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Chapter One

Introduction
1.1 Background to the Study

The outcome of mass production and the presence of multiple brands on the market,
encouraging a consumer to choose a certain product offers difficulties and obst\ s for
competing businesses today. The ultimate goal of any business is to per %&ts target
audience to buy its products. Customers' attraction and requirenﬁ%ﬁvﬁllment are
considerably more complicated in this era of modern technology: th\% reating the product or

services. Because of mass production and the presence ofé\ﬁ?ple brands in the market,

encouraging a consumer to choose a certain prod@t@fﬁers difficulties and obstacles for

competing businesses today'. %

Consequently, grasping consumer beh ioQQJ s significant importance for marketers, as it
provides valuable insights into how mers decide on products and services, along with
the factors affecting their choicé)éonsumer behavior continually changes, and individuals
exhibit specific behavio@i Qrent circumstances, making behavior analysis a source of

explanations. Ad img stands out as the most impactful marketing tool, leaving a lasting

impressiorv%Q)bserver's psyche’.

Adve g through the mass media has an impact on audiences, but not as much as
television, which has a large audience and is the most powerful medium for advertising. Any
business can position their product's brand by investing in promotional activities, which will
help them compete in a consumer market driven by advertising. An advertiser's major goal is
to reach out to consumers and impact their awareness, thinking, and purchasing decisions®.

Advertising has the power to influence customer behavior as well as contribute to brand
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choice. Consumer behavior should be studied in order to understand why people behave in
certain ways under certain circumstances. Also, to comprehend the factors that influence
consumer behavior, including the economic, social, and psychological components,

advertising is key.

Advertising is a marketing approach that is used to raise product awareness in the minds of

consumers so that they can make a purchasing choice. Marketers use mass corq@ibc‘:ation

tactics such as advertising, sales promotion, and public relations. Aci\%%n the mass

media has an impact on audiences, but television has the broadest reach and is the most
. \a |

powerful medium for advertising. Advertising has the power %qu ct people's attitudes,

lifestyles, and, in the long term, the culture of a country®, QQ)

The way businesses and organizations connect v@ustomers through advertisements has
evolved over time, thanks to a variety of e : %lch as the printing press, radio, television,
and social media. As a result of the growth of communication technologies, businesses are
not hesitant to invest in adver's%&h‘k to reach their objectives. Advertising is now more
adaptable than it has ever b, . Reople are exposed to advertisements at all times and places,
whether they like itc)@%d sometimes without even realizing it. The impact of the digital
revolution on t‘r@dyertising industry has significantly altered the reach and accessibility of
social mediaNmaterial to a wider audience’. One of the initial criterions for creating an
advent was entertainment. Consumer attention is gained through the use of
entertainment. Instead of an uninteresting ad, there's a good chance that an exciting and fun
ad will be remembered by clients. As a result, they are frequently the same and entertain the
viewers, increasing the efficiency of advertising. That is why a lot of businesses spend a lot

of money on humorous commercials®.



The impact of advertising on brands shifts regularly in people's minds. In the mind of the
consumer, brand memories are made up of connections associated to the brand name.
Consideration, assessment, and final purchase are all influenced by brand cognition. A
multiple of imaginary characters dance around situations varying from sensual to playful and
from threatening to mundane. A key premise is that images are not merely analogues to
visual perception but symbolic artifacts constructed from the conventions of a wcular
culture®®. Therefore, social imaging have certain capabilities and chara.cte Q:g% that are
capable of represent concepts, abstractions, actions, metaphors suc@t changes the

interest of consumers towards the purchase of fast moving goodsloﬁi&'\

N\

Every human thought, feeling, or action is referred to as Q& behavior'2. This means that
every idea, purpose, sensation, and decision mw@b daily basis is considered human
behavior!®. Consumer behavior has been char ized as the study of human behavior in a
consumer role in previous studies, which @ a relationship between human behavior and
consumer behavior. Consumer beh fers to specific sorts of human behaviours, such as

those involving the purchase of%&s and services from marketing firms'.

'\
Advertising is imp@@lénﬂuencing dreams and assisting customers in making informed

product and con@&@r actions. The impact of advertising can reach a wider audience, and the
primary goal“ef advertising is to inform, persuade, convince, and remind customers about the
prod Qrvices”. Advertising between rival brands has been found to be fast expanding,
enhancing consumer awareness of a variety of products and services on the market.
Advertising has progressed from a regional to a global scale'®. Corporations are now hunting
for new customers outside of their own country!'’. To persuade people's perceptions about a
product, most advertisements use enticing imagery and convincing language'®. Customers are

drawn to new ideas and inventive methods, which encourage them to acquire the goods and
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remember the companies. Customers' purchase intentions are heavily influenced by
advertisements. Customers will remember the marketed goods more easily if it is advertised
with endorsements. The buyer frequently associates the brand with the celebrity and can
quickly recall the brand. Therefore, the purpose of this study is to examine the effect of
advertising messages on consumer stimulus-response of fast moving consumer goods in

Nigeria.

1.2 Statement of the Problem '\QO
In the vibrant and rapidly growing market of fast-moving cgn)s\a er goods (FMCG) in
Nigeria, advertising plays a pivotal role in shaping consumer Q‘Q}ior and preferences. The
proliferation of advertising messages across various .@iia platforms has significantly
influenced the way consumers perceive and re@ to products. However, amidst this

advertising saturation, there exists a g Q{@erstandmg the precise impact of these
a

messages on consumer stimulus-respon erns. Nigeria's FMCG market is inundated with
a myriad of advertising messages @otmg diverse products ranging from food items and
beverages to personal care ﬁ cts. Despite the omnipresence of these messages, there is a

lack of comprehensi @‘%;

consumer stimu&ssesponse mechanisms. The problem lies in the ambiguity surrounding

ch addressing how these advertisements specifically influence

which elements  of advertising messages, such as source credibility, social imaging,
ente@wnt, and message appeal, have a profound effect on consumer stimulus-response
vis-a-visS consumer awareness, consumer interest, consumer conviction, and consumer action.
This knowledge gap hampers the ability of marketers and advertisers to create targeted,
effective campaigns that resonate with the diverse Nigerian consumer base. Understanding
the impact of advertising messages on consumer stimulus-response in the Nigerian FMCG

market is of paramount importance as it will provide valuable insights to marketers, enabling
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them to design culturally relevant and appealing advertisements that can enhance brand
perception and drive sales and empowers policymakers and regulatory bodies to formulate
guidelines that promote ethical advertising practices, safeguarding consumers from
potentially misleading or manipulative messages. Therefore, this study examined addressed
this gap in literature by examining the effect of advertising messages on consumer stimulus-
response of fast-moving consumer goods in Nigeria. . \(b'
1.3 Aim and Objectives of the Study ° qg)
The aim of this study is to determine the effect of advertis.ir%w@ages on consumer

stimulus-response of fast moving consumer goods in Nigeria. ,@\

I\

7

i.  ascertain the effect of source crfdi.l)\@aon consumer awareness of fast moving
consumer goods; 'e

ii. examine the extent to s (bimaging affect consumer interest of fast moving

Specifically, the objectives of the study are to:

consumer goods;
ﬁ'»
iii.  evaluate the C;%Qe tertainment on consumer conviction of fast moving consumer

goods;
Q>

v. ass{c%e influence of message appeal on consumer action of fast moving consumer

QD%S

1.4 Research Questions
Based on the research problem, the following research questions were addressed in the study:

1. how does source credibility impact consumer awareness of fast-moving consumer

goods?



to what extent does social imaging influence consumer interest in fast-moving

consumer goods?

what is the effect of entertainment on consumer conviction of fast-moving

consumer goods?

how does message appeal influence consumer actions regarding fast-moving

consumer goods?

&

The study examined the following hypotheses in their null form,;

1.5 Hypotheses @%
\‘%'\

Hol:

Ho2 .

Ho3:

Ho4 .

N

Source credibility has no significant impact on consu%@rareness of fast-moving

consumer goods. Q&

Social imaging has no significant inﬂ.u@n consumer interest in fast-moving
consumer goods. . ( )

Entertainment has no si&iﬂ)@‘ effect on consumer conviction of fast-moving

consumer goods.

