THE PERCEIVED CREDIBILITY OF TELEVISION COMMERCIAL CLAIMS BY CONSUMERS
ABSTRACT

This study was carried out to examine consumers believability of TV commercial claims. Specifically, the study examined if consumers believe these claims without trying the products, examined if consumers eventually try the products, determined if trial of the product lead to further brand interaction and found out if brand interaction change such believes of television claims. The study employed the survey descriptive research design. A total of 141 responses were validated from the survey. The study adopted the uses and gratification theory. From the responses obtained and analysed, the findings revealed that the most consumers believe these claims without trying the products, most consumers eventually try the products, trial of the products lead to further brand interaction. The study recommend television commercials advertising products with unspurious claims should be stopped and regulation of tv commercials should be enforced.
CHAPTER ONE

INTRODUCTION

Background Of The Study

Globally, adverts have been known to be a great source/or means of luring and convincing consumers to purchase various goods and services. Since the inception of adverts there has been an increase in brand loyalty from consumers of certain products. These adverts would either influence its audience in the purchase of these goods and services positively or negatively, which could be as a result of the claims made in the advert. However, it is not new that there will always be doubts about the authenticity of adverts in their claims about the goods and services that they advertise. This means that it is either an advert claim is true or false.
The concept of advertising refers to a form of communication used to persuade an audience (viewers, readers, and listeners) to take some actions with respect to products ideas or services.  Most commonly, the desired result is to drive consumer behavior with respect to a commercial offering. Advertising through all mediums influence audiences, but television is one of the strongest media of advertising, and due to its mass reach, it can influence not only the individual’s attitude, behavior, life style, and exposure, but also the culture of the country (Latif and Abideen, 2011).
Ayanwale, Alimi and Ayanbimpe (2005) assert that the relevance of advertising as a promotional strategy depends on its ability to influence consumers not only to purchase, but to continue to purchase and eventually develop brand loyalty. Television advertising is ideal when the advertiser intends to demonstrate the product or service; it offers great flexibility in the fact that one can combine the interaction of sight, sound and motion. These effects can be used to catch the attention of audience members and then reinforce their retention rates by repeating the message using both audio and video.
McConnell and Brue (2002) state that in order to make rational decisions, consumers need information about product characteristics and prices. Television advertising is a low cost means of providing such information. Baran (2004) adds that television commercials, by virtue of the fact that consumers could see and hear products in action, are different from advertisements in other media. Thus, the ability to demonstrate the product to do the future test leads to the unique selling proposition (USP) of television advertising.
In as much as TV adverts are said to be the most appealing because they are audio- visual, they also tend to be the most deceptive as well. As a matter of fact, the major aim of TV advertising is to bring goods to the attention of consumers. However, in a bid to achieve this, advertisers use different claims which are either true or false in their TV adverts. Deceptive and truthful advertising has generated a lot of debate and concern among scholars and consumer right groups. There have been arguments that organizations should make sufficient information available to the consumers to help in making decisions on what they really want. The Nigerian government has also made attempts to curb what it considers as deceptive advertising through the establishment of the Advertising Practitioners Council of Nigeria (APCON) and Nigeria Broadcasting Commission (NBC).
According to APCON Code, Act no 55 of 1988, Article 2 and Article 3 respectively states that,
“Advertisements shall not use visual illustrations or words or sounds that offend public decency. Advertisement shall not be obscene or offensive”.
“All advertisements shall be so framed as not to abuse the trust of consumers or exploit their lack of experience or knowledge. Relevant factors likely to affect consumers’ decisions shall be communicated in such a way and at such time that consumers can take them into account”.
According to NBC Code, Section 7.0.1, all broadcast advertisements shall be legal, decent, honest and truthful.
1.2 Dettol Antiseptic
Dettol is a leading anti-germ health and hygiene brand from the stables of Reckitt Benckiser
(Nigeria) Ltd, located in 12 Montgomery Road, Yaba, Lagos. It is endorsed by the Nigeria Medical Association. Dettol brand has recorded tremendous growth since its introduction to the Nigerian market 50 years ago. In the last five years, the brand has achieved 216 percent growth in its market share and is now present in 63 million household in Nigeria ( Ahmed, 2014 ), which means one out of every three households in Nigeria uses Dettol. The brand is present in various product forms such as wipes, trigger sprays, surface cleansers, pourable liquids, laundry sanitizer, disinfecting sprays and bar soaps.
Over the years, the advertising technique used in the promotion of the brand has been testimonial by celebrities, satisfied users, experts and expert organizations. In Nigeria presently, the brand ambassador is Nollywood actress Patience Ozokwor. The promotional campaign is centred on educating consumers on the need for protection from germs, while offering solutions to manage the problem of germs wherever and whenever they may occur. The advertisements have been focusing on the role of a mother in protecting her family from germs.
1.3 Statement of The Problem
There is no comprehensive knowledge as to whether or not the advertisers of the brand, Dettol, are actually very sincere about the product when they release new TV adverts for it. There is also no proof as to whether consumers of this brand actually believe that their adverts are actually true in relation to the product or false.
Therefore this research will check whether or not the consumers of Dettol believe the claims made by the brand’s advertisers and ascertain whether the advertisers of this brand are truly being honest to its consumers through its TV commercials or not.
1.4 Objectives of the Study

