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ABSTRACT

This study was carried out to examine effect of advertisement on consumer purchase decision in food and beverages industry with special reference to Rite food. Specifically, the study  examine the justification for advertisement in an organization. The study also ascertain various form of advertisement strategies adopted by industry. Lastly, the study examine the impact of advertisement in purchasing decision of consumers. The study employed the survey descriptive research design. A total of 30 responses were validated from the survey.  From the responses obtained and analyzed, the findings revealed that there is a  justification for advertisement in an organization. Also, the various forms of advertising strategies includes display advertising, video advertising and mobile advertising. Lastly, the impact of advertising in purchasing decision is that advertisement attract consumers attention, advertisement arouse consumers interest and advertisement create desire in consumers to purchase the products. The study thereby recommend that the manufacturers  of Rite food should try as much as possible to reduce the price of their product in other to accommodate all their target consumers and not to see advertising as the main reason for price increment. Also, the manufacturers of Rite food should try as much as possible to make their advert consistent in order to increase awareness and more patronage for consumers. Lastly, the study recommend  advertising should be real and interesting so as to call and retain prospective buyers for the advertised product.

CHAPTER ONE
INTRODUCTION

1.1
BACKGROUND OF THE STUDY

The success of any business organization depends on the level and rate at which it can penetrate into the complex and dynamic market. They increasing complexity of modern business environment has made it possible without engaging in some kind of manipulation of some promotional mix especially advertising. Therefore advertising as an element of promotional mix become indispensable materials with which organization makes their products known to the consuming populace.
However advertising cannot be taken with levity in the marketing of an organization to create awareness about its product and to make its product well known and more acceptably by consumers. The above challenges in the business environment and some industries have prompted this research work.
1.2         STATEMENT OF PROBLEM
 Effects of a advertising on consumers range from creating an awareness of the product or service to influencing a buying decision. Advertising can create a shift in thinking by consumers, which may take different forms.  However, brand awareness future buying decision effects won’t likely influence consumers to buy the product immediately.
Finally, advertising ignites viewers desires because of unimportant things and lead many into fraud
1.3         OBJECTIVES OF THE STUDY
To examine the justification for advertisement in an organization.
To ascertain various form of advertisement strategies adopted by industry.
To examine the impact of advertisement in purchasing decision of consumers.
1.4         IMPORTANT OF THE STUDY
There are numerous importance that would be evaluated and generated from this study are the following.
 This study will benefit to business administration and marketing students by aiding and easing their learning.
For business people, it will help them to know the best way of advertising their products known to the people and to bring about more profit to them,
Academically, the study will benefit the incoming students aiming at focusing on advertising as their research study. They will be able to retrieve useful information necessary for the study.
To the society or economy generally this study improved sales and increase profit of industries which will in turn facilitate high rate employment as a result of increasing in product and revenue.
1.5
RESEARCH QUESTIONS

The following questions have been prepared for the study

Is  there a  justification for advertisement in an organization?
What are the various form of advertisement strategies adopted by industry?
What is the impact of advertisement in purchasing decision of consumers?
1.6
SCOPE OF THE STUDY

This study will examine the justification for advertisement in an organization. The study will also investigate the various form of advertisement strategies adopted by industry. Lastly, the study will evaluate the impact of advertisement in purchasing decision of consumers. Hence this study will be delimited to  Rites food Ikeja, Lagos.
1.7
LIMITATION OF THE STUDY

Like in every human endeavour, the researchers encountered slight constraints while carrying out the study. Insufficient funds tend to impede the efficiency of the researcher in sourcing for the relevant materials, literature, or information and in the process of data collection (internet, questionnaire, and interview), which is why the researcher resorted to a moderate choice of sample size. More so, the researcher will simultaneously engage in this study with other academic work. As a result, the amount of time spent on research will be reduced.

CHAPTER TWO

REVIEW OF LITERATURE

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.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

The Concept of Advertising 

Advertising from the brand concept for the purpose of this study, the research will deal with some related literature on the subject. The reason is to extract various view and opinions of other scholars while measuring the effect or the extent of the effect of media advertising on the buying habits on the consumers. This indispensable nature of advertising as a marketing tool is perhaps the most rectal consideration for the reach on the media advertisement on the buying habit on the consumer. It is also important to note that advertising communication as a stimulus aimed at eliciting a specific response from the receiver. According to Barry Borgat (1920) “consumer should be given the reason why they should buy the product”. He point out that advertising tested tool of mass information and mass production all over the world, when handled properly, the effectiveness of advertising is mostly subliminal when consciously we are affected by the advertisement.