'\

Message ap@ o significant influence on consumer actions regarding fast-

mozi%@xt\mer goods.

1.6 %@ance of the Study

The study is important because it provides adequate information on the contribution of

advertising messages on consumer stimulus-response of fast moving consumer goods in

Nigeria. The stakeholders that benefits from this study includes consumers, employees and

management of FMCGs, all industries, government and policy makers, academics and

researchers.



Firstly, the study contributes to the achievement of Sustainable Development Goals (SDGs),
most especially goal 3of good health and wellbeing. This is because the findings of this study
serves as a significant value to the fast moving consumer goods, thus it is beneficial in

tackling the problems of good health and wellbeing.

The model that was proposed for this study expanded the existing body of knowledge
especially within the Academia. Being a core research work focused on adv@é and

consumer stimulus-response it helped academia and researchers in areas r;éa}@é) marketing,

consumer response-stimuli and advertising. As regards the government/policy makers, the
findings of this study have the potential of unearthing the inhib'. ?lenges affecting the
consumer behaviour from the consumer’s perspectives, I@ected that when consumers
are aware of products through credibility, social i%&b\nteﬂainmem and message appeal,
then it could lead to a change of behavior, twa%ds the consumption of such fast moving
consumer goods. C)\

This study guides policy makers li '%\'/emments and regulators to introduce supportive
policies that will aid improme performance of fast moving consumer goods and
consequently boost th@‘@’z contribution to the GDP as well as solve sustainable
development goa% geria. In the same vein the findings from the study helped to link the
relationship@n the governments and the educational practitioners in general.

Furt %, findings from this study can help universities to better understand how they can
engage 1n advertising by creating initiatives that will focus on customers as well as identify

the importance of enhancing the behaviour of consumers towards consumption of these

brands.

In the area of significance to scholarly knowledge, the study has further enriched the body of

knowledge by contributing to the subject of advertising and consumer stimulus-response,
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especially in the Nigerian educational context where there is paucity of studies. In the overall,
it is expected that the constructs and knowledge from this thesis will theoretically serve as a
platform for further researches by students and academicians, in the field of advertising and

marketing management.

1.7 Scope of the Study

N

The study focuses on the effect of advertising on consumer stimulus-response of fast moving
consumer goods Nigeria. The study focused on the fast moving consumer goods, given the

importance of this sector to the future of the nation.

The geographical range of the thesis covered the FMCG ¢ atries based in Lagos, Nigeria.
The choice of these FMCG in these locations is ba% fact the Lagos is the commercial
a

hub of the country and most of the FMCGs are‘\'i ted and headquartered in Lagos, Nigeria.

The sectorial scope of this study is focuse Fast moving consumer goods sectors. This is a
sector that incorporates major am@;nd household brands sold quickly at a relatively low
cost. These brands have de&lop\ed and adapted to the changing demands of consumers over
the many decades y; r@%icing both the poor and the wealthy. This study was limited by
scope to the bes&%;qgst moving consumer goods companies in Nigeria. This includes Nestle

Nigeria PLChand Unilever Nigeria PLC.
1.8 I@aﬁon to the Study

The research was constrained by factors such as limited empirical studies on consumer
stimulus-response in fast moving consumer goods in Nigeria. Also, the scope of this study
was limited to all the consumer of household brands. There are quite a number of brands that

the study did not include.



1.9 Operational Definition of Terms

Action: This is the process in which consumers take the final step in making the purchase of

the product.

Advertising: Advertising is a form of commercial communication in which a product,
service, or concept is promoted or sold through the use of an explicitly sponsor@& non-
personal message. Q)&

0

Awareness: Consumer awareness refers to being aware of the various cogsumer production
: : L « XN

laws, redress mechanisms, and consumer rights, which include th)é;,g t to health and safety

protection from the goods and services that the consumer ‘pi@gses, the right to be informed

about the quality, price, potency, purity, and stand d@good, the right to choose the best

from a variety of others, the right to get represe:ﬁ%on if there is any grievance or suggestion,

and the right to seek redress. < \)

>

Source Credibility: This is theleyVQQ elief and trust that people have in what other people

and organizations say about@r% uct or service.

Consumer Behavi‘urgh) is is the study of buying units and exchange processes in the
acquisition, c‘ir@ﬁtion, and disposal of products, services, experiences, and ideas. This
conceEt e@h sizes purchasing units in an attempt to encompass not only individuals but also

groups Who purchase goods or services.

Consumer Stimulus-Response: This a method used in gaining an in-depth understanding
into the buying behavioral pattern of an individual consumer. It emphasizes on product, price,

place and promotion of goods and services.



Conviction: Consumer conviction value is defined as customers' genuine belief in numerous

considerations as supporters of subsequent active behaviors toward private label.

Entertainment: This is entertainment-specific marketing for entertainment-related media and
situations. Campaigns in movies and video games, as well as at events and on the social
media feeds of artists, celebrities, and influencers, are examples of this.

Influence: These are the factors that affects the attitude and beliefs of the buyin@glsions of

a consumer which makes the consumer behaves in a particular way tow. \ oduct.

. "
Message Appeal: Message appeals are used by marketers to ca@e attention of clients,

persuade them to enjoy the products or services, and encm&@grem to make a purchase.

Social Imaging: Social imaging is a technique forﬁ%w'%g and representing social behaviors.

"Imaging" refers to technologies that Visuat:'Z@ggical functions and behaviors that are not

visible from the outside. 'é'

10



10.

1.

12.

Endnotes

D., Dan-Cristian, L., Magdalena Csorba, I., Florin-Lucian, & S., Rusu. "Managing
sustainable sharing economy platforms: A stimulus—organism—response based
structural equation modelling on an emerging market."” Sustainability 15, no. 6, 2023:
5583.

P., Marcelo Lisboa, P., Martin de La Martiniére, J., Coelho Soares, C., Augusto de
Matos, & M., Hernani-Merino. "Impulse buying behaviour in omnichannel retail: an

approach through the stimulus-organism-response theory.” International Journal of
Retail & Distribution Management 51, no. 1, 2023: 39-58.

B., Kini Ranjan, K., Bolar, T.M., Rofin, S., Mukherjee, & S.,Bhdttacharjee.
"Acceptance of location-based advertising by young consumers: a stimytus-organism-
response (SOR) model perspective.” Information Systems Managemerit, 2023: 1-19.

S., Mahmud Akhter, B., Mukerji, Y.K., Dwivedi, N.P.,” Rana)\& R., Islam. "Social
media marketing: Comparative effect of advertiseihent sources.” Journal of
Retailing and Consumer Services 46, 2019: 58-69.

K., Shaojun, Z., Huang, N., Scott, Z., Zhang\ & Z., Shen. "Web advertisement
effectiveness evaluation: Attention and merhgry\"Journal of Vacation Marketing 25,
no. 1, 2019: 130-146.

S., Ramzan. "Impact of media adyertiSements on consumer behaviour.” Journal of
Creative Communications 14,"n0. 152019: 54-68.

S., Alavi, 1., Mehdinezhad, & B/, Kahshidinia. "4 trend study on the impact of social
media on advertisement ¥ International Journal of Data and Network Science, 3,
no. 3, 2019: 185-200.

C., Jun-Hwa, H-\Ting, T., Huei Cham, & M., Ali Memon. "The effect of selfie
promotion and celebrity endorsed advertisement on decision-making processes: A
model compariSon." Internet Research 29, no. 3, 2019: 552-577.

N., Maeiej, & M., Bawiec. "Experimental evaluation of advertisement-based
blgretooth low energy communication."” Sensors 20, no. 1, 2019: 107.

¥., Adrian, & A., Lay. "The universality of the portrayal of gender in television
advertisements: A review of the studies this century.” Psychology of Popular Media
Culture 8, no. 2, 2019: 109-119.

M., Jan, A., Haque, K., Abdullah, & Z., Anis. "Elements of advertisement and their
impact on buying behaviour: A study of skincare products in Malaysia.” Management
Science Letters 9, no. 10, 2019: 1519-1528.

G., Hazem Rasheed, L., Tiu Wright, & K., Kooli. "Consumer attitudes towards
Instagram advertisements in Egypt: The role of the perceived advertising value and
personalization.” Cogent Business & Management 6, no. 1, 2019: 1618431.

11



13.

14.

