THE SOCIAL EFFECT OF ADVERTISING ON THE NIGERIAN STUDENTS

ABSTRACT

Advertisements affect our daily lives and as technology and the practice of marketing has developed over the course of history, we have become exposed to greater amounts of product and service campaigns. The purpose of advertisements is to educate the consumer with the goal of ultimately selling the product, and many companies and organizations would not be able to survive without the use of advertisements. Ultimately, it is a necessity for a business to prosper in a competitive market, but there are possible side-effects for the consumer that are beyond the intentions to buy. 

The purpose of this thesis is to explore the effects advertisements play on the college student in particular. Different static/multimedia advertisements have been shown to various college students ranging in gender and background to discover the comprehensive ramifications of specific promotions to study the moral and ethical impact that advertisements play on students moral intent. An analysis and conclusion will be given, along with ideas for possible future studies. Recommendations will also be stated for marketers to be morally responsible for the advertisements they portray so the audience is not effected in a way that can lead to unwanted consequences. 

Ultimately, the results did not support the original hypotheses, leading to thought provoking questions concerning our current marketing practices and the effectiveness of static and multimedia advertisements on college students. Future studies need to take place to reveal advertisements influencing the audience at hand.

CHAPTER ONE

INTRODUCTION

1.1 Background To The Study

Advertisements are part of our social environment in the 21st century, and can be seen throughout any industrialized country. The average American is exposed to as many as 5,000 advertisements a day, stated by Jay Walker-Smith, and nearly 10,000,000 in their lifetime (Anderson & Palma, 2010). Ranging from print advertisements to commercials, consumers are bombarded with companies compelling them to purchase a product or service, and if the process of marketing and advertisements is not used in an ethical manner, disastrous results can occur; as such, the advertisements that are part of this environment can alter and potentially damage the audience to which they are being exposed (Gulas, 2000). For instance, certain advertisements can be seen as encouraging selfish, materialistic, and wicked desires (Pollay, 1986). Some have even argued that advertisements compete with prominent spiritual teachings of love, kindness, and goodness (Pollay, 1986).

Not all marketing advertisements are as damaging as others, but some can have long-term effects (Martin, 1993). It is important to note that negatively charged advertisements not only bring upon a change in the mental thinking of a subject, but also influence the actions of that subject (Capella, 2010).

1.2 Statement Of Problem 

Advertising, like other promotional techniques, informs, persuades and reminds. It can change consumer’s beliefs, attitudes, images, and behaviour. But for advertising to be effective on national level, enormous expenditures are required.

Successful advertisements do not merely entertain, try to persuade the audience to buy, this is where the problem lies. People tend to have the notion that this persuasive quality of advertising has social effect on its audience, especially on students because they are still within the age of being influenced by the media. Hence, the essence of this study is to take a critical look into the social effects on Nigeria students having OSPOLY students as the population.

1.3 Research Questions 

In a bid to research into the social effect of advertising on Nigerian students, the following research question would be asked.

i. To what extent has advertising impact positively on Nigerian students?

ii. Does advertising distort reality in Nigerian students?

iii. To what extent does the exposure of advertising causes anti-social behaviour.

iv. How has advertising by exposing Nigerian student to model product and services improved their life style?

v. To What extent can advertising influence on Nigerian student be controlled?

1.4 Purpose Of The Study

The purpose of this study is not only toward identifying the social effect of advertising on Nigerian students, but also to find possible solution to which the bad effect could be controlled.

It also examines how advertising can be used to change negative behaviour in Nigerian students. For example, reducing materialism in students; intake of alcohol, indecent dressing/behaviour, among others.

The can as well help both the advertisers and the agency to monitor and regulate their advertisement contents.

1.5 Significance Of The Study

The importance of this work is that it will help researchers carry similar study. It will also add to the wealth of knowledge on the effect of advertising. This study will help to identify the social effect of advertising on Nigerian students. Finally it will provide the basis for state holders in planning advertising message.

Similarly, the practitioner would be exposed to the media mix that achieves better results, with respect to wielding influence on civil servants and business community with the applications of advertising tool. Marketers would benefit as the study places them in a better position to design good marketing strategy capable of influencing the consumers especially in cases where paid workers are involved The study would also benefit students and researchers towards understanding the intricacies and technicalities of directing any advert activities to civil servants and business community; it would also be of benefit to free lance readers for enrichment of general knowledge.