The Genesis and Growth of Advertising

The genesis of advertising cannot predate the emergence of mass communication media. This is because advertising is basically a mass communication effort. However advertising by use of different forms of notices on rocks or buildings have been traced to Greek and Roman merchant of old who carried some commercial signs in clay, wood or stone and hung them in front of their shops in the same manner that we use in convey to their prospective customers the waves they had for sell including their prices and a few other important information. Those day they also made inscription on the walls of their small shops to indicate the kind of products available for their customers. As time went on advertising started to become a serious business and it wasn’t long before people started to offer themselves as specialists in advertising. The arliest known record of an advertising agency dates back to 1786. Newspaper rapidly became a dominant advertising medium on till the emergence of television in the 20th century with the opportunities that digital communication offer, only beginning to realize it look like there will be plenty of changes still to come.

Important of Advertisement

A proper advertisement has a great impact on sales of the produce and that is why companies spend huge amount of money to make effective advertisement. Needless to say that there are many advantages or benefit of advertisement. The most important use of advertisement is that it provide avenue where you can easily interact with the prospective client, answering any question or concern they may have about your product or service. Advertising is important so that companies can market their product and get it noticed. Advertisement can increase profits and promote sales.

The first and key factor of advertising is that it will draw an audience’s attention to a product or service offered by a company. Potential customers are made aware of the product can benefit them and will give them a reason to investment. Advertising is also important to connect to current customers and remind them why they have chosen the right company. Current consumers can also be kept up to date with the latest products and services available them. Advertising gives companies and business the opportunity to build up brand and an identity a recent example of this having great success is with the Milo brand. The distinct adverts in both TV and print form are instantly recognizable as the company’s own and give it an identity as a clean, modern and reputable brand. Advertisement need to relate to current trends and sell both a product individually as well as the company as a whole. If an advertisement succeeds at both it can help draw an audience to the product or service and build a relationship between the consumer and company. Establishing this connection should lead to a boost in sales for the business. Advertising is of great important in our world of competition. It is important for both seller and buyer. Even the Government cannot do without it first of all advertising introduces new products to general public for example, the public come to know about useful new medicines for some disease we often learn about new machines for Agriculture and Industry for advertisement. Advertising introduces different brands of some product. Advertisement tells qualities of each brand and we can easily select. Government can be profitably in advertising it’s schemes and policies. It can tell general public what might do for good of nation. It is through advertisements that we come to know of new services jobs. Qualified people apply for them and get adjusted in life.

Advertisement is a dependable and effective means of expanding education and of bringing student to educational institution school, colleges and Universities advertize their classes, courses and fees and attract students for admissions.

Function of Advertising

According to Bovee and Aren (1986) cited in Ozoh (1998, 13) advertising function are categorized marketing, Communication, Education, and Social.

1. Marketing: Advertising sells a product, a service or an idea to the target audience.

2. Communication: It serves to communicate information and message to people there providing consumers with the buying information they need.

3. Education: Advertising imbue it’s audience with “quality of “Psychic mobility” through advertising consumer horizon are stretched beyond their immediate physical and mental confines such that they become aware of new consumption alternative.

4. Social Function: It has the capacity to do other thing than sales like it promotes and advocate special value such as those bordering on sustained development, child welfare, disease prevention.

Types of Advertising Media 

According to Ozoh (1998, p46) advertising media can be classified into two broad categories, Theme media Scheme media

Some individuals have used the terms “above the line media and below the line” to categorize

the two types of media

Under the theme media (above-the-line) are the following

1. Newspaper: A set of large printed sheets of folded paper containing news, articles and other information, usually published every day, weekly. There are two main type of newspaper the quality or broadsheet news paper that generally deal with serious news issues, and the tabloid newspapers that deal more with subjects such as sports,television actors, and shocking crime stories.

2. Magazine: Is a publication that is issued periodically usually bound in a paper cover, and typically contains essays, stories, poems etc by many writers and often photographs and drawing frequently specializing in a particular subject or area as hobbies, news or sports.

3. Radio: An electronic receive that defects demodulates and amplifies transmitted signals or a communication system based on broadcasting electromagnetic waves.

4. Television: The transmission of dynamic or sometime static images, generally with accompanying sound electric or electromagnetic signals. OR an electronic apparatus that receives such signals reproducing accompanying sound signals on speakers.

5. Bill Board: A large board for advertisement in an outside public place.

6. Direct Mail: Is a type of advertising medium in which message are sent to target customers through the mail.

7. Out Door Advertising: Is advertising that reaches the consumer while they are outside the home.

Advantages of Advertising

1. Increasing sales: The expense of advertising may be justified on the ground that it helps to increase sales, which there by result in increased production.

2. Reduction cost: It assets to reduced cost of production and distribution which are passed on to consumers in the form of reduced prices.

3. Duplicate: The basic purpose of advertising is to increase the sales of products which are not in competition, for example large amount are spent on the publicity of Rite food product which appear to be in competition but which is really produced by the same manufacturers.