15.

16.

17.

18.

19.

20.

21

22

23.

H., Joanne M., J., Ciorciari, & J., Gountas. "Consumer neuroscience and

digital/social media health/social cause advertisement effectiveness.” Behavioral
Sciences 9, no. 4, 2019: 42.

S., Reha, & B., Diilek. "The impact of social media advertisement awareness on
brand awareness, brand image, brand attitude and brand loyalty: a research on
university students.” International Journal of Contemporary Economics and
Administrative Sciences 9, no. 2, 2019: 470-494.

C., Tsan-Ming, & N., Liu. "Optimal advertisement budget allocation and
coordination in luxury fashion supply chains with multiple  brand-tier
products.” Transportation Research Part E: Logistics and Transportation B{ 130,

2019: 95-107. . :
L., Brianna A., Shyanika W. Rose, Jennifer B. Unger, Helen l'%s ner, M. Justin
ley> C

Byron, L., Baezconde-Garbanati, H., Li-Ling, & T., Bo ruz. "Tobacco
advertisement liking, vulnerability factors, and tob Use among young
adults.” Nicotine and Tobacco Research 21, no. 3, 2019: %‘ 08.

R., Sannegadu, G., Raj, S., Dhuvandranand, & %ookhony—Ramphul. "Factors
influencing customers’ attitude towards S dvertisement: Evidence from
Mauritius." Studies in Business and Econon) yno. 2,2019: 141-159.

P., Redi. "Narative analysis of Perindq%”ly advertisement.” Jurnal Komunikasi:
Malaysian Journal of Communi@ S¢no. 3, 2019: 41-56.

L., Pan. "Pricing policies and dination of low-carbon supply chain considering

targeted advertisement a rbon emission reduction costs in the big data
environment." Journal 6f cléaher production 210, 2019: 343-357.

M., Hafez. "Neuro eting: a new avatar in branding and advertisement." Pac. Bus.
Rev. Int 12, no. @9 58-64.

. L., Yuanﬁa ., Chen, T., Chen, Z., Luo, C., Yuan, P., Gao, & J., Hang. "The

dvertisement boards, street and source layouts on CO dispersion and
take fraction in three-dimensional urban-like models." Building and

influenc
buiﬁ%\
E&iro ment 150, 201: 297-321.

!, Chingching. "Narrative advertisements and narrative processing." in advertising
theory, 2019, pp. 275-292.

L., Gabriele, G., Saulyté, J., Jakutavicius, E., VaiCiukynaite, L., Zailskaité-Jakste, &
R., Damasevicius. "Analysis of affective and gender factors in image comprehension
of visual advertisement.”" In Artificial Intelligence and Algorithms in Intelligent
Systems: Proceedings of 7th Computer Science On-line Conference 2018, Volume 2 7,

2019, pp. 1-11.

12



24.

25

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

A., Asma Musabah, W., Hussain, & J., Yoon Kim. "4 centralised cloud services
repository (CCSR) framework for optimal cloud service advertisement discovery from
heterogenous web portals." IEEE Access 7, 2019: 128213-128223.

. G., Hazem Rasheed, L., Tiu Wright, & K., Kooli. "Consumer attitudes towards

Instagram advertisements in Egypt: The role of the perceived advertising value and
personalization.” Cogent Business & Management 6, no. 1, 2019: 1618431.

S., Ramendra Pratap, & N., Banerjee. "Exploring the influence of celebrity worship on
brand attitude, advertisement attitude, and purchase intention.” Journal of
Promotion Management 25, no. 2, 2019: 225-251.

H.M., Joanne, J., Ciorciari, & J., Gountas. "Consumer neuroscience and digitgl/social
media health/social cause advertisement effectiveness."” Behavioral Sciences 9, no. 4,
2019: 42-55.

S., Reha, & B., Diilek. "The impact of social media advertisement awareness on
brand awareness, brand image, brand attitude and brand™~ayalty: A research on
university students." International Journal of Contemporary Economics and
Administrative Sciences 9, no. 2, 2019: 470-494.

O.F., Javier, & D., Lucia Sutil Martin. . %The emotional effectiveness of
advertisement."” Frontiers in Psychology 114 2020;2088.

K., Subodha, T., Yinliang, & L., Wen*Mhen to play your advertisement? Optimal
insertion policy of behavioral advertisement.” Information Systems Research 31, no.
2 2020: 589-606.

M., Eid, N., Nusairat, M., Alkailani, & H., Al-Ghadeer. "Internet users’ attitudes
towards social media ddvertisements: The role of advertisement design and users’
motives." Management Sciefice Letters 10, no. 10, 2020: 2361-2370.

N., Stephen, L., Brannen, A., Rose, & W., Whitaker. "Online viewers’ choices over
advertisemefit  humber and duration.” Journal of Research in Interactive
Marketing 14y#0. 2, 2020: 215-238.

M. ~Emmianuel, S., Olaleye, & D., Ukpabi. "Using Al to personalise emotionally
appealing advertisement.” Digital and Social Media Marketing: Emerging
Applications and Theoretical Development, 2020: 137-150.

C., Zhangming, Y., Zhang, X., Chen, S., Gao, Z., Zhang, D., Zhao, & R., Yan.
"Selection and generation: Learning towards multi-product advertisement post

generation.” In Proceedings of the 2020 Conference on Empirical Methods in Natural
Language Processing (EMNLP), 2020, pp. 3818-3829.

G., Dede Ansyari, P., Liza Ghazali, A., Mulia Nst, S., Abas, & M., Fadhli. "4Analyze
the relationship of brand image and advertisement towards decision to become a

customer on bank BNI Batam branch.” In Journal of Physics: Conference Series,
vol. 1477, no. 2, 2020, p. 022008.

13






Chapter Two
Literature Review

This chapter discusses the works that have been advanced by scholars in the areas of
Advertising messages and consumer stimulus response. This chapter is discussed in four
perspectives; Conceptual, theoretical and empirical reviews. Synthesis of gaps identified was

also discussed. ) ®
&
2.1 Conceptual Review . QO

The primary purpose of this section is to have a detailed understar)l\" qf the variables used
in this study, which were advertising messages and consumer s@hs—response.
Different individuals define advertising in V@ays. Advertising, in general, is a

2.1.1 Concept of Advertising
persuasive substance of mass media that i@%ﬂ argeted people to encourage them to seek
out specific goods, ideas, or services. %rtising is the function of delivering the message of
the most interesting product to&é@ is supposed to be, to the person supposed to have, at
the time supposed to b d at the least cost to individuals, profit and non-profit
organizations'. Advertis g the function of delivering the message of the most interesting

product to w. er@ supposed to be, to the person supposed to have, at the time supposed to

be, and a@e ast cost to individuals, profit and non-profit organizations?.

The primary means of communication between the manufacturer and the consumer is
advertising’. Advertisement is a subset of Promotion Mix and one of the four P's of the
Marketing Mix, which also comprises Product, Price, Place, and Promotion®. Advertising is
an element of the Promotion Strategy that aids in the creation of product awareness in the
market, which in turn influences the purchasing choice of consumers. Marketers use mass

communication tactics such as advertising, sales promotion, and public relations>.
15



Advertising is one of the four components of the marketing mix, which includes product,
price, location, and promotion. Advertising is a promotional tactic that is used to raise
product awareness in the minds of customers in order to prompt them to make a purchase
choice. Marketers use it as a means of communication’. Advertising has an impact on
people's opinions, behaviors, and lifestyles. It's one of the means via which the producer and,
by extension, the product's user communicate. To become a well-known brand, «a Wpany
must invest in its promotional efforts, particularly advertising. Advertlsmg a @&motlonal
technique is a powerful instrument for raising product awareness ﬂ% nditioning the

thinking of a potential buyer so that they can decide what to buy am@&aﬁnot to buy?.

