peak milk advertisement and the buying behaviour of consumers.
	Options
	Frequency 
	Percentage  

	Positive
	123
	61.5%

	Negative
	57
	28.5%

	Undecided
	20
	10%

	Total 
	200
	100


Source: Field Survey, 2021

From the responses derived as described in the table 4.3 on the relationship between peak milk advertisement and the buying behaviour of consumers, 61.5% of the respondents said Positive relationship exist, 28.5% of the respondent said Negative while 10% of the respondent were undecided.
Question 3: What is  the impact of consumer awareness and perception on buying behavior?

Table 4.4: Respondent on the  impact of consumer awareness and perception on buying behavior.
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D 

  2
	SD 

 1
	X
	S.D
	DECISION

	1
	Consumer awareness fosters customer positive perception of brands 
	100
	60
	28
	12
	3.2
	5.2
	Accepted

	2
	Awareness increases the tenacity of   consumer buying decision
	99
	45
	36
	20
	2.8
	4.8
	Accepted

	3
	Awareness can enlighten customer on the benefit of the product and compel them to buy product
	145
	29
	17
	09
	3.6
	5.4
	Accepted

	4
	 Awareness triggers consumer loyalty and feeling of value towards the product which is vital for retention
	79
	55
	46
	20
	3.0
	5.0
	Accepted 


Source: Field Survey, 2021
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Figure 1.2: Consumer awareness on customer buying behavior

Question 4: What is the effect of peak  milk attributes on consumer purchasing behavior?

Table 4.5:  Respondent on the relationship between peak milk advertisement and the buying behaviour of consumers.
	Options
	Frequency 
	Percentage  

	Positive
	93
	46.5%

	Negative
	68
	34%

	Undecided
	39
	19.5%

	Total 
	200
	100


Source: Field Survey, 2021

From the responses derived as described in the table 4.3 on the effect of peak  milk attributes on consumer purchasing behavior, 46.5% of the respondents said Positive relationship exist, 34% of the respondent said Negative while 19.5% of the respondent were undecided.

Question 5: What is  the relative impact of each peak milk advertising element on consumers buying?
Table 4.6:  Respondent on the  relative impact of each peak milk advertising element on consumers buying?
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D 

  2
	SD 

 1
	X
	S.D
	DECISION

	1
	The ad can persuade consumer to buy the milk
	88
	69
	26
	17
	3.1
	5.1
	Accepted

	2
	The ad can increase its demand
	123
	37
	28
	12
	3.4
	5.3
	Accepted

	3
	The add can lead to customer repeated consumption
	100
	59
	29
	12
	3.2
	5.2
	Accepted

	4
	 The add can increase customer preference over other brands
	79
	54
	47
	20
	2.9
	5.0
	Accepted 


Source: Field Survey, 2021

From the responses derived as described in the table relative impact of each peak milk advertising element on consumers buying, the table shows that all the items (item1-item4) with mean score of 3.4, 3.1, 3.6, and 2.9 were accepted. This is proven as the respective items (item1-item3) had mean scores above 2.50

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS
SUMMARY

The broad objective of this study is to examine the influence of peak milk advertisement on consumer behaviour in Lagos, Nigeria. The study determined the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria. It sought to find out the relationship between peak milk advertisement and the buying behaviour of consumers. It examined the impact of consumer awareness and perception on buying behavior. It established the effect of peak  milk attributes on consumer purchasing behavior. It measured the relative impact of each peak milk advertising element on consumers buying

The study adopted the survey descriptive research design and with the aid of convenience sampling method, the researcher conveniently selected tow hundred and twelve (212) participant from who are diary product consumers in Lagos  State. Self- structure questionnaire was issued to the respondent of which 200 was retrieved and validated for the study. Data was analyzed using simple percentage, Mean and Standard Deviation presented in frequencies and tables. 

5.2 CONCLUSION

The dairy food market in Nigeria is competitive and is dominated by a few brands. The advent of new brands of Milk in the market makes it pertinent for an old brand like Peak Milk to seek ways of sustaining large market shares and increasing product patronage which is only possible through raising consumer awareness. Marketers invest in various media platforms to influence consumer behaviour (CB). Advertisement on every media platform has a different composition that engages the consumers in a distinct way.  this is because Consumers try to categorize the brand

association with the existing memory, when thousand of products are faced by them and might reposition memories to a brand image and perception towards new products. A company can enhance the brand of their product by investing in promotional activities in order to compete in a consumer market that is dominated through advertising hence  the primary aim of advertiser is to reach consumers and influence their awareness, attitude and buying behavior. From the result of the study the following major conclusions were drawn:

There are primarily five factors that affects consumer buying behavior which is Personal factors such as taste preference and socio-economic level. Brand related factors like price fairness, quality, rand personality and Image. Social factor like other consumer perspective, experience and trends about the product. Cultural factors such as Cross-cultural Differences amongst consumers on Local and Global Scales. Situational factors impacting consumer behavior may include location, environment, timing and even weather conditions.