The primary objective of this study is to examine consumers believability of tv commercial claims. Other specific objectives of this study are:

To examine if consumers believe these claims without trying the products

To examine if consumers eventually try the products

To determine if trial of the product lead to further brand interaction

To find out if brand interaction change such believes of television claims

1.5 Research questions

The following research questions will be answered in this study.

Do consumers believe these claims without trying the products?

Do consumers eventually try the products?
Does trial of the product lead to further brand interaction?
Does brand interaction change such believes of television claims?
1.6 Significance of The Study

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

1.7 Scope of The Study/ Limitations of the Study

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

1.8 Definition of terms

Television Commercials: A structured and composed message on products paid for on Television with the aim of marketing, Dettol .
Consumers: people who buy and use Dettol antiseptic.
Claims: statements about a product by its advertisers in its television commercials.
Believability: the acceptance of a claim as being true or false.
CHAPTER TWO

REVIEW OF LITERATURE

2.0 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

Concept of Television

This, perhaps, is the most popular medium of mass communication. Its strength lies in the ability to transmit video and audio signals simultaneously, thereby appealing to the senses of sight and sound of its audience.

Types of Television Broadcast:

A great deal of change has taken place in the technical aspects of television. Owing to this development, several types of television systems are now available to advertisers for delivery of their messages to their target audience. These television broadcast types are discussed briefly below:

Network Televisions: Whenever a programme originates from a single source and the same programme is broadcast simultaneously by more than one station, such broadcast arrangement is known as network broadcasting. For instance, the Nigeria Television Authority which has many stations spread all over the states of the federation, and these stations can on their own originate programmes and air within their coverage areas. On the other hand, the same Television Authority can hook up with these local stations to broadcast network programs.

Cable Television: This is a model of broadcasting whereby signals are delivered to homes through the cable, usually on subscription. In Nigeria today, examples of cable television are DSTV, HITV and most new, the Daarsat.

Local Television: A local television station originates its own programme and is affiliated to a network whose programme it can broadcast on arrangement. It is an individual station, broadcasting in a limited geographical area. This may be a better medium of use by many advertisers due to its relatively lower rate than national television network especially for brands targeted for specific geographical areas. Examples are the AIT, Silverbird Television, IBC, TVC etc.

Arguments against Television

Some of the disadvantages of the Television as a medium of advertising are as follows:

a.The absolute lack of control by the Advertiser i.e. the broadcaster and the audience control the television

b.Television may sometimes be programmed to reach a general audience, in which case, selectivity of audience becomes difficult.

c.Fragmented audience due to programme content’s ability to select its audience.

d.The rapidly escalating cost of television advertisement especially rates for network presentations makes the medium expensive for advertising.

e.Television is very expensive to purchase in Nigeria, and therefore, has limited reach to customers.