A

Advertising is the role of getting the message of the most 1nt®§ng product to where it needs
to be, to the person who needs it, at the time it need to.@and for the least amount of money

possible. Advertising comes in different types T ¢ explained below
2.1.2 Objectives of Advertising ( \)

The goal of all advertisements is@! orm, persuade, or remind clients of the product's

existence. As a result, the co§u r will be more aware of the product, its importance, and
t

'\
what they need to kn w@ i

on a daily basis.
i. Informative Adyertising: Informative advertising is useful in the start of the product life
cycle to n@he market of the new product's existence, to describe its features, and to
expl’@%’ it works®. It provides information about the product to customers and the
industry, clarifies how it works, and provides pricing and product statistics. In a nutshell, it
should boost awareness of the product as well as the brand. There should be enough

information to urge the buyer to take action right away'°.

ii. Persuasive Advertising: Persuasive advertising is the most dominant form of advertising

in a competitive environment!!. When it comes to promoting selective demand for a single
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brand, we use it. It can then be found in the form of comparative advertisements. The goal of
this compelling marketing is to give the company a competitive edge, persuade the consumer
to buy a product, build trust in the product, and make it easier to contact the dealer. The goal
is to persuade customers to switch brands!?. Following the purchase, however, the quality and
consistency of the goods will determine whether the customer remains loyal or returns to the
Q°

iii. Recall/Remind Advertising: In the maturation of a product, reca@%ﬁ reminder

prior brand.

advertising is frequently used'?. This one's goal is to continuously reminding customers of the
brand or product's presence in their minds in order to help them h@%ﬂrelationships with it
and keep thinking about it so that it doesn't get forgotten an@aappear with the entrance of
new products on the market!*. Coca-Cola is a goodce le in this instance. Coca-Cola, in
N

fact, reminds its customers of its existence on the § t even throughout the winter.

Table 2.1 Summary of the Observe@ vertising

Informative Advertising ) Q‘;

Communicating customer value Suggesting new users for a product

Building a brand and company, image
Telling the market abo roduct

Explaining how a p@ works

Informing the market of a price change
Describing available services & support

Correcting false impressions

Persuasive dvﬂsmg
Building b erence
Encouragw sWitching to a brand

Chan
value

customer perceptions of a product

Reminder Advertising

Maintaining customer relationships

Reminding consumers that the product may
be needed in the near future

Persuading customers to purchase now
Persuading customers to receive sales call

Persuading customers to tell others about the
brand

Reminding consumers where to buy the
product

Keeping the brand in a customer’s mind
during off-seasons

Source:

“The impact of advertising on consumer behavior
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2.1.3 Purpose of Advertising

Any advertising firm is responsible for developing a campaign that meets the needs of its
customer. Because those requirements change, the goal of each campaign may also differ.
There are a few things that never change. Every advertisement must first and fot@[ grab

the audience's attention. Similarly, each must deliver information to a ‘%b@@dlence and

seeks a response from that audience!®.
. ){%'\

However, the desired emotions can vary significantly from g@dverﬁsemem to the next.
They might range from emotional responses to a wide 'r@ of behaviors. This process can
be broken down into six main pieces using a simpﬁ@%)del of advertising communication.
Of course, the advertiser is the source of t 'g{@zpnication. The communication is encoded

into a message by the agency, which is by the advertising strategy.

~AN

Y N YR 3
MESSAGE | | CHANNEL | [DECODED | |RECEIVER
—P —p MESSAGE Target

Media Interpretation Audience
, W By ) A N /

\
SOURCE ENCODE
MESSAGE

Advertiser Strateqy

f..J

Agency

FEEDBACK

Figure 2.1: Basic Linear Model of Advertising

Source:!?
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The message is delivered to the consumer through the media. The consumer becomes the
message receiver as a result of media exposure. The meaning of the advertising message is
interpreted when the customer decodes it. Finally, based on the message, the customer may or

may not take action, such as expressing feedback to the source!”.

These essential metrics are used by clients and agencies to assess the efficacy of advertising.
To begin, advertising is assessed in terms of perception: whether or not people réq&eeing
the advertisement. Advertising awareness is influenced by a variety of thing%ﬁhe type of
media used, for example, can influence the number of individuals who vi advertisement
and how many times they see it. It also relies on where the adveﬁ@?pis placed within the
media vehicle. There are creative components that can eff&c@g\y grab attention in addition
to exposure. If the precise strategies are applicable d@&get audience, the use of comedy,
a well-known celebrity, or a frightening headlin&for ample, will stimulate interest. In fact,

X\

the more relevant the message is, the mor@(s}y the target audience will listen.

Second, the advertising message is a ed in terms of learning, or whether the message is
understood by the target audience¥/Advertisers use a variety of tactics to guarantee that their
messages are understood@ '(?ommunication must elicit a meaningful reaction from the
customer in order t e%op cognitive learning. When it comes to reassuring people who are
going to in of money on an insurance policy or a new car, cognitive commercials are
quitv@e. On the other hand, associative learning is performed by frequently connecting
a brand’with a specific visual. This is a frequent advertising strategy. Consumers can learn to

identify specific brands with certain celebrities or visuals.

Finally, the advertising is judged on its persuasiveness. Consumers' opinions and attitudes
about a brand can be established, reinforced, or changed through advertising?. This is more

challenging than merely communicating information, but it is a requirement before buying.
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An advertisement that has a good impact on the consumer's attitude enhances the likelihood
that the consumer will develop a desire to acquire the brand. While purchase intent is a
measurable reaction, it has yet to be demonstrated to correspond with actual purchase for a
variety of reasons?!. A consumer may, for example, be unable to locate the brand in a local
store. In addition, something other than the advertisement, such as a friend's recommendation,
can produce intent. As a result, measuring intent isn't always a good indicator¢ef how

effective an advertisement is22. :Qp)&

Consumer behavior is the last and most commonly utilized mei’T:c “for advertising
effectiveness: whether or not people buy the product. However; @%?he advertisement is
the only source of information, this is a poor measure beése it is impossible to verify

whether the advertisement prompted the purc% omer demand for a return on
a

investment (ROI) indicator, on the other hand

commonplace. <)§
>

2.1.3 Types of Advertising Q)(b

s purchasing behavior measurements

According to previous study. twlre different types of advertising?®. They include, direct,
'\

indirect, competitive, i tive, mass advertising

i. Direct Adverti : This is about marketing products to people who actually need them. A
given type‘(%b%ct appeals to a specific group of people?®. It would be more cost-effective
and ’@%ent to identify the target demographic and market directly to them when such
things are to be advertised. If a new drug is introduced to the market, for example, it is ideal
to advertise it in medical publications, with medical practitioners recommending or

prescribing the drug to patients?32. Direct marketing to potential customers is recommended.
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ii. Indirect Advertising: Goods advertised by indirect advertising are those that are required
and used by everyone, regardless of group or category?’. One example is toothpaste, which,

no matter how it is advertised, manages to catch the attention of people®®%°.

iii. Competitive Advertising: This is a sort of advertisement that is used to promote
competing products. It is utilized to gain more customers at the expense of competitors, as the
term implies®’. Attractive graphics, vivid colors, and lovely scenarios are used t'o\%w the
commodity in a desirable shape that will appeal to customers. In competiti vertising,

careful consideration is given to the phrases chosen so as not to detract he image of the

other competitors' products?'. : \‘Q%"
iv Informative Advertising: This is the type of advergis@( informs customers about a

company's product or service. This sort of adverti%@d to raise consumer awareness of

v. Mass Advertising: This is the type ting that informs customers about a company's

a product and its benefits3?. . ‘ﬁ

brand. This sort of advertising is ty@y used to raise consumer knowledge of a product and

%w

There are a Va%%g of media that can be utilized to effectively advertise, including the

following EE

Q Outdoor Advertisement: Outdoor advertising was originally utilized by

its benefits?3.