4. Prevention of cost sales: Much advertising is aimed at preventing the erosion of it’s sales by competitors. So advertising may be regretted as being “defensive”

5. Creating market attitude: Advertising can create a market attitude for product which would not otherwise be desired thus artificial demand can be created by exploiting fears.

6. Impressions the public: Advertisement is considered important branch of business which impresses the public about the superiority of product.

7. Economy in commission: It introduce the manufacturer in the market as an independent supplier so public may directly place an order to him which can reduce a whole sale’s commission and utilize it to lower the retail prices.

8. Encouraging competition: It assists to promote competition among the producers thus it facilities to supply goods of improved quality in the market at competitive prices.

9. Increasing business activities: Advertising helps to increase the business activities in the country. Thus national Income and consumption per- capital may be increased.

10. Developing goods: It informs the manufacturer about the changes in taste, fashion and habits of customers so producer will be in a position to develop his product according to the change circumstance in the market.

11. Sufficient profit: It promotes the selling process to the great extent which gaves producers sufficient profit.

12. Informing consumers: Advertising provides the information to consumer about the choice, prices quality and other description of product at their home, which guides them for quick decision.

13. Increasing standard of living: People are informed about the new scientific invention new style and use of product. Improved accommodation better clothing and food by advertising thus is stimulates the desire of public which increase their standard of living.

Providing employment: As if it helps to create the new demands of the products, it tends to increase the sales volume of goods. So new industry 

15. Providing reading materials: Newspaper, magazine periodical and other journal provide the sufficient reading material to public to cheaper price on the other side; it is a great source of income for many people.

16. Educational values: Various media of advertisement tender the valuable services in spread of the moral and educative value in the country general public learn about economics and social aspects of human life. It also creates close contact between the produces and the consumers.

17. Encouraging buying ability: Constructive advertising encourage to a great extent the necessity for buying ability the use of brands is essential for most advertising which makes it possible to depend upon the standard quality of such merchandise. It enables the customers to avoid purchase of unsatisfactory brands.

18. Enabling the task easier: Advertising makes the sales man, task easier. It is used to assist in realizing the goods which are effectively advertised the part of selling programme that can be performed by advertising can be done at less cost than by conducting the entire selling function on personal basis

19. Introduction of new product:- New products can be introduced and popularized in the market advertising but in this may an established company which manufactures a group of product can boost up the sales of it’s entire product.

20. Saving time: Advertising greatly help to save time it enable the consumers to spend a short deal of time seeking product to meet his requirement because he or she has already been informed about many standard goods through advertising

Disadvantages of Advertising

1. Costly functions: The strong objective and arguments against the advertising is that it is a costly functions as. It generally criticized that the cost of advertising to too high and that such high cost is covered by the selling price of the advertising goods. Advertisement is considered as an indirect cost which is added in the distribution expenses when expenses are to be increased the selling price of the products will also be enhanced it is true factors because large advertising spend thousands of Rupes for

advertising in a week. In one study it is found that advertising cost 6% of sales. It means that consumers will hare to pay higher prices of the advertised the cost of advertisement cannot become burden on the consumers thus the unbalanced advertising may cause certain goods to cost the consumer more than they should so it is regarded as an economic waste.

2. Misleading claims: Some advertisers cleverly create a misleading impression of their goods they present a very rosy picture of their product before the consumer with the object of increasing their sales.

3. Encourage monopoly: Advertisement restricts the competition among the product. Big industrialist and manufacturers may exercise their monopolistic control over the market with the help of advertisement techniques which is always against the public interest.

4. High price: It is undoubtedly true that effective advertising increase the sales volume this increased sale will require more products thus large scale production brings down the cost of goods per units due to economics various sector which reduces the consumers selling prices but the producers do not lower the price and the burden of advertising remains on the shoulders of the consumers.

5. Disconnection of business: small firms cannot properly advertise their product due to limited resources but on the other side entire market is controlled over by great advertisers it becomes impossible for small firm to continue their business in the business field so small firm disappear from the market.

6. Influence purchasing power: advertising goods are generally available in the market at high price which influences the purchasing power of the consumers so some people use foul means to increase their income for purpose of meeting their necessities of life. Thus unnecessary advertising creates the corruption in the society.

7. Misuse of Advertising: Some beautiful switch lights hoardings, posters and moving picture are fixed generally in front of some important road for places which have been harmed by the misuse of advertising glaring red neon lights have actually been hazards at certain cross roads.

8. Creating Unrequited Desire: Another objection is that advertising influences the mind of public it crates the desire and taste for new products which are not actually necessities of life and income of consumers will not let them enjoy. Advertising may thus be regarded as the cause of unrequited desire which may result in unhappiness.

9. Promotion of Social Evil: Some firms present immoral program and features and crime stories in television and Radio for advertising their products which have a very bad influence upon new generation so advertising result in creating social evils in the society and wasting of Economy.