2.1.1 Concept of Television Commercials

History of Television Commercials

According to Wansink, & Ray (1996), a television advertisement or commercial is a form of advertisement in which goods, services, organizations, ideas etc. are promoted through the medium of television. Most advertisements are produced by an outside advertising agency.

Advertisers spread commercials across a number of programmes reaching many more viewers. Networks now own different „spot‟ commercials for many products in the same show. A spot has to stand out and be remembered and this brought about creativity in television advertising owing to the large number of advertisements, and many products with the same quality and cost. The unique selling point and brand awareness became ever more important (Wansink, & Ray 1996).

The first television advertisement was broadcast in the United States at 14:29pm on July 1, 1941, when the Bolivia Watch Company paid $9 to New York city NBC affiliate WNBT(now WNBC) for a 20 second spot shown before a baseball game between the Brooklyn Dodgers and Philadelphia Phillies.

Television advertisements have heralded an unprecedented increase in economic activities. For some, television advertisements are always one of the best things to look out for on television because of their highly captivating, dramatic, entertaining and humorous nature. For others, this form of advertisement is nothing but an interruption of a nice quiet evening at home, especially when the viewer is seriously engrossed in a highly informative news programme (Gerpott, Rams & Schindler 2001).

However, beyond these two extremes, the advertiser must gain access to the consumer‟s mind in order to win his purchasing loyalty. This is why the advertiser capitalizes on the glamour and potency of television to reach out to a wide spectrum of consumers in order to market his wares. Gerpott, et al (2001) stated that ideally, television commercials are based on the same principle as the old-time medicine show where a medicine dealer uses banjo player and magician to attract customer‟s attention to his product and market his wares. In television commercials, the advertiser uses talents (for dramatic spectacle) and music to put the audience in good humour, so that the sponsor (manufacturer of the product) who corresponds to the medicine man will have a receptive audience when he peddles his wares.

According to Ebitu, (2012), the majority of television advertisements in Nigeria recently comprise brief advertising spots, ranging in length from a few seconds to several minutes. In the Nigerian media, advertisement of this sort has been used to sell every product imaginable over the years from household products to goods and services. The effect of television advertisements upon the viewing public has been so successful and so pervasive that it is considered impossible for a politician to wage a successful election campaign in Nigeria without the use of television advertisement.

Lager products are without doubt among the products that have been given intensive and wide advertisement coverage. The products were able to arouse attention using promotional strategies.
Television Advertising

According to McLuhan(1964), television advertisement is generally considered the most effective mass market advertising and this is reflected by the high prices television networks charge for advertising airtime during popular television events. Television advertisements appear between shows, but also interrupt the programme at intervals. This method of screening advertisement is intended to capture or grab the attention of the audience and keep the viewer focused on the television shows so that they will not want to change the channel. Instead, they will (hopefully) watch the advertisement while waiting for the next segment of the show. This is a technique of adding suspense, especially if the break occurs at a cliff hanger moment in the show.

Although television advertising has been found to have great influence on consumer behaviour, many people still deny being influenced by advertisements. However, Levis (1995) found that individuals who deny being influenced by advertisements unconsciously bought widely television advertised products. Cheskin came to the conclusion that the effectiveness of television advertisement is mostly below the threshold of consciousness, but unconsciously, we are affected by them. Krugman (1975) in support of the fact stipulated that “The public lets down its guard to the repetitive commercial use of the television medium and it easily changes its way of perceiving products and brands without thinking very much about it at the time of television exposure. Levisohn et al (1977) also mentioned in their study on television advertisement that „it has become, for example a truism to observe that the impact of an advertisement is determined by complex interactions involving the product advertised, the appeal that is made on its behalf, and the consumers.‟

Television advertisement is also affected by the extent to which it rightly addresses the motives of the prospects. These motives of behaviour are generally accepted as mainly fear, sex, anger and happiness. By doing this, the advertiser is well on his way to helping the consumer reap the benefits of 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 (Ebitu, 2012). 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). 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 (Ehikwe, 2005). 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 Ehikwe (2005), Ebitu (2012), Olayinka and Aminu (2006); and Kotler and Keller (2009) "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 

According to Ehikwe, (2005), 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).
Measuring the effectiveness of Television Advertisement

For an advert to be effective and yield positive results, the organization must clearly define its aim and objectives of advertising which means spelling out what the organization tends to achieve through advertising (Ehikwe, 2005).