2.1.4 Advertiseme

American advertisers in the 1850s, and it was later employed in Turkey in 1985.
Billboards, handbills, hoardings, banners, posters, wall murals, electronic boards,
and other kinds of outdoor advertising exist**. These are the things we see in our
trains and bus stations, as well as on the side walks, from nightfall to dawn. As a

result, unlike other advertising mediums such as television, radio, and print, which
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can be stored or turned off, outdoor advertising is an inevitable aspect of the
human environment??,

il. Print Advertisement: A lot of business organizations sell their brand or products
with the use of print advertisements; print advertisements give in great detail
characteristics of the organizational product that help in satisfying customers'
wants®, They went on to say that a print advertisement is one that is wed to
contact potential consumers through tangible printed and digi.tal é‘?‘& such as
newspapers, magazines, social media, and mobile advertisenf@

iil. TV Advertisement: TV commercials are the most .ef@'v% way of presenting
goods or services to millions of people. Adveggﬁlts on television have a
significant and positive impact on cons%’&%ior”. TV advertising, according

to them, is the paid and non-person&l smission of a product or idea to a

consumer through electronic I@N\O

e of the distinguishing characteristics of
television advertising is thdt it appeals to both literate and illiterate audiences,
making it the only m&apable of effectively and efficiently presenting a brand
to an audience. l&'&dvertising has an advantage over other forms of advertising
since it dllo %producer to market their product in greater detail using images
a @e”. By combining sound, action, and personality statements, a creative

6@ n can communicate and explain his thoughts or product to a large and

Q scattered dispersed audience through television advertising.

iv. Celebrity Advertisement: Celebrity advertising refers to a well-known individual
who is well-known among a large number of people and who frequently appears
in the media to speak on behalf of a product and to act as a regular user of the

roduct®. Attention and publicity can be generated through the usage of
p
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Vi.

celebrities, according to previous theory and practice. As a result, using celebrities
in today's advertising is critical because it boosts company profits*!.

Broadcast Advertisement: Broadcast advertising consists of numerous branches,
such as television, radio, and the internet, and is a very popular advertising
medium. Since their inception, television commercials have been extremely
popular*?. The cost of television advertising is frequently determined by tkrbliength
of the commercial and the broadcast time (prime time/peak hoqr). @)&f course,

Y

the popularity of the television station on which the comn@v

The radio may have lost its allure as a result of new agw{%?fa, yet it continues to

be shown.

be the preferred medium for small-scale advertisi%?dio jingles have long been

a popular advertising medium, and they % had a significant impact on
audiences, as evidenced by the fact th &y people remember and love popular

radio jingles*®. C.j\\

Covert Advertisement: C advertising is a type of advertising in which a
product or a brand i@ed in many forms of entertainment and media, such as
movies, televisieﬁ%lﬁ)ws, sports, and cinema. Although there are no commercials

in the Qe)@q ent, the brand or product is subtly (or sometimes overtly)

pér@d in the show**.

Vil. gu ogate Advertisement: Surrogate advertising is common in situations where

advertising a specific product is prohibited by law. In numerous nations,
advertisements for things that are harmful to one's health, such as cigarettes or
alcohol, are forbidden*®. As a result, these corporations must come up with a
number of different products that may have the same brand name and, so,

indirectly remind customers of the same brand's smokes or beer bottles. Fosters
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and Kingfisher, for example, are well-known beer firms that frequently use
surrogate advertising to promote their businesses*.

viii.  Public Service Advertisement: Public service advertising is a technique that
employs advertising as a means of communicating socially relevant messages
about major issues and social welfare causes such as AIDS, energy conservation,
political integrity, deforestation, illiteracy, and poverty, among othersiyDavid
Ogilvy, regarded as one of the forefathers of advertising and mar t%;&:oncepts,
is said to have advocated for the use of advertising for socia‘@. Advertising
justifies its existence when employed in the public inws&aﬁgued Ogilvy, "since
it is far too powerful a tool to use purely fo@&%ness ends." Today, non-
commercial public service advertising is .@r being employed in different

nations around the world to promote varidus'social issues*.

2.1.5 Importance of Advertising ‘ ‘\\

In the workplace, advertising is extr@ important because it is one of the primary media
strategies utilized by many ﬁrmNngage with their target audiences and clients. Marketers'
primary goal is to raise r 'gss among target audiences, therefore advertisements for a
product or service 9eated with that goal in mind. In the launch and development of a
product or Q, advertising plays a critical role. Advertising is now a requirement for
ever@@daily life, whether you are a manufacturer, a merchant, or a consumer*’. How can

one market an engaging product that solves problems without using advertisements?

People must be aware that a new product is out on the market because advertising plays such
an important role in their life. Customers will use advertisements to find the proper products
and everything they require. People can compare and purchase the things that best match

their demands after they are aware of the product's range. It aids in the growth of sales. It
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also aids producers or businesses in identifying and tracking the progress of their competitors.
Furthermore, if a company decides to present or launch a new product, advertising can
increase its exposure and persuade customers to try it. Furthermore, advertising is regarded as

a method of increasing customer loyalty and, as a result, tends to boost credibility indirectly>'.
2.1.6 Concept of Source Credibility

The persuasiveness and impact of word-of-mouth communications on the rece'. %ﬁn be
influenced by the characteristics of the information source. When the i @%?n from the
source can be trusted, the receiver regards the source as credible. Source credibility,
: ‘%:»

trustworthiness, and perceived social links between the inform@.s rce and the receiver
have all been proven to influence the perception of.tl&%}mation source in previous
studies®?. Q‘&

Source expertise is linked to source credibilﬁy@s a key technique for lowering the risk of
relying on user reviews. It can be deﬁ&d@}t extent to which the source is seen as being
capable of supplying correct info iQn°°. The source's level of knowledge is determined by
his or her experience or tr; m& Individuals utilize a variety of methods to assess a
message's author's e @\2 amount of reviews written, their substance, and the length
of time a reviewe;\hdibéen a member of the site can all be used to determine expertise®*.
Another p@r of source credibility is the sender's perceived trustworthiness; when the
sour@%stworthy, the recipient is less likely to doubt the information's reliability. If the
statement is assessed to be valid, honest, and to the point, the information source and
recommendation presented are considered trustworthy”. Individuals can openly share their
ideas and feelings about products, services, and businesses while being anonymous in the

online world. As a result, users will attempt to establish the contributors' reliability in order to
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use or reject the information given. When a customer believes that the information presented

is from a reliable source, they will consider it to be beneficial.

Demographic traits (such as gender, age, level of education, and occupation) or perceived
attributes can also contribute to social homophiles (preferences, values, beliefs) 3. Individuals
hunt for values and experiences that fit their own character and ideas in the setting of online
evaluations, for example; when a review contains this type of material and the re'ag&bhares
N\
comparable values and preferences, the perceived homophiles will be increase@%

,@

.\‘%'\

2.1.7 Concept of Social Imaging &(‘3\

"Social imaging" has been a key concept in customer's@ggs—response research since the
1950s. The social image is a mirror image of the’@ ny's personality®’. It is defined as a

collection of associations that are arranged 'h,@ﬁningful manner. Consumer interpretation,

whether emotional or logical, shapes i#%’ An effective brand image allows consumers to
recognize and distinguish the l& its competitors, increasing the likelihood that they
C

an
will purchase the brand. %'\ mpany's goods or services can obtain a stronger market

position, a longer—tecﬁ&etltive advantage, and increased market share™.

In the minds of, mers, a social imaging is described as a distinctive set of associations
that produc?es%erception about an item. It is a customer's current image toward a brand and
repr@ what the brand stands for in the customer's opinion at the time*”. The foundation of
a social imaging Consumers or customers are said to make purchasing decisions based on the
acceptance of a few little pieces of information. To help customers evaluate the goods and
services offered, it will be critical to understand what information they require and how much
they require. Current research investigates whether there will be major distinctions between

online and traditional consumer decision-making processes®. Is a customer's conviction in it,
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and a customer's perception of an offering develops into a brand image. It can be molded by
intentional positioning in accordance with the trade strategy, or it can be shaped by external

variables such as word of mouth, competitor advertising, usage reviews, and so on®!.

Consumers or customers are said to make purchasing decisions based on the acceptance of a
few little pieces of information. To help customers evaluate the goods and services offered, it
will be critical to understand what information they require and how much th'e@quire.

\

Current research investigates whether there will be major distinctions betw%bnline and

Y

traditional consumer decision-making processes>®.

2.1.8 Concept of Entertainment . QQ)

N
In Nigeria, as in other nations, advertising has b m.%ch a powerful and intrusive socio-
economic force that neither manufacture @sonsumers can ignore it%2. Advertising
infiltrates our streets, offices, Villagesf%ll omes as a means of communication, pushing
messages about various product d services, ideas, people (dead or living), and
organizations through numer&kﬁa outlets. It does so intensively and persistently that our
inherent skills to se t@detect and recall information are the only thing that rescues us
from the tyrann&ﬂt; information overload," as communication professionals have labelled

it*. Advertisifig> and Entertainment are linked together, and this term is referred to as

adve@%nt“.