10. Buying Problems: There are numerous similar types of products which are advertised in the market. But producers lay great emphasis on miner difference in the formula of technique of advertised goods for example there are many brands of advertised sharing creams which performs the same function but is has become impossible for the average buyer to judged with any certainly the quality of the hundreds of articles

he buyer.

Consumer Purchasing Behavior

Consumer purchasing behavior is about how individuals, groups, and organizations to select,purchase, use and disposal of products, services, ideas, or experiences to meet the consumers’ demand (Shih, Yu, & Tseng, 2015). It is a study of ways of buying and disposing of goods etc. to satisfy their needs and wants (Dudovskiy, 2013). Consumer is someone can either be an individual or an organization who is the end user of the goods or the services whichever available in the market. A consumer has the right and the power to make the decision about purchasing goods or services and this action or plan of making the purchase is called consumer behavior. There are four main factors that influence consumer purchases, which are personal, cultural, social, and psychological (Educba, 2016). Firstly, personal factors such as age, occupation, income, and lifestyle are actually will affect consumer behavior. It is obvious that people buy different products at their different stages of life cycle as singles, married couples, unmarried couples, or senior citizen. Consumer preference will change with the change of age and the life cycle as time goes by (Khaniwale, 2015). Next, the occupation of the individual also influences the individual’s buying behavior. The buying considerations and decisions are different according to their profession and role in the society (Brosekhan, Velayutham, & M.Phil, 1998). Moreover, the financial or economic situation of consumers will affect their purchase power as well because income is an importance source of purchasing power. The more the income of the person, then the more will be the expenditure on other items. As the income of the individual is higher, then the spending power of the individual increases as well. Besides that, the purchase pattern of consumers differs according to their different lifestyle. Individual who have higher spending power will pursue branded products which have appeared in various advertising channels (Zhang, 2015). Next, culture of the consumer will affect the consumer behavior when it makes purchases. A research shows that Muslim culture will purchase the product based on the advises from other’s opinion while Chinese will make purchases based on individual opinion without less consulting on other opinion (Lai, Chong, Sia, & Ooi, 2010). Third, for the social factor, different social class will have different opinion on making decision to purchase the product whereas higher social class will purchase advertised and branded products while lower social class will purchase the goods that fulfil the needs of the individual (Rani, 2014). Finally, for the psychological factors, organization should develop its social media component as consumers are part of social networks that influence their online perception and trust in a certain website through word-of-mouth (Cetină, Rădulescu, & Munthiu, 2012). It is important that advertisers have to obtain the knowledge between advertising and consumer such as how advertising affects and how consumer behavior reacts. Understanding consumer decision-making is essential for companies and advertisers in coming up with appropriate marketing strategies by following the regulation to suit their target groups (Muniady, Mamun, Permarupan, & Zainol, 2014). Yet, one of the essential problems of organizations is the knowledge of how to tackle consumers that will be used for achieving their ultimate goal of advertising (Deshwal, 2016). Therefore, based on the above explanation, there is a need to examine the influence of advertising media towards consumer purchasing behavior.

Consumer Buying Decision Process

It is vital to know the consumer buying decision process. The consumer buying decision process are the decision-making processes begin by the consumer to buy the goods or services in exchange of money in the market before, during and after the purchase of goods or services (Lumen, 2018.).It helps the seller/marketer for selling its goods or services in the market. If the marketer successful to understand the consumer behavior according to the consumer buying decision process towards the goods or services, then it may successful for selling its goods or services. The consumer buying decision process consists of five stages Problem recognition, Information search, Evaluation of alternatives, Purchase decision, and post-purchase behavior. It shows that how a consumer start thinks before to buy a product. The buyer can use all five stages during decision making process towards a product. Perhaps, the buyer can also skip the one or more stages, it’s all depends on consumer mind (Kotler at el. 2017). Every human has different mind to other humans. For instance; A person buying his/her regular brand of milk every day when the need arises. So, the chances of skipping information and evaluation are more as compare to the highly involvement products. Basically, it depends on the human nature. But in case of buying a car where involvement is high. When the consumer going to buy a car, then the customer can’t skip any step out of five. (Kotler at el. 2017) This process works especially for new purchase or highly involvement of consumer purchase. Some companies focus on understand the consumer experience in learning, choosing, using and disposing of the product. (Kotler & Keller 2016).

Consumer Need Recognition

It is the first stage of consumer buying decision process. It is also known as “Problem recognition”. It starts with the basic need like air, water, food and shelter. It may also start with a step ahead of basic need (Kotler & Keller 2016, p. 195; Kotler at el. 2017). The company should understand the consumer need and focus on to satisfy it (Shama, 2012). In the need recognition, the companies can find out the need of the consumer and creates marketing strategies (Kotler & Keller 2016; Kotler at el. 2017). For instance; a person is hungry then the food is its desire, but a good food may satisfy it. So, the company should focus on to satisfy the need of consumer. After this stage, the next stage is information search.