Television commercials share the largest percentage of these total expenditure expended into advertising campaign in Nigeria. It is an amazing discovery that the budget allocation used in producing a 45 to 60 seconds television commercials is much more than what is used in making a full length 2-3 hours home video in Nigeria. Multinationals like Guinness, MTN, Glo (etc) go as far as South Africa to shoot some of their television commercial, paying flight fee, world class production fee, hotel accommodation for their Staff, Ad Agency Staff and Models, Model fees etc. Companies sometimes spend as much as three to forty million Naira (N3,000,000-N40,000,000) on a single 45-60 seconds television commercial (Aynabimipe, 2005).

 In determining the effectiveness of an advert, it will be a matter of how well the advertiser communicates his plans to the intended audience. This indicates that an organization should gain a better knowledge of its target audience and should also know the appropriate media to use in executing their plans.

Belch and Blech(2001) points out that method of evaluating the effects of a particular sales promotion or advertising. The first is the awareness tracking studies which counts the number of inquiries and demands gotten during the promotion or advertising while the second is the market source system which calculates a break even rate by dividing the sampling investment by the profits. The evaluation of adverts is necessary to an organization in determining how effective the advertising was and to know if they should change the advert pattern or continue with it. Baron (2004) recognized the following techniques for measuring the effectiveness of advert; Copy testing involves measuring the effectiveness of adverts by showing them to the sample or a collection of people considered being representatives of the target market. Forced exposure is the second technique, this type is mostly used for television adverts where advertisers bring consumers to the theater where they watch a television program and at the end of the show or programme a new advert will be shown. Recognition test, this technique is used after releasing the advert to the general public. Here people that have seen the adverts are asked in person or by phone whether they remember seeing that specific advert. Finally, recall test where consumers are asked again in person or by phone the advert they most easily remember. Aynabimipe, (2005) accepted that this technique is an effective one. But all these research techniques lacked the ability to demonstrate the influence advert messages on consumer patronage to know whether the advert has helped promote the sales and services of the products or not. So evaluating advertising effectiveness can easily be done by measuring the sales especially when the advert is intended to arouse immediate interest on a product or service and this is exactly what this research work is all about.
Advantages of Television Advertisements

Products can be successfully demonstrated to the understanding of the receiver. 
The deaf can see and probably understand television advertisements.

It can reach both literate and illiterate people

It can be timed. Most of them are featured in the evenings.   

It can easily arrest the attention of the receiver.
Concept of Consumers
A consumer is the final user of a product. It consists of all individuals, groups or households buying products for personal consumption: Nwaizugbo (2004).

Kotler & Armstrong (2008) defines consumer market as a combination of all individuals and households who buy or acquire goods and services for personal consumption.

Engel, Kollat & Blackwell (1982) define consumer behavior as those activities directly involved in obtaining, consuming and disposing of products and services, including the decision processes that precede and determine those acts.

In the entire business world, the consumer is the king, as every marketing effort is geared towards consumer satisfaction. As competition is taking a lead in the business environment, the issue of how best a business organization can satisfactorily meet the needs of the consumers of its product is a very serious matter. This issue is at the heart of business survival. This is not just because consumers represent part of the society but more, because the extent to which a consumer is satisfied with a particular product or service, largely determines the competitive advantage that company has over others. A consumer is likened to the biblical Samaritan woman who after being satisfied with the words of Christ, went into Town announcing that she had found the Messiah because He told her all about herself. So it is with a consumer and a product; once a consumer gains satisfaction in a product, that he would introduce not less than five other consumers within a space of time is very certain.

On the other hand, the perception of a consumer towards a particular product is of great concern to the marketer of the product (Nwaizugbo 2004).

Factors Influencing Consumer Behaviour
As adapted from Nwaizugbo (2004), the factors influencing consumer behavior are summarized as follows:

Individual Factors: which include Demography, Perception, Motivation, Learning, Belief and attitudes, Psychographics and values, personality and Self concept.