The term ‘advertainment’ was established to describe how advertising and entertainment are
becoming increasingly integrated. It refers to marketing strategies that include brand
messaging into the content of entertainment items®. Brand messages can now be found in the
content of a wide range of entertainment vehicles, including television and movies, radio

shows, songs and music videos, video games, plays, and even novels.
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The degree of brand integration in the entertainment content, as depicted on the horizontal
axis below, can be used to classify advertainment. Product placement is the simplest form, in
which a brand is simply inserted to current entertainment content®®. Branded content or
branded entertainment, on the other hand, is when a brand directs the development of
entertainment content, so that the content is built around the brand. Product integration is in

the middle. This section goes over each of the types and gives examples of each®’.« (b'

TN\

Advertainment Typology

Degree of integration

A J

Entertainment

% of content

Brand Message

1 1 f

Product placement Product Integration Branded Entertainment
o
Figure 2.2 Fusing Advertisingyand Entertainment

'\
Source:%* Q®

1. Produ ;lacement: The term '"purposeful inclusion of a brand into an

‘&%ainment vehicle" is defined as "the intentional incorporation of a brand into
QQH entertainment vehicle." It exemplifies how the barriers between advertising and
entertainment are blurring®®. Placements in audiovisual media can be classified
according to their presenting mode- visual or audible. The requirement to create
realistic settings for movie or television sets justifies the visual aspect of

companies®.
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il. Product Integration: Product integration is a more thorough form of product
placement in which the product has a role in the plot of an episode. Product
incorporation is becoming more common in both scripted and reality television
shows’. Products are written directly into the plot arc of a certain episode in
scripted shows, and marketers frequently have some control over how their
product is portrayed. Product integration deals require close partnershi{&mong
the marketers and producers. Traditional TV networks are forging élgs:'& ties with
sponsors’!, ‘@

1il. Branded Entertainment: Branded entertainment, like s ﬁ%r-'@wned events in the
1950s, is a type of advertisement that allows for &%}t product participation’,
The motivating purpose behind content re. Qis the showcasing of a specific
product or brand. These sorts of advertﬁent are often funded by the advertiser
and co-created with entertain@@ucers. This sort of advertising has been
dubbed "the single most @cant messaging shift"’3. Branded entertainment is
far more intense t@duct integration in TV programming, as the brand's

involvement fre tly lasts for a full series’.
2.1.9 Concept of C@er Behaviour

Consumer @d has been extensively examined by scholars and marketers in the past and
conti be studied now’. Consumer behavior has been the subject of numerous
academics and researchers for a variety of reasons, according to scholars’®. One of the
popular viewpoints is that consumer behavior has evolved into a factor that has a direct
impact on a company's overall performance. Another viewpoint contends that understanding
consumer behavior has grown increasingly important, particularly in light of the global retail

industry's severe competition’”.
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People's actual or potential use of market products is referred to as consumer behavior. That
it is up to individuals to make decisions about how to spend their available resources on
relevant consumption. People's actual or potential use of market products is referred to as
consumer behavior. They went on to say that it is up to individuals to make decisions about

how to spend their available resources on relevant consumption’®.

CB is a process that entails issues such as purchasing, utilizing, evaluating, and dis'c@g the
products for which he expects fulfillment. The physical, psychological, ands@ehavior of
potential customers combine to form consumer behavior. This is because it (the product)

comes to his attention, which he may evaluate, use, and tell other’ &7&.

Consumer buying Behavior is defined as the mental, e.rn%@f and physical activities that
people engage in after selecting, mistreating, and @kg goods and services in order to
satisfy their wants and desires. It encompass.es)&eceiving and various consumption-related
activities of persons who participate in Qe;écchange mechanism. Consumer behavior is
defined as the study of the process @hich people or groups choose, purchase, service,
ideas, or experiences to meewerences and requirements®. Economic factors such as
income expenditure patteg%rgduct prices, price of complementary products, replacement
goods, and demand a%ity influence consumer purchasing behavior. It is also influenced
by psycho Qperceptions, attitudes, and learning. Consumer purchasing behavior is

inﬂ%@y social and cultural elements, which influence people's purchasing decisions but

also decide the type of goods they buy.
2.1.10 Steps to Consumer Need Recognition

Marketers can obtain a better understanding of their customers by understanding their buying
decision-making process. Furthermore, it might serve as a framework for them to develop
more appropriate marketing tactics for their target audiences. If marketers understand their
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customers' buying process, they'll know how people look for information before making a

purchase, what criteria can entice them to buy, and what aspects influence their purchase

choice. Customers, according to studies, go through a five-stage decision-making process

while making a purchase. This is summarized in figure 2.3

Problem Informanton Evaluation of Purchase Postpurchase
recognition search alternatives decision evaluation

Figure 2.3 Consumer Buying Decision Process ‘% h g
X R

Source:?!

S

Problem Recognition: This process begins &h@a buyer recognizes his degree of
satisfaction and how it differs from the C t one. This origin of consumer wants
is driven by two stimuli: intern, s @ which are psychological or physiological
states such as hunger, thir%'sex, and so on; and external stimuli, which are
psychological or p sio%glcal states such as hunger, thirst, sex, and so on. As
well as external uli brought on by other causes. For example, a new brand car
or the sr@)@%w from a restaurant may entice you®?.

In or%(wn Search: The quantity of pieces of information required to make a

deejsion is next considered by the aroused individual. This is dependent on how

Q urgent the need is and how closes the product or service is to hand. A strong need

and a close-by product stimulate an immediate purchase; otherwise, it leads to a
quest for information. Consumers can look for information using one of the
following methods®. Friends, relatives, acquaintances, and neighbors are
examples of personal sources. Internet searches, the news, and consumer rating

organizations are all examples of public sources. Salespeople, advertisements,
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websites, and packaging displays are all commercial sources. Handling,
examining, and using the product are all examples of practical experience. The
most useful and effective source is determined on the product and the client, yet
research has shown that personal sources have a greater impact on customers than
commercial sources®.

iil. Evaluation of Alternatives: Consumers do not use a single, strai%\ rward
strategy to evaluate different products in all purchase situatio.ns. %&onsumer
weighs different products based on available information ﬁﬂ%'}tlcular criteria
throughout the evaluation stage. The consumer will ne\‘ €et whether or not to
accept a certain product®. Q‘)&CQ\

iv. Purchase Decision: The evaluation stage :@%ncemed with determining the
performance of several brands as well aSwthie intention to purchase that brand. In
order to make a purchase decigi y Nyeusmust consider five factors: brand, dealer,
quantity, timing, and pay method. For example, if a customer requires a
bottle of soft drink@.\st choose between brands X and Y. If it's X brand,
where is he gettiﬁ%ﬁ Let's imagine the amount is merely one bottle, the timing is
in the m@i)@a d the payment method is cash®®.

v. P sté\ahase Behaviour: Following the consumer's purchase of the goods, the

QeV uation will continue to establish whether the consumer received the post-buy

Q satisfaction he desires or whether the evaluation resulted in discontent®’. As the
concept of cognitive dissonance demonstrates, it is not uncommon for a customer
to be dissatisfied after acquiring a product. This may cause a consumer to switch

to a different product®s.

2.1.11 Factors Affecting Consumer Behaviour

32



The selection, purchasing, and consumption of goods and services by consumers is referred
to as consumer behavior. Consumer behavior is affected by a number of factors. The
consumer begins by attempting to identify which commodities he would like to consume, and
then selects only those commodities that offer greater utility®®. After deciding on the
commodities, the consumer calculates how much money he has available to spend. Finally,
the consumer assesses current commodity pricing and makes a judgments o hich
commodities he should consume®’. Meanwhile, a variety of other elements Q'l%l;&} social,

cultural, personal, and psychological influences customer purchases.‘@ﬁl owing is an

explanation of these factors. . \‘%'\

1. Cultural Factors: Cultural elements such K @Sﬁ@f culture, subculture, and
socioeconomic class have a significant i Q@ﬁ consumer behavior®!. In general,
culture is a part of any society and i %ajor influence on people's desires and
behaviors. Because the impa@cu ture on purchasing behavior differs by
country, marketers must (@ktremely cautious when assessing the culture of
various groups, regwr even countries. Religions, nations, geographic regions,
racial groups, fier subcultures exist within each civilization®. Marketers can
make us{o)glese groupings by breaking down the market into little chunks.