Information Search 

It is the second stage of consumer decision-making process. When a consumer goes to the market for buying goods or services then consumer recall his/her thinking towards the product, if the pastexperience positive or good and consumer satisfied then consumer buy that product and search of information end itself. But the past-experience negative or not good then the consumer begins the information of search of that product. The consumer also searches the information of the product when he/she want to try new product (Clow& Baack 2016, p.76). The consumer begins search about the product in this stage through several sources. The Kotler stated that “Consumer can obtain information from any of several sources. These include personal sources (family, friends, neighbours, acquaintances), commercial sources (advertising, sales people, dealer and manufacturer, web and mobile sites, packaging, displays), public sources (mass media, consumer rating organization, social media, online searchers and peer reviews) and experimental sources (examining and using the product)” (Kotler at el. 2017, p. 156.). For instance; if a person wants to buy a smartphone then the person gives more attention to the smartphone ads, he can get the input from family or friends and he also gets the information regularly regarding the smartphone.

Evaluation Of Alternatives

This is the third stage of consumer buying decisionmaking process. It comes after the information search which is the second stage of buying decision-making process. When a consumer collects the information of a product or a brand then the consumer ranks the product or brand and then next step is evaluate it. For ex; a consumer wants to buy a car then he/she will collect information about the car brand after collecting the prefer brand, he/she will evaluate from the alternative brands. It is difficult to understand the consumer behavior, but the marketers focus on some step such as firstconsumer want to fulfill it needs & wants and second- consumer want to more benefit from the selective brand. (Kotler & Keller 2016, p. 197). If the companies understand the evaluation process of consumer then the companies can take the benefit from the consumer evaluation of alternatives process.

Purchase Decision 

This is the fourth stage of consumer buying decision-making process. The consumer has decided to buy a product after collecting information from several sources, evaluate it and decided for the where to purchase and what to purchase. Consumer purchase the brand or product which he/she gives the highest rank in the evaluation stage. The purchase decision also influenced by the surrounding environment.

Post-Purchase Decision 

The post-purchase decision is the fifth and last stage of consumer buying decision-making process. The companies work doesn’t stop if the customer buys a product. The companies should know the behaviour or view of the consumer towards the products. After the use of the product, the customer might be satisfied or dissatisfied. If the consumer satisfied, then the chances of retention are more of the same product and satisfied consumer can also influence the other people to buy the product. The chances of increasing the loyalty of consumer towards the product are maximum and if the consumer become loyal towards the product then the chances of retention of product are maximum by the satisfied consumer. If the consumer retains the product then the sales of the product increases, if the sales of the product increase then the overall aim of the company getting profit will achieve. If the consumer is not satisfied or dissatisfied by the product of the company, then the problem arises. A consumer can be dissatisfied for number of reasons. The consumer can dissatisfy, if the company promise something and didn’t deliver that then the consumer can be dissatisfied. For instance; a car company promise to the customer for free services but at the time of the services company denied then the dissatisfaction increase. It is only a single example.

The concept of satisfied or dissatisfied consumer is all about the consumer expectation and consumer perceived. If the consumer expectation meets the product which he/she perceived, then consumer may satisfy. If the consumer expectation does not meet the product which he/she perceived, then consumer will dissatisfy. (Kotler at el. 2017).

Concept Of Brand 

According to the American Marketing Association’s (AMA) brand is defined as a” name, term, sign, symbol or design, or a combination of them intended to signify the goods or services of one seller or group of sellers and to differentiate them from those of competitors”. Within this view, Keller(2003) referred that whenever a marketer creates a new name, logo, or symbol for a new product, this means a brand is created. In the book” Theoretical of branding” Kotler specifies that brands add dimension to products and thereby enable differentiation/distinction from other products that are designed to satisfy the same need. Brand attribute comprises functional and emotional association to which assigned by its consumer. For that reason brand attribute can be either negative or positive and can have different degrees of relevance and importance to different customer segments, markets and cultures (Brand glossary ).

Branding strategies Brand extension: 

The product line extension, or brand extension is taking a product with a well developed brand image and using that brand name for a new product either the same product category or different product category. (Gitman, Laurence J;Mc Daniel,C, 2008). By implementing this strategy, the company object is to increase its brand equity. There are three brand strategies can be identified: Family brand name (also known as umbrella branding), Individual brand name, and combination brand name (Jobber & Fahy,). Family brand name indicates the brand name is used for all products, whereas individual brand name does not identify a brand with a particular company. The combination of these two brand building strategy: the family name of the company and individual brand will facilitate capitalizing on the company reputation and allows individual brand name become distinguishable and identifiable (Jobber & Fahy,)