Social Factors: these comprise cultural influences, social class influences, and family influences.

Situational factors: which could be viewed in the following ways:

I.Intensity of the response behavior: Certain objectives or motives may propel a consumer to buy products. Whereas some consumers buy for immediate use or future consumption, others buy to give out. In any case, these buying decision behaviors may be termed: Routine response behavior, Limited problem solving or Extensive problem solving. In the first case, the consumer is very familiar with all it takes to make a decision and quickly does that without wasting time. In the case of limited problem solving, the consumer may require further information before deciding to buy especially a new product. Products that are occasionally purchased such as specialty goods follow this process (Nwaizugbo 2004). Finally, in extensive problem solving, the consumer must follow the entire buying decision process.

Some purchases may also be planned, routine, impulse or emergency.

Previous experience, interest, perceived risk of negative consequences, situation and social visibility may also influence consumer purchase behavior.

Buying Habits of Consumers

Burnet (1989, p.12) opined that the process consumers go through in making a purchase varies considerably between low-involvement and high-involvement situations. Product decisions that serve high personal relevance and contain a high perceived risk are called high-involvement purchase, and they necessitate complex decision making. Products at the opposite end of the relevance/risk continuum are low involvement purchases that requires simple decision making. Simple decision making requires very little information and virtually no evaluation. These stages of decision include;

Need recognition  

Information search

Outlet selection and purchase decision 

Post purchase evaluation

Need Recognition: This first stage occurs when the consumer recognizes a need for a product. This can vary in terms of post purchase dissonance by restating the feature and confirming the popularity of the brand or product.

  Information Search: This search can be casual, such as reading ads that will happen to catch one‟s attention. Such as searching for information in a publication. Advertising helps the search process by providing information in the advertisement itself.

   Outlet Selection and Purchase Decision: The fourth and fifth stage deals with the choice of an outlet and the actual purchase considering variables that affect purchase.

   Post Purchase Evaluation: This last stage deals with reconsidering or justifying one‟s purchase. This determines whether one will purchase or return it to the store.

Many consumers continue to read information even after the purchase in order to justify their decisions to themselves. Advertising helps reduce post purchase dissonance by restating the feature and confirming the popularity of the brand or product. Buying habits can be formed on basis of the brand preference which means that a consumer regards a particular brand favourably, but will not mind a substitute when the required product is not available.

Consumer preference in a particular product which does not disappoint him brings about a certain kind of attitude in the consumer. By using the product brand often, he tends to get used to it and also believe in the brand. When a consumer gets to this stage, it is known as brand loyalty. Those who have loyalty may do it for the following reasons:

Brand Quality Difference

Difference in Price

Social Class or Standard

Location of Brand

Choice

Advertisement

Psychological Belief

Television Advertising and Consumer Believability

According to Ehikwe, (2005), the role television advertising in a brand customers is an important one. Television advertising whether it be on an international, national, local or direct basis is important as it can influence audience by informing or reminding them of the existing of a brand or alternatively by persuading or helping them differentiate a product or organization from others in the market. Television Advertising can reach huge audience with simple messages that present opportunities to allow receivers to understand what a product is, what its primary function is and how it relates to the other similar product. The main roles of advertising is to communicate with specific audience, bill awareness induce and engage/ (re)position brands by changing either perception or attitude. The regular use of advertising in co-operation can be important to creation and maintenance of a brand personality. Indeed advertising has a significant role to play in the development of competitive advantage. In consumer market, advertising of promotion tool.

One of television advertising’s most important functions is to publicize brands (Ehrenberg, Barnard, Kennedy, and Bloom (2002). Advertising is an efficient form of communication capable of reaching mass audiences at a relatively low cost per contact, it facilitates the introduction of new brands and increases demand for existing brands, largely by increasing consumers’ top-of-mind awareness (TOMA) for established brands in mature product categories (D’Souza and Rao 1995; Ehrenberg 1974; Miller and Berry 1998; Ehrenberg, Barnard, Kennedy, and Bloom 2002). Advertising performs modest valuable information role—both for the advertised brand and the consumer by teaching new uses for existing brands hence encouraging customers to exhibit willingness to patronise such a brand (Wansink and Ray, 1996). (Light and Morgan, 1994)also in their work agreed that effective advertising assists in influencing perceived quality and other perceptions of a product thereby leading to increased market share and greater profitability.