1.6  SCOPE OF STUDY

The OSPOLY under study was grouped as an area of study with emphasis on students in the institution.

CHAPTER TWO

REVIEW OF LITERATURE

2.1 Introduction

This chapter was centred on the review of related studies to the topic: “A STUDY ON THE SOCIAL EFFECT OF ADVERTISING ON THE NIGERIA STUDENTS”. This was arranged under the following headings:

A: Review of concept

B: Review of related Studies 

C: Theoretical Frame Work 

D: Summary

2.2 Review of Concepts

The following concepts will be reviewed:

1. Impact of advertising.

2. Anti-social behaviour.

3. Advertising and distortion of reality.

4. Advertising and Nigerian students’ improved life style.

2.2.1 Impact of Advertising

Advertising has a number of functions. Apart from promoting commercial goods, it can also be used to educate and motivate the students about non-commercial issues such as Aids, deforestation, family planning, etc. it is a powerful media that is capable of reaching to the far out masses. Nowadays, we find many adverts on the internet connecting Nigerian students with the information they require. To prevent complete commercialization of electronic media, some

countries have made it mandatory for broadcasters to air some advertisements related to consumer’s interest. These public advertisements educate students of Nigeria on a number of social and moral issues.

Still on the positive impact of advertising on Nigerian students, Eluwa (2004, P. 26) has it that advert like other promotional technique has a number of positive impacts on Nigerian students.

-It informs the student about products and services that will be of benefit to them and tells them how to get such product or services.

-It persuades the student, which is mostly achieved through persuasive adverts, which persuades the students to patronize worthwhile products and services.

-It also reminds student of things (products/services) that have been in the market for some time, for instance advert is used to remind the students of government policies such as the jingle on rebranding Nigeria. This reminder adverts (jingles) help to remind Nigerian students that they are expected to be of good behavior for Nigeria to be rated high in the outside world.

-It services as agent of change on the students in their attitudes, beliefs, images and behaviour.

-Advert tends to serve as an agent of change here as it gives the students information that leads to change in their beliefs, attitudes, etc. this makes them to become better persons and make better choices in life.

2.2.2 Anti-social behaviour.

The impact that alcohol advertisement cause on the social behaviour of students depends on the state of mind of the students and their experience for instance, student who will be easily attracted by the false claims made in advertisements. People are also arguing about the increase

in consumption of substances like alcohol and cigarettes by students after viewing the adverts, excessive advertising has become a nuisance in most cities of the world. Manufacturer’s easily make false claims about any product and influence the mind of people.

Research has shown that exposure to some adverts has triggered some anti-social behaviours among young viewers and by implication students, since majority of the students fall within the same age bracket. Here are some specific areas of concern of anti-social behaviours and exposure to advertising.

Tobacco Advertising:

Tobacco manufacturers’ spend $30 million per day ($11.2 Billion per year) on advertising and promotion. Exposure to tobacco advertising may be a bigger risk factor than having family members and peers who smoke and can even undermine the effect of strong parenting practices. Two unique and large longitudinal studies have found that approximately one third of all adolescent smoking can be attributed to Tobacco advertising and promotions. In addition, more than two studies have found that children exposed to cigarette adverts or promotions are more likely to become smokers themselves. Recent evidence has emerged that Tobacco Companies have specifically targeted teenagers as young as 13 years of age.

Alcohol Advertising:

Alcohol manufacturers spend $5.7 Billion per year on advertising and promotions. Young people typically view 2000 bear and wine commercials annually with most of the adverts concentrated in sports programming during prime time. Only one alcohol advert appears every four hours, yet in sports programming, the frequency increase to 2.4 adverts per hour. Research has found that adolescent drinkers are more likely to have been exposed to alcohol advertising given that children begin making decision about alcohol at an early age, probably during grade

school, exposure to beer commercials represent a significant risk factor. Minority children may be at particular risks.

Drug Advertising:

Research has it that “Just say No” as a message to teenagers about drugs seems to be a failure given that various drug companies now spend enormous amounts of money on prescription drug advertising. By 2000, it had risen to $2.2 Billion a year, from $844 Million in 1997. Drug companies now spend more than twice as much on marketing as they do on research and development, up to ten (10) drug companies made a total profit of $35.9 Billion in 2002 more than the other 490 companies in fortune 500 combined. Is such advertising effective? A recent survey of physicians found that 92% of patients had requested an advertised drug. In addition, children and teenagers may get the message that there is a drug available to cure all illness and heal all pains, a drug for every occasion.