On the other hand, Perrey & Spillecke(2013) stated that the umbrella brand name is often the retail brand itself “umbrella brand strategy is also used as a PLB name with a supplement or descriptive attribute that explain the sub-brands”; thereby the image and value proposition of the umbrella brand is transferred to PLB products. Umbrella brand strategy is efficient tool because umbrella brand can have certain impact on product brand and vice versa. For that reason, this strategy is recommended if the corporation umbrella brand is strong and its position is relevant in the particular chosen PL product segments (Perrey & Spillecke, Retail Marketing and Branding: A Definitive Guide to Maximizing ROI, 2013). Many retailers make use of their retail brands as the umbrella brands labeled for their third and fourth generation of PLBs; and they do not compel themselves to include brand names on all PLBs, but instead using different brand for their value range. This implementation aims to protect the retail brand from any ”discount association” might evoke and effect on the retail- brand (Perrey & Spillecke, Retail Marketing and Branding: A Definitive Guide to Maximizing ROI, 2013) Considering two concepts: brand extensions and umbrella brand strategy, the writers of this study defined a PLBs of supermarkets can be considered as a brand extension or a sub-brand under the umbrella brand (master brand- corporate brand). Brand from the corporation perspectives is of great importance because it plays the integral role in marketing strategy and is considered as the most valuable tangible assets of the corporation. Brand therefore is realized to be of top most management priority. On the other hand, to the consumers, a brand manifests its impact as an identifier: it enables them to identify the source of the product (from where and what distributor or producer the product is from) and which in turn assigns legal responsibility to the product maker. Hence, the brand, in other word provides a promise or bond between the buyers and the makers of the products (O'Cass, Aron;Grace, Debra, 2003). Moreover, consumers receive direct benefits from brands, both in term of economic and symbolic value. It is because brand signals the quality of product, engender or increase consumer trust, and reduce their perceived risk as well as time and effort put into switching/searching costs. In the following sections, different dimensions of brand are discussed which are found to be relevant for the study of PLBs:

Brand Awareness 

Brand awareness is one important component of brand equity which is sometime under evaluated ( (Aaker, 1996). Consumer awareness of the brand refers to the ability to recall, recognize the brand in various situation and link to the brand name, logo, jingles and so on to certain associations in memory ("Brand"). Not only brand awareness is of the main factors to create brand value but also it is a key element influences consumer perceptions and attitudes. To some extent, products that have high level of awareness are likely to result in higher sales because without awareness no communication or transaction will be occurred. In addition, awareness creates a great association in consumer memories. Thereby the level of awareness can be measured by the consumer ability to recall the brand in their mind. A way to examine consumer brand awareness with respect to recognition is to ask “Have you ever heard about brand X?”. (Aaker, 1996)This method reflects the level at which brand is represented in consumer mind and it is suitable to evaluate consumer recognition of the PLBs in this study.

Satisfaction & Dissatisfaction 

Satisfaction is defined as an emotional state that occurs in response to the evaluation (Cadotte et al. , 1987 ) cited in (Tam, 2008). Another definition of satisfaction is “a judgment that a product or service feature, or the product or service itself, provided (or is providing) a pleasurable level of consumption related fulfillment” Oliver (1997) cited in (Voorhees, James J. Zboja and Clay M., 2006). Satisfaction is important in creating desirable consumer outcomes for manufacturers and retailers. Hence, it is necessary to measure satisfaction. Aaker(1996) pointed out that the way to measure satisfaction is based on the existing customers those who have experienced the product or service within a certain time frame. The focus can be on their perceived experience from the last use or their point of view from the whole experience. Simply, it is about to figure out the post purchase attitudes by asking such questions like “Are you/or Do you feel satisfy/dissatisfy/or delight with the product you buy during the last use of experience? “We believe that this type of question appears to be suitable for the purpose of this study in evaluating the degree of satisfaction post-consumption. It is believed that satisfaction - consequence of positive attitude of post consumption evaluative judgment, which might have relations with the aspects of perceived quality, perceived price and economic situation. (For example, a person feel satisfy for the product purchased if they think that products were bought is good deal, others might have satisfaction only if price and quality are considered worth it on what they pay for). Conversely, dissatisfaction concept contradicts to satisfaction and it is a negative outcome result from last experiences. Satisfaction/ dissatisfaction can be considered as pre-purchase measurement and a key factor that affect the behavior of repurchase intention. Satisfaction can be accumulated from the loyal buyers. Consumer is more likely to make repeat purchase only if they derive an acceptable minimum level of satisfaction from the last purchases. Satisfied consumers are more likely to share their experiences with others, generate positive effect towards purchase intention. One example can be “word of mouth advertising”. Similarly, dissatisfied consumers are more likely to complain or switch brands, engaging in negative WOM.