In the study of ( Machleit, Allen, and Madden, 1993), 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.

MacBride, et al (1981:61) 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.

Determinant Of Customer Patronage

There are variables that determines the rate at which consumers partonizes 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. Andreassen and Lindestad (1998) 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 (Nguyen & LeBlanc 2001). 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 (1988) 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 (Bitner, 1990; 1992); 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 (Crosby, Evans & Cowles, 1990). Parasuraman, Zeithaml and Berry (1988) 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. Brown and Swarty (1989) point that interaction with the service employee is the most important influence on customer service quality assessment and overall service satisfaction. Heung-Thurau (2004) 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. Heung-Thurau (2004) 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, Nikolich and Sparks (1995) 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 (Aydin & Ozer, 2005; Lau & Lee, 1999) have posited trust to be behavioural and seen form of reliance of a partner which results mainly in positive outcomes. The work of Moorman & Rust (1999) evidences support for the notion that trust is essential for relationship building. Moorman, Zaltman & Deshpand (1992) 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.
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.
2.3 EMPIRICAL REVIEW

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.



In a study conduct by Glory S.(2019) on the "influence of advertising media on consumers' patronage of GoTV and StarTimes networks in Calabar metropolis". The objectives of this study were to determine the influence of television advertising on consumers' patronage of GoTV and StarTimes products in Calabar metropolis and to examine the influence of newspaper advertising on consumers' patronage of GoTV and StarTimes products in Calabar metropolis. Research questions were formulated from the research objectives. Two research hypotheses were postulated and tested. The Elaboration likelihood model and social judgment theories are used in this study. Sample size of four hundred (400) consumers of GoTV and StarTimes was scientifically drawn from the population of three hundred and seventy thousand nine hundred and seven (370,907) consumers using Tare Yamane formula. Source of data was primary and questionnaire was used to collect data. The research instrument was face validated via content validity. Reliability of the research questionnaire was determined by split half technique and was tested statistically by PPCC using SPSS version 2]. Data analyses were by simple regression. The findings revealed that television advertising has significant influence on consumer patronage of GoTV and StarTimes networks in Calabar metropolis. The study recommended that GoTV and StarTimes networks should adapt television advertisement in local dialects in Calabar.


Emeka, C. (2011), conducted a study on MTN advertising and  consumer patronage listed various medium of advertising and the roles each play in a modern society to enhance and improve sales and services. Findings from the research  noted the rise in MTN product patronage as at 2009 from 35,000subscibers to 55,000subscibers giving credence to the fact that television adverts has a great role to play in promotion of sales. The study also explored the importance Free samples and promotional periods as an effective sales promotional tool which helps increase by introducing a new product to the market so as to meet competition challenges. The reviewed study failed to specify its scope of study and was not based on any communication theory while the current study defines its scope to MTN company in Enugu and residents in Enugu metropolis and also based on a communication theory as its theoretical foundation.
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 examine consumers believability of tv commercial claims. Selected academic and non-academic staff in Redeemer’s University, Ede, Osun State form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

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

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

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of  academic and non-academic staff in Redeemer’s University, Ede, Osun State, the researcher conveniently selected 147 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

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

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

The responses were analysed using the frequency tables, which provided answers to the research questions. 