2.2.3 Advertising and Distortion of Reality

This has forced many advertising practitioners into problem of defining “Deception” and “Truth”, while regulating advertising practices. It is expected that advertising must have the confidence of consumer’s if it has to perform its communication role effectively, but any advertising message that is discovered to be a misrepresentation of fact is considered deceptive. Critics of advertising define deceptiveness as false and misleading statement, as well as false impression conveyed whether intentional or unintentional.

Advertising deception takes any of these forms; false promises, incomplete descriptions, misleading comparisons, visual distortion, false testimonials and partial disclosures, Obasi (2008, P.16).

2.2.4 Advertising and Nigerian Students’ Improved Life Style

Advertisers have found their recess with teenagers. They have become very creative when it comes to marketing to this group of people. It is often noticed that advertising geared towards this demographic is often visual, interactive, incorporates catchy slogans, employ celebrities to fix the products, and is simple yet effective in its language. A typical example is the billboard adverts of Glo Communications that uses celebrities in the advertisement.

Reports have shown that youths are exposed to about 30,000 adverts per week, there is no doubt then that adverts have a great influence on Nigerian students’ improved life style. Life style here includes the following aspects; clothing, feeding, health among others. In the area of clothing, Nigerian students have improved a great deal, through advertisements on magazines our Nigerian students are going back to African fabric, which tends to be in vogue now. This is one of the greatest ways advert has helped to reduce dependency and consequently improved students’ life style. Nigerian campuses are now filled with African fabric of difference designs and styles, all thanks to advertisements on magazines, billboards, newspapers and so on.

Feeding is another area that adverts has had great achievement. This is mostly done with the use of jungles on electronic media. In spite of the fact that the students are bombarded with academic work and are prone to feeding on junk foods, research has shown that a good number of Nigerian students still manage to feed well due to the health implications of bad feeding. Still on health, students tend to be more conscious of their health related activities. Fore instance, of recent there had been frequent adverts on the electronic media about the importance of early dictation of cancer and HIV, and students now willingly go for these tests thus, improving their lives.

2.3 Review of related studies

Ebosie, C. (2009). The impact of advertising on consumer behaviour in Enugu State. B.SC project, Caritas University, Enugu State, defines advertising according to the advertising practitioner’s council of Nigeria (APCON) as “a form of communication through media about a product, service, or idea, paid for by an identified sponsor”. The study also stated according to Encyclopedia American (1981), that “advertising is any paid form of non-personal presentation and promotion of products, services or ideas by an identifiable individual or organization”. By this definition, advertising has its goals of reawakening and production of predispositions to buy the advertised product or service.

Relevantly, advertising is essentially a persuasive communication. The goals set for advertising are communication tasks to reach a defined audience to a given extent and during a given time. In general, consumers move from unawareness of the product or service to awareness and then to knowledge, liking preference, acceptance (or conviction) and then to the purchase of the product or service. The above step in persuasive communication indicates three major objectives of advertising;

a) To produce awareness and knowledge about the product or service.

b) To create liking or preference for it.

c) To stimulate thought and action about it.

In his view, Shaw (1981) maintains that, “the reason for the use of advertising in sales is to change opinion and attitude. The level of changes depends on the frequency and quality of the information”.

Momoh, O. (2011). The influence of advertising on consumer buying behavior. B.SC project, Caritas University, Enugu state. Posits that “understanding the behaviour of consumers

to the best of the goal of any successful business. In essence, it is the effective key in advertising”. The goal of advertising is to persuade the consumer to do something usually to purchase a product.

If advertising is to attract and communicate to audience in a way that they produce this desired result, advertisers must first understand their audiences. They must acquaint themselves with consumer’s way of thinking, with those factors that motivate them and with the environment in which they live.

Most scholars view advertising as having positive effect for both consumer’s and manufacturers. However, few scholars see advertising as another means employed by manufacturers in wrongfully persuading consumers to buy a particular brand of product. Achembaum (1973, P. 62), supported this view. To him, advertising is a means of building up the minds of consumers for irrational preferences for a certain brand of goods. Consumers react to advertising by doing something they might not just do on their own. This approach reveals that our emotions. Advertising recognizes this human weakness and utilizes it to appeal to the consumers.