Attitude 
Attitude is considered as key concept on consumer behavior that was defined as set of beliefs, experience and feelings forming a predisposition to act in a given direction (Chandon Jean-Louis, 2011) . Attitude in other research is defined as “the consumer total evaluation of the product” (Rao, 2010) . Fishbein and Ajzen cited by (Chandon Jean-Louis, 2011) denoted that attitude has an influence on purchase intention and consumer behavior because it has basic psychological function. Attitude is expressed by the evaluation of a product/brand in two directions which is favorable or unfavorable. Attitude towards PLBs is defined as a predisposition to respond in a favorable or unfavorable manner due to product evaluation, purchase evaluations, and or self-evaluation associated with private label grocery products(Burton, 1998) cited by (Chandon Jean-Louis, 2011). Consider this definition, the writer of this thesis believed that attitude towards PLBs has a positive and a negative influence on consumers depends on the past experience (Gigi). Consumers those who prone to PLBs are focus on minimizing cost disregards of other factors, being low price are a key factor to perceive a positive attitude towards PLBs. In recent years private labels are growing in the retailing industries and consumers are increasing and start to concern about the quality. For this reason several researcher mentions the balancing of price and quality has a relation for creating consumers positive attitude. Furthermore, if satisfaction from the last purchase is derived, consumers will frequently shop the product and become familiar with it. Once familiarity is archived, the perception of risk reduces; consequently, positive attitude towards PLBs is generated. Consumers who have a positive attitude towards the brand have a positive impact on PLBs products. A positive attitude towards the private label leads to purchase intention, that is the more favorable the consumers are towards the brand the more it has impact on purchasing power (Anas Hidayat ,Ayu Hema Ajeng Diwasasri, 2013).Therefore it is important to mention that attitudes are formed not only as a result of prior direct experience with the products, but also attitude are formed and be influenced by extrinsic factors such as WOM or from other sources such as advertising. Many consumer researchers make use of the model of Multi Attribute Attitude Model by Fishbein; in which three models are included: Attitude toward –object model, Attitude toward behavioral model and the theory of Reasoned Action. It is considered necessary to discuss two types of attitudes in this study which are attitude toward object model and attitude toward behavioral model:  Attitude toward object model measures consumer’s attitude toward a service, product, and price or towards an organization such as brand.  Attitude toward behavior model, on the other hand, measures the consumer’s attitude toward behaving in accordance to the object rather than attitude toward the object itself. That is a consumer might have a positive attitude toward the brand but a negative attitude towards purchasing expensive product (Schiffman & Kanuk 2004). ” Attitude behavior is a function of how strongly individual believes that the action will lead to specific outcome (either favorable or unfavorable)” (rainbowlink, 2011).These behaviors are learned and developed through experience (Kumar, 2009). Both attitude towards the object and attitude towards behavior are a predictor of behavioral intention (Zhang).

Intention 
Purchase intention is a planned behavior that a consumer willing to buy certain product (Ajzen, 1992). There is a relationship between brand image and purchase intention. Advisement is a major factor to increase brand image on consumer, for that reason some companies use different kind of advertisement stimuli to capture purchase intention. Consumers who are influenced by advertisement shift their interests to the other brand which advertises the products (Hashim & Muhammad , 2013). Moreover consumers who purchase the brand frequently resist switching to other brand. Jean-Louse (2011) mentioned that consumers intend to purchase the PLB because they think they have the right price quality relation. Consumers who are satisfied with the product will have a positive attitude towards the brand and later have impact on purchase intention. Because there is a relation between attitude and purchase intention if the consumers have a positive attitude towards the brand it will increase purchase intention and actual purchase (Byoungho & Yong, 2005)
2.2
THEORETICAL FRAMEWORK

Cultivation Theory

The key theory for this study is cultivation theory. The theory was propounded by George Gerbner and Larny Cross of the University of Pennsylvanian in 1976. The theory states that mass media (Television) is responsible for shaping or cultivating rears conception of social reality. It further explained that the information and ideas people receive on a daily basis are the foundation for their own personal outlook of life further more the theory has to do with the idea that mass media has the power to shape our perception of reality and the world around us by affecting our attitudes and certain ways of thinking. The theory assumes that the mass media (Television) is responsible for shaping or cultivating viewers conceptions of survey data from audience research (to access any influence of such images on the attitudes of viewers through the use of questionnaire) it is also through the use of mass media that Rites product advertisers are able to influence their consumer buying behavior positively.
Social Responsibility Theory

This study is anchored on the Social Responsibility Theoretical frame. Asemah (2011) observes that this theory has a wide range of applications since it covers several kinds of private print and public corporations of broadcasting, which are answerable through various kinds of democratic procedures to the society. According to Okenwa (2002, p.4). the theory focuses on the consequences of the media and the attendant activities on the society, and places demands of responsibility on the operators without undermining the importance of freedom. In the same vein, Okon (2013) notes that" mainstream Journalism, in line with international best practices, requires diligent investigation and non-evasive advocacy geared towards accuracy, objectivity and social constructionism'Xp-122). It is not in doubt that the mass media owe the society some responsibilities in packaging of contents for as noted by Schramm (1979) cited by Asemah (2013, p. 148), such responsibilities include; 