1@%, for example, can build items to meet the needs of a specific geographic

@o ulation. Every civilization has some type of social class, which is significant to

marketers since people in the same social class have comparable buying habits. As

a result, marketing activities might be adjusted to different social classes,
occupations, and other factors®.

il. Social Factors: Consumer purchasing behavior is also influenced by social

variables. Reference groups, family, role, and status are all essential social

elements. Reference groups have the power to shape a person's attitude and
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iii.

conduct. The influence of reference groups varies depending on the product or
brand. When a product is visible, such as a dress, shoes, or car, the influence of
reference groups is significant. Opinion leaders (those who influence others
because of their exceptional talent, expertise, or other attributes) are also included
in reference groups®. Also, the buyer's behavior is heavily impacted by family
members. As a result, marketers are attempting to determine the roles arwut of
the husband, wife, and children. If a woman's effect on a pro ‘;&purchase
choice is significant, marketers will attempt to target wome%}eir advertising.
It's worth noting that buying roles shift as consumer hai{)t%lﬁnge. Depending on
the groups, clubs, families, organizations, and s%'&gcw?o\@which he belongs, each
person has a particular function and standi ' %ociety. A woman, for example,
works as a finance manager in a co Q She is currently juggling two roles:
finance manager and momm{/)&& sult, her purchasing selections will be
influenced by her status and tion”>.

Personal Factors: G@er behavior can also be influenced by personal factors.

Lifestyle, econoﬂ{%ﬁsatus, occupation, age, personality, and self-concept are some

of the @D%m human characteristics that influence purchasing behavior®.

an%ﬁq purchasing behavior can be influenced by age and life cycle. With the

621 age of time, it is apparent that consumers' purchases of goods and services

change. The family life-cycle is divided into stages, such as young singles,
married couples, and unmarried couples, which help marketers, produce items that
are fit for each stage®’. A person's work has a substantial impact on his purchasing
habits. The consumer's economic status has a significant impact on his purchasing
decisions. If a customer's income and savings are high, he will buy more

expensive things. Another important aspect influencing consumer purchasing
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behavior is the customer's lifestyle®®. The way a person lives in a society is
indicated by the objects in his or her environment, which is referred to as lifestyle.
It is shaped by the customer's interests, opinions, and actions, among other things,
and it determines his entire pattern of acting and interacting in the environment®°.
iv. Psychological Factors: Consumer purchasing behavior is influenced by four
major psychological elements. Perception, motivation, learning, bel'{ﬁe and
attitudes are among them'®. Customers' buying behavior is also i@enced by
their amount of motivation. Physiological, biochemical, soc@@%er demands
are all unique to each individual. Because of the nature)@%e’heeds, some are the
most urgent, while others are the least urgent. As ﬁgﬁ}\t,when it is more pressing
to direct the person to seek fulfillment, a ; %becomes a motivator. Another
psychological factor is perception®’ geption is the process of selecting,
organizing, and interpreting d@f@r to construct a meaningful experience of
the world. Selective attentio%plective distortion, and selective retention are three
separate perceptual @esm. Marketers use selective attention to try to get the
attention of theirs¢ustomers. Customers who are subjected to selective distortion
attempt Q)@: et information in a way that confirms what they already
b ie@%. In the same way, marketers use selective retention to save material that
o~

orts their opinions'®.
2.1.12 YConcept of Consumer Rights

The best place to begin is with a discussion of the first four basic consumer rights. Businesses
had little to no duty for hearing and paying customers who complained about their products

before consumers gained these rights.
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1) The Right to Safety: This right applies to any product that, other than an automobile,
has the potential to cause bodily injury to the user when used as intended. In 1972, the
US government established the Consumer Product Safety Commission, which
established safety and performance requirements for items, requiring them to be
evaluated and, if necessary, to display warning labels. In contrast, it is the consumer's
obligation to use the product safely, to follow all instructions, and to be awanewf any

104

future product warnings Consumers have the right to be prot%? rom the
n

marketing of goods and services that are hazardous to life and pr@

this right is critical for a safe and secure living. This entltlem@&n'dludes consideration

er this right;

for the consumer's long-term interests as well as their 1@& needs. Customers' lives,

health, and property have been lost as a res:ilt.® anufacturing faults in pressure

cookers, gas cylinders, and other electrical appliances. The consumer's right to safety

protects them from the sale of potent@yjk 1 goods or services'?,

2) The Right to Be Informed: It 1s(t& mpany's job to give accurate and true information
in this case so that the consumw make informed decisions. This privilege applies to all
products, but its original sé was to eliminate false information in the areas of finance,
advertising, labelin@gpackaging. The Wholesome Meat Act, the Truth in Lending Act,
and the Fair @ng and Labeling Act are just a few instances of laws enacted as a result
of this %i e'%, The consumer's responsibility resides in their obligation to analyze and
apply this product information appropriately. The consumer has the right under this right to
obtain information on the quality, quantity, purity, standard, and price of goods or services in
order to defend himself against abusive and unfair practices. The producer must provide all

pertinent information in a convenient location'®’
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3) The Right to Choose: Consumers have the right to a diverse range of options, but the
environment in which the products and services are delivered must also be healthy and
favorable to fair competition'®. The government has aided this climate by enacting
legislation on patent law, antitrust, and price gouging and price-cutting. The consumer's
obligation is to simply make informed decisions. Every customer has the right to choose the
goods or services that he or she prefers under this right'°. The right to choices e{‘%}s the
certainty of availability, ability, and access to a wide range of items an Qe&ces at a
reasonable cost, where reasonable cost indicates a price that is equitable'%}%\e customer
should not be forced to buy a specific brand by the manufactureb@gﬁlier, or retailer. The

consumer should be able to select the product that best suits }@ds.

N

4) The Right to be Heard: Consumers have the @rair their grievances and worries,
which can lead to not only safer goods and servi ﬁl‘[ also to the creation of legislation to
protect them!®. Although there is no ofﬁ@ce or these complaints to be heard, state and
federal attorney generals, as well as @izations such as the Better Business Bureau, deal
with them on a regular basis. w%)e responsibility of the consumer to communicate their
dissatisfaction when nec %S'The consumer has the right to be represented, to be heard,
and to fight for his ‘own, Thterests under this right. If a consumer has been exploited or has a
complaint ab t@oduct or service, he or she has the right to be heard and to have his or her
interests %en into account'!?, This right includes the ability to be heard in government and
other icy-making bodies. Companies must provide complaint cells to handle client

complaints under this right.

5) The Right to Satisfy Basic Needs: People have a right to basic necessities such as food,
clothing, shelter, education, health care, sanitation, and water, among others. Consumers

should not only have access to these requirements, but they should also be responsible
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enough to consume them in a sustainable manner, so that not only their own needs are

addressed, but also those of others'!!.

6) The Right to Redress: If a consumer has lost money or otherwise been cheated as a result
of misrepresentation, faulty products, or poor service, they have the right to seek
compensation in the form of money or other benefits. They have the responsibility to seek
adequate reparation whenever a wrong is committed, in order to ensure that any w'r@oings
are not tolerated'!?. Consumers have the right to seek compensation or redress% nfair trade
practices or other forms of exploitation under this right. This right ensure t'\tconsumers are
not exploited. The right to remedy comprises monetary cofq@t%n, replacement of
products, or correction of a fault in goods to the sati@ﬁon of the consumer. The

government has established a number of redres%ﬁ@hs at both the national and state

levels!®,
)

7) The Right to Consumer Education: @e} making a purchase, consumers have the right
to make the best-informed decision le, and this information should be easily available
and simple to comprehend. N nature of products varies over time and knowledge
changes, it is their respon%ﬁhyﬂto stay updated. According to this principle, consumers have
the right to acquir@ knowledge and skills necessary to be informed customers!'®”!12,
Although it er for literate consumers to understand their rights and take action, this

right@@ that illiterate consumers can obtain information on existing acts and agencies

established to protect them.