3.9
VALIDITY OF THE STUDY

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

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

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

DATA PRESENTATION AND ANALYSIS

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 one hundred and forty-seven (147) questionnaires were administered to respondents of which only one hundred and forty-one (141) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 141 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	69
	48.9%

	Female
	72
	51.1%

	Age
	
	

	20-30
	33
	23.4%

	31-40
	56
	39.7%

	41-49
	35
	24.8%

	50+
	17
	12.1%

	Marital Status
	
	

	Single 
	50
	35.4%

	Married
	81
	57.4%

	Separated
	3
	2.1%

	Widowed
	7
	4.9%

	Education Level
	
	

	WAEC
	
	0%

	BS.c
	79
	56.0%

	MS.c
	62
	44.0%

	MBA
	0
	0%


Source: Field Survey, 2021

Question 1: Do consumers believe these claims without trying the products?
Table 4.3:  Respondent on if consumers believe claims without trying the products
	Options
	Frequency
	Percentage

	Yes 
	89
	63.1

	No 
	42
	20.7

	Undecided 
	10
	7

	Total
	141
	100


Field Survey, 2021

From the responses derived,  63.1% of the respondents said yes, 20.7%  of the respondents said no, while the remaining 7% of the respondents said were undecided.

Question 2: Do consumers eventually try the products?
Table 4.4:  Respondent on if consumers eventually try the products.
	Options
	Frequency
	Percentage

	Yes 
	79
	56.0

	No 
	42
	29.7

	Undecided 
	20
	14.1

	Total
	141
	100


Field Survey, 2021
From the responses derived,  56% of the respondents said yes, 29.7%  of the respondents said no, while the remaining 14.1% of the respondents said were undecided.

Question 3: Does trial of the product lead to further brand interaction?
Table 4.5:  Respondent on if trial of the product lead to further brand interaction.
	Options
	Frequency
	Percentage

	Yes 
	98
	69.5

	No 
	38
	26.9

	Undecided 
	5
	3.5

	Total
	141
	100


Field Survey, 2021

From the responses derived,  69.5% of the respondents said yes, 26.9%  of the respondents said no, while the remaining 3.5% of the respondents said were undecided.

Question 4: Does brand interaction change such believes of television claims?
Table 4.6:  Respondent on if brand interaction change such believes of television claims
	Options
	Frequency
	Percentage

	Yes 
	89
	63.1

	No 
	42
	20.7

	Undecided 
	10
	7

	Total
	141
	100


Field Survey, 2021

From the responses derived,  63.1% of the respondents said yes, 20.7%  of the respondents said no, while the remaining 7% of the respondents said were undecided.

CHAPTER FIVE

SUMMARY CONCLUSION AND RECOMMENDATION

5.1 SUMMARY


This chapter of the study is set aside to determine summarized the descriptive analysis done in the precious chapters. It also gives the conclusion and makes some recommendation.


In the summary the purpose of this study was to examine consumers believability of tv commercial claims. Specifically the study focused on examining if consumers believe these claims without trying the products, examining if consumers eventually try the products, determining if trial of the product lead to further brand interaction and, finding out if brand interaction change such believes of television claims.

In order to carry out this study research questions formulated to guard the investigation. A total of 147 students of Obafemi Awolowo University were randomly selected as enrolled participants for the survey. The study was anchored on uses and gratification theory.
5.2 CONCLUSION


In the conclusion the study is beyond doubt and abundantly clear that television commercials have been around for a long time and these commercials have affected consumers buying powers and interaction with brands. From results obtained and analyzed, the study reveals that: 

Most consumers believe these claims without trying the products.

Most consumers eventually try the products.
Trial of the products lead to further brand interaction 

5.3 RECOMMENDATION


Recommendation on the basis of findings. The researcher made the following recommendation with the belief that when studied and applied, would help to increase the standard already at hand. The researcher recommends that:

Television commercials advertising products with unspurious claims should be stopped.
Regulation of tv commercials should be enforced.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(s) ON A QUESTION OF YOUR CHOICE

SECTION A

PERSONAL INFORMATION

Gender

Male

[  ]

Female

[  ]

Age

20-30

[  ]

31-49

[  ]

41-49

[  ]

50+

[  ]

Marital Status

Single

[  ]

Married
[  ]

Divorced
[  ]

Widowed
[  ]

Question 1: Do consumers believe these claims without trying the products?
	Options
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


Question 2: Do consumers eventually try the products?
	Options
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


Question 3: Does trial of the product lead to further brand interaction?
	Options
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


Question 4: Does brand interaction change such believes of television claims?
	Options
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