1) The media as watchmen, 

2) The mass media widen horizon, 

3) The media raise aspirations, 

4) The media can focus attention (agenda setting), 

5) Can create a climate for development, 

6) Partake in the decision process and, 

7) The media touch all facets of human existence. In corroboration, Okon (2014) posits within the context of social responsibility that" where information is power, the availability of information and accessibility to media content becomes a necessary parameter for development" (p.64). The Social Responsibility theory was therefore adopted because it stresses the importance of being socially responsible to the society generally, by adhering to extant ethical advertising practices even with the temptation of surviving in contemporary free market and competitive economy in Nigeria. This theory is very appropriate for this work because it explains the role of the mass media to further public interest even in the midst of generating revenue through ethical advertising practices as a way of sustaining the mass media.

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 effect of advertisement on consumer purchase decision in food and beverages industry, using Rite food Ikeja, Lagos  State as a case study.  Staff of marketing department of Rites food 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 Staff of marketing department of Rites food, the researcher conveniently selected 36 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 analyzed using the frequency percentage tables, which provided answers to the research questions. 

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

he 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

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 thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.1: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	17
	56.7%

	Female
	13
	43.3%

	Age
	
	

	20-25
	9
	30%

	25-30
	8
	26.7%

	31-35
	6
	20%

	36+
	7
	23.3%

	Marital Status
	
	

	Single 
	19
	63.3%

	Married
	11
	36.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	0
	0%

	BS.c
	25
	83.3%

	MS.c
	5
	16.7%

	MBA
	0
	0%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS

Question 1:  Is  there a  justification for advertisement in an organization?

Table 4.2:
respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	15
	45.45

	No
	4
	25.97

	Undecided
	11
	28.57

	Total
	30
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 45.45% of the respondents said yes, 25.97% said no. While 28.57% of the respondent were undecided .
Question 2:  What are the various form of advertisement strategies adopted by industry?

Table 4.3:  Respondent on question 3

	Options
	Yes
	No
	Total %

	Display Advertising.

	30

(100%)
	00
	30

(100%)

	Video Advertising.

	30

(100%)
	00
	30

(100%)

	Mobile Advertising

	30

(100%)
	00
	30

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 3:  What is the impact of advertisement in purchasing decision of consumers?

Table 4.4:  Respondent on question 3

	Options
	Yes
	No
	Total %

	Advertisement attract consumers attention
	30

(100%)
	00
	30

(100%)

	Advertisement arouse consumers interest
	30

(100%)
	00
	30

(100%)

	Advertisement create desire in consumers to purchase the products
	30

(100%)
	00
	30

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was on the effect of advertisement on consumer purchase decision in food and beverages industry using Rites food Lagos State as a case study. The study specifically was aimed at highlighting the justification for advertisement in an organization,  ascertain various form of advertisement strategies adopted by industry and examine the impact of advertisement in purchasing decision of consumers.  A total of 30 responses were validated from the enrolled participants where all respondent are drawn from staff of marketing department in Rites food.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

1. There is a  justification for advertisement in an organization.

2. The various forms of advertising strategies includes display advertising, video advertising and mobile advertising.

3. The impact of advertising in purchasing decision is that advertisement attract consumers attention, advertisement arouse consumers interest and advertisement create desire in consumers to purchase the products.

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

1. The manufacturers should try as much as possible to reduce the price of their product in other to accommodate all their target consumers and not to see advertising as the main reason for price increment.

2. The manufacturers of Rite food should try as much as possible to make their advert consistent in order to increase awareness and more patronage for consumers.

3. Advertising should be real and interesting so as to call and retain prospective buyers for the advertised product.

4. Also APCON are advised to see that advertiser maintain the principle guiding advertising because consumers through advertisement are deceived into buying the wrong product.

5. APCON should also see that defaulters are sanctioned accordingly without fear or favour.

6. The manufacturer should also increase media for advertising from television and radio to bill board, posters and pamphlets so that advertising message will reach many people.
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QUESTIONNAIRE

SECTION A
Gender

Male()

Female ()

Age

20-25()

25-30()

30-35()

35+ ()

Educational level

WAEC()

BSC ()

MSC ()

PHD()

Marital status

Single ()

Married()

Divorced()

Separated()

Section B
Question 1:  Is  there a  justification for advertisement in an organization?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question 2:  What are the various form of advertisement strategies adopted by industry?

	Options
	Yes
	No

	Display Advertising.

	
	

	Video Advertising.

	
	

	Mobile Advertising

	
	


Question 3:  What is the impact of advertisement in purchasing decision of consumers?

	Options
	Yes
	No

	Advertisement attract consumers attention
	
	

	Advertisement arouse consumers interest
	
	

	Advertisement create desire in consumers to purchase the products
	
	