Peak milk advertisement have a positive effect on consumer buying behavior such that the relative impact of an advert can persuade consumer to buy the milk. The ad can increase peak milk consumer demand in the market. The ad can lead to customers’ repeated consumption and The ad can increase customer preference over other brands.

Peak milk attributes has a positive effect on  consumer purchasing behavior
Consumer awareness is very effective in shaping consumer buying behaviour such that; Consumer awareness fosters customer positive perception of brands, Awareness increases the tenacity of   consumer buying decision; Awareness can enlighten customer on the benefit of the product and compel them to buy product, and Awareness triggers consumer loyalty and feeling of value towards the product which is vital for retention.

5.3 RECOMMENDATIONS

From the findings of the study the following conclusions were made:

For effective advertisement to be ensure, brands target audience must be extensively studied to know their consumption pattern and buying behavior.
 Brand should ensure effort  be directed more on emotion related advertising since consumers patronage are highly induced through their emotion. Usage of sensory stimulated advertising to influence consumer buying behavior, since sense modalities can affect users experience and enable them to gain information from advertisements.

In other to take full position of the market the peak milk company manager should always try and maintain its strategy and also seek for new ways to pull the market through television and  radio advertising.

That since consumers buy peak milk after listening to its advert, the company should try and maintain its radio advertising goodwill with their sales reputation.

Finally, the company manager should also try more in convincing their customers and also try and make their brand affordable since consumers keep using peak milk after using it for the first time due to a good radio advert.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]
 Age

20-25 [  ]
26-30 [  ]
31-35 [  ]
36+ [  ]
Marital Status

Single [  ]
Married [  ]
Separated/Divorced/Widowed  [  ]
Qualification


SSCE/NCE/OND  [  ]
BSC/HND [  ]
MSC/PGDE [  ]

SECTION B

Question 1: What are  the factors that influence consumer buying behavior in the consumption of peak milk in Lagos, Nigeria?
	S/N
	ITEM STATEMENT
	SA


	A   
	D 

  
	SD 

 

	1
	Personal factors such as taste preference and socio-economic level
	
	
	
	

	2
	 Brand related factors like price fairness, quality, rand personality and Image
	
	
	
	

	3
	Social factor like other consumer perspective, experience and trends about the product
	
	
	
	

	4
	 Cultural factors such as Cross-cultural Differences amongst consumers on Local and Global Scales.
	
	
	
	

	5
	Situational factors impacting consumer behavior may include location, environment, timing and even weather conditions.
	124
	36
	28
	12


Question 2: What is the relationship between peak milk advertisement and the buying behaviour of consumers?
	Options
	Please Tick

	Positive
	

	Negative
	

	Undecided
	


Question 3: What is  the impact of consumer awareness and perception on buying behavior?

	S/N
	ITEM STATEMENT
	SA
	A   
	D 
	SD 

 

	1
	Consumer awareness fosters customer positive perception of brands 
	
	
	
	

	2
	Awareness increases the tenacity of   consumer buying decision
	
	
	
	

	3
	Awareness can enlighten customer on the benefit of the product and compel them to buy product
	
	
	
	

	4
	 Awareness triggers consumer loyalty and feeling of value towards the product which is vital for retention
	
	
	
	


Question 4: What is the effect of peak  milk attributes on consumer purchasing behavior?

	Options
	Please Tick

	Positive
	

	Negative
	

	Undecided
	


Question 5: What is  the relative impact of each peak milk advertising element on consumers buying?
	S/N
	ITEM STATEMENT
	SA


	A   
	D 

  
	SD 

 

	1
	The ad can persuade consumer to buy the milk
	
	
	
	

	2
	The ad can increase its demand
	
	
	
	

	3
	The add can lead to customer repeated consumption
	
	
	
	

	4
	 The add can increase customer preference over other brands
	
	
	
	


=  2.5