The above reviews of related studies are relevant to the researchers’ present study, since they also look at the effects of advertising on the behaviour of consumers, which is similar to the researcher’s study that is; “impact of Gulder advertisement on the social behaviour of students of Enugu State University of Science and Technology, Enugu”.

2.4 Theoretical Framework

The social learning theory was picked by the researcher for this study, due to the nature of the study. Psychologist Albert Bandura propounded this theory in 1965. The researcher feels that the theory is most suitable for the study at hand.

Social learning theory is a perspective that states that, “social behavior is learned primarily by observing and imitating the actions of others”. An important factor of Bandura’s social learning theory is the emphasis on reciprocal determinism. This notion states that, “an individual’s behavior is influenced by the environment and characteristics of the persons. The theory postulates three necessary stages in the causal link between television violence and actual physical harm to another, thus:

According to him, attention can be drawn because it is simple, distinctive, prevalent, useful and positive. Retention, on its own believes that certain behaviours can be retained because it can be learnt without any practice or direct force. So, some behaviours we watched on television can lie dormant available for future use, as long as we remember it, from our memory. This is because human beings do not just respond to stimuli; rather they respond and interpret them.

Bandura describes motivation in this context as the rewards or punishment that can come consequently for certain behaviour. The theory also states, “People learn within a social context. It is facilitated through concepts such as modeling and observational learning. People especially children, learn from the environment and seek acceptance from society by learning through influential models.

According to the social learning theory, models are an important source for learning new behaviours and for achieving behavioural change in institutionalized settings. Social learning

theory is derived from the work of Albert Bandura, which proposed that observational learning could occur in relation to three models, which are;

a) Live model, in which an actual person is demonstrating the desired behaviour.

b) Verbal instruction, in which an individual describes the desired behaviour in detail, and instructs the participant on how to engage in the behaviour.

c) Symbolic, in which modeling occurs by means of the media, including movies, television, internet, literature, and radio. This type of modeling involves a real or fictional character demonstrating the behaviour.

In summary, Bandura’s social learning theory posits, “people learn from one another, via observation, imitation, and modeling. The theory has often been called a bridge between behaviourist and cognitive learning theories because it encompasses attention, memory, and motivation. “Most human behaviour is learned observationally through modeling: from observing others, one forms an idea of how new behaviours are performed, and on later occasions this coded information serves as a guide for action”. Bandura (1967).

Social learning theory explains human behaviour in terms of continuous reciprocal interaction between cognitive, behavioural, and environmental influences.

Bandura believed in “reciprocal determinism”, that is the world and a person’s behaviour cause each other, while behaviourism essentially states that one’s environment causes one’s behavior. Bandura, who was studying adolescent aggression, found this too simplistic, and so in addition he suggested that behavior causes environment as well. Later, Bandura soon considered personality as an interaction between three components. The environment, behavior, and one’s psychological processes (one’s ability to entertain images in minds and language). His theory added a social element, arguing that people can learn new information and behaviours by watching other peoples, known as observational learning or modeling, this type of learning can be used to explain a wide variety of behaviours. There are three core concepts at the heart of social learning theory first, is the idea that people can learn through observation. Next is the idea that internal mental states are an essential part of this process. Finally, this theory recognizes that just because something has been learned, it does not mean that it will result in a change in behaviour.

Therefore, it is appropriate to use this theory for this study. Students , from where the sampled population was drawn, and in fact, the area of study showed that they are been influenced by the advertisement on Gulder Ultimate beer.

2.5 Summary

The researcher was able to review various concepts that are similar to the research topic which is, “A STUDY ON THE SOCIAL EFFECT OF ADVERTISING ON THE NIGERIA STUDENTS.

The researcher went further to review some other related studies on advertising, which are similar and relevant to the study at hand, since they are centred on the effect advertising has on the behaviour of consumer’s.

In conclusion, the researcher decided to go for the most suitable theory for the study at hand, which is the social learning theory.

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 on  study on the social effect of advertising on the Nigeria students. Students of Osun State Polytechnic, Iree 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 OSPOLY students, the researcher conveniently selected 126 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

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

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

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

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

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

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

DATA PRESENTATION AND ANALYSIS

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

4.1
DATA PRESENTATION

Table 4.1: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	100
	100%

	Muslim
	00
	00%

	Age
	
	

	18-25
	00
	00%

	26-35
	15
	15%

	36-40
	29
	29%

	41 +
	56
	56%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021

ANSWERING RESEARCH QUESTIONS

Question 1: To what extent has advertising impact positively on Nigerian students?

Table 4.2: Respondent on question 1

	Options
	Frequency
	Percentage

	High extent
	48
	48

	No extent
	30
	30

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 48 respondents constituting 48% said High extent. 30 respondents constituting 30% said no extent. While the remain 22 respondents constituting 22% were undecided.

Question 2: Does advertising distort reality in Nigerian students?

Table 4.3: Respondent on question 2

	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.

Question 3: To what extent does the exposure of advertising causes anti-social behaviour?

Table 4.4: Respondent on question 3

	Options
	Frequency
	Percentage

	High extent
	56
	56

	No extent
	21
	21

	Undecided
	23
	23

	Total
	100
	100


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

Question 4: How has advertising by exposing Nigerian student to model product and services improved their life style?

Table 4.5: Respondent on question 4

	Options
	Frequency
	Percentage

	Highly
	61
	61

	Low
	17
	17

	Undecided
	22
	22

	Total
	100
	100


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

Question 5: To What extent can advertising influence on Nigerian student be controlled?

Table 4.6: Respondent on question 5

	Options
	Frequency
	Percentage

	High extent
	60
	60

	No extent
	20
	20

	Undecided
	20
	20

	Total
	100
	100


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

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the study on the social effect of advertising on the Nigeria students, OSPOLY  as case study. The chapter consists of summary of the study, conclusions, and recommendations.

5.2 Summary of the Study

In this study, our focus was on the study on the social effect of advertising on the Nigeria students, OSPOLY  as case study. The purpose of this study is not only toward identifying the social effect of advertising on Nigerian students, but also to find possible solution to which the bad effect could be controlled.

It also examines how advertising can be used to change negative behaviour in Nigerian students. For example, reducing materialism in students; intake of alcohol, indecent dressing/behaviour, among others.

The can as well help both the advertisers and the agency to monitor and regulate their advertisement contents.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are students of OSPOLY.
5.3 Conclusions

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

From the analysis gathered in this research, there is no doubt as to the great impact advertisement has made and is still to make in student’s lives especially in the lives of students of OSPOLY.

Again, the findings of the study indicated that advertisement had immense negative impact on the students by making them exhibit various anti-social behaviours like acting under the influence of alcohol contained in the product. Though the work brought out the positive impact of advertising on the students, it also states clearly the negative impact of advertisement on the social behaviour of students of OSPOLY.

The study did not fail to prove that whatever impact advertising causes depends on the state of mind of the students and the findings made by the researcher in her course of the study.

5.4 Recommendation

Based on the findings the researcher recommends that;

Having critically analyzed the impact of advertisement on the social behaviour of students of OSPOLY, the researcher hereby made the following recommendation. Before an advert is designed, a great depth of research should be done to find out the group of people most likely to buy and used the product being advertising, in order to direct that particular advert to them. Advertisers should be more realistic in their advertisements should be more realistic in their advertisement placement, so it would not seem as though advertising is done purposely to distort reality.

Manufacturing companies should carry out more pre-advertising and post advertising research to determine the effect of the advertisement.

The researcher also recommends that advertisers should present adverts the way they are, as an agent of choice about a product.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age 

20-30
[  ]

31-40
[  ]

41-50   [  ]
51 and above [  ]

Educational 

HND/BSC
[  ]
MASTERS
[  ]
PHD

[  ]
Marital Status

Single

[  ]
Married
[  ]
Separated
[  ]
Divorced
[  ]
Widowed
[  ]
Work Experience

1-3 years ( )

4-6 years ( )

7-9 years ( )

10yrs + ( )


Section B

Question 1: To what extent has advertising impact positively on Nigerian students?

	Options
	PLEASE TICK

	High extent
	

	No extent
	

	Undecided
	


Question 2: Does advertising distort reality in Nigerian students?

	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 3: To what extent does the exposure of advertising causes anti-social behaviour?

	Options
	PLEASE TICK

	High extent
	

	No extent
	

	Undecided
	


Question 4: How has advertising by exposing Nigerian student to model product and services improved their life style?

	Options
	PLEASE TICK

	Highly
	

	Low
	

	Undecided
	


Question 5: To What extent can advertising influence on Nigerian student be controlled?

	Options
	PLEASE TICK

	High extent
	

	No extent
	

	Undecided
	