8) The Right to a Healthy Environment: People have the right to live and work in a healthy,
non-threatening environment, which extends beyond consumer rights to basic human rights.
This is not only for today's people, but also for future generations, and it is their job to make

decisions that have the least negative influence on today's and tomorrow's people'!’.
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Consumers have a right to demand a healthy physical environment in order to improve their
quality of life. The businessman must employ materials and methods that are not detrimental
to the environment. This right provides consumers with recourse in the event of pollution of

water, air, or noise'!“.

2.2 Theoretical Review

221  Engel, Kollet, Blackwell (EKB) Model -1968 %’

Engel, Kollet, and Blackwell at Ohio State University originally dev ‘@odel of the
in 1

consumer choice process (CDP) to be used as a theoretical framewor %{ 68, which became

known as the EKB model''>. The EKB Model expands on the T@ Reasoned Action. So
firstly, to understand the EKB Model, a background to .th.Q%éry of reasoned action must be
given. The theory of reasoned action was cr%% Fishbein and Ajzen in 1960s''S.
Consumers act on behavior based on their goﬁ%achieve or obtain a specific consequence,
according to the notion. Consumers ar atgﬁl individuals who choose to behave in their own
best interests in this perspective. S@cny, according to the view, is crucial in the decision-

making process!!”. When a cons er does a precise action, he or she expects an equally

specific result. The co@retams the ability to change his or her mind and choose a
different course of\ige)u

As a resulf%‘EKB Model establishes a five-step process for consumers to follow when

from the time he or she decides to act until the action is finished!!3.

ma\(@%rchase. Consumers absorb the majority of marketing messages they encounter on
television, in newspapers, or online in the first step. After gathering data, the consumer
continues on to information processing, which involves comparing the input to previous

experiences and expectations''.

After a time of deliberation, consumers reach the decision-making stage, choosing to make a

purchase based on rational insight. Process factors and external influences, such as how the
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customer views himself or herself after making the purchase, influence consumers during the

decision-making phase.

Marketers have two times where their input is most beneficial under the EKB Model.
Marketers must present consumers with enough information about a product during the initial
information stage to encourage them to keep the company's products in mind for purchase. In
the era of external effects, marketing becomes a factor once more!?. Even if’ f.@brand’s
product isn't fundamentally different from the competition, lifestyle brands%}particularly

good at developing a desire in the consumer to look or feel a specific waywith the product!'®,

. "
Consumer decision-making leads to the purchase and use of go%)so% services. As a result,

marketers want a methodical, thorough approach to corp@%ng how and why consumers

make decisions. This model includes seven stages@@}ﬁon-making and the variables that
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Figure 2.4 Simplified EKB Model

Source: %2
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The model demonstrates how people's minds work when they're trying to solve problems. No
one buys anything unless they have a clear problem, requirement, or desire. The main answer
to those difficulties, demands, or wants is to buy and use items or services. This gives
marketers and managers valuable information into how consumers think, allowing them to

maximize their efforts in the selling process!?3.

1. Need Recognition: The recognition of a need is also known as the recognitien of a
problem. When a customer perceives a disparity between a preseQ%&tus and his
ideal for that status, he has a problem, and a demand to bridge that gap occurs.
When consumers believe a product will help bridg)&‘{%y%eived gap, and the
product's potential to remedy the identiﬁec} pro%&l is greater than the cost of

S

purchase, they purchase it!?, Cons@ ¢ desires in addition to needs.
la

Nonetheless, there will always be a ¢ between satisfying needs and desires

and the cost of doing so. Costhj)\t\*be kept within the range of what consumers
can afford, or they will nqggpurchased. The degree of the disparity between the
actual status and thu#xoi%c)ted ideal status influences the need for acknowledgment.
Only when t %p" reaches a particular level of intensity will the need be

recogniz@doreover, actual and ideal status is highly dynamic changing

‘@ due to several internal and external factors'%2.

QQ
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Desired state

Change In desired state - Opportunity

1 No need recognition

Actual state Change In actual state - Need

Figure 2.5:

Source:

ii.
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Gap Perception in Need Recognition ‘@
: \){%'\
Information Search: After recognizing a nsed &stomer begins looking for
information that may lead him to a Viab%@bn. He may search both internally,
that is, through his "memory c}a&k, and externally, through a variety of
marketplace information sourc@%onsumers may begin to pay more attention to
information they previou erlooked, or they may opt to actively seek out the
information they requite? Rather than a search for specific facts, search refers to a
receptivity toQ J@j?dge that solves issues or meets requirements. The desire to

gather i@shation is evident in both planned and unplanned purchases. The

Il @ distinction is the amount of time available to look for relevant information,

Q{hlch often translates to less time spent on an unexpected purchase. Personality,

o\

social status, and income, as well as the magnitude of the purchase, previous
experiences, prior brand views, and consumer happiness, all influence the extent of
information search!?®. The motivated activation of knowledge held in memory or
the gathering of information from the environment regarding prospective need

satisfiers can be described as search.
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iil.

1v.

Pre-Purchase Evaluation of Alternatives: After acquiring all of the data, the
consumer must now assess the various options in order to choose which one is best
for him. Consumers weigh their product expertise against what they think to be the

most significant factors'?’

. Consumers employ a variety of evaluation factors.
Individual and environmental factors both impact decisions. Consumers evaluate
products or services based on a variety of factors, including salient attrib\(t'Si (price,

reliability, and other factors that are likely to vary little between si ’&}types of
products) and determinant attributes (details about the pr 6apare typically
associated with brand and store loyalty)!?®.Quantity,.sigé~guality, and pricing are
the most commonly screened criteria by customet@j{%ﬁ}n\ese characteristics change,
consumer behavior can be influenced, alteri ' Qahd and product selections.

Purchase: Consumers then make d&s about their readiness to buy, the
optimum time to buy, what to @}%\Jct kind and brand), where to buy (type of
retailer and individual retai'@, and how to pay for their purchases (cash, credit
card)'?. A fully ﬂéﬂ purchase, a partially planned purchase, or even an
impromptu purch&e'@an all result from a buying choice. Both the product and the
brand ar¢ picked in advance in a thoroughly planned transaction. It usually occurs

wEer@ve is a high level of involvement with the product, but it can also occur
w

n there is a low level of involvement. Consumers who are time-constrained are

Q more likely to keep to their shopping lists. Consumers may be swayed from their

initial decisions by in-store activities such as promotions, coupons, and product
sampling. The intent to acquire the product exists with a partially planned purchase,
but the brand choice is postponed until shopping. People tend to buy from brands

when their engagement is low'°.
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Vi.

Consumption: Consumption can begin once the customer obtains ownership of the
product. Consumption can be described as the use of a purchased product,
implying that purchasing a product is insufficient to ensure a business's long-term
viability. Consumption can take place right away or at a later time. The way
customers utilize things has an impact on how satisfied they are with them and how
they will choose a product or brand in the future. Understanding h@v@d how
much of the product is consumed also aids in a better understandinglof’this stage.
This type of information, for example, should be used to @kaging design,
which focuses on size and usage features such as easy- ing and heat protection,
to mention a few!3!. Q‘)&CQ\

Post Consumption Evaluation: After cons ' %n, consumers evaluate how good
(or bad) the experience was. When the péiceived performance matches consumer’s
expectations satisfaction occ@%f gap is detected consumers experience
dissatisfaction. The way co@ners use the product is one of the most important
determinants of saﬁf@' n. Even when the purchase turned out a good one,
consumers tend (%sh themselves if they chose the best option. Second-guessing is
very cor@ges ecially with more expensive buys!?. Consumers revisit the pre-

p c@aaltematives and evaluate the fairness of the purchase. All these factors

6f t overall satisfaction and usage. All the evaluations are stored in the

Q consumer’s memory data-bank, available for future use, which makes post-

consumption analysis a very important stage of the EKB'%°.

2.2.2 Advertising and Consumer Behaviour Model

There are essentially two models for the effects of advertising on consumer purchasing

behavior!

32
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1. Advertising as a strong persuasive force: Despite being disputed by other famous
academics for the past three decades, this is the intuitive view that has become
embedded in the collective mind. This viewpoint's proponents are always critical
of advertising. They argue that having correct information about consumers — how,
why, where, and what they buy — is unnecessary since it is possible to dupe
unsuspecting buyers into parting with their money for items they don't dﬁ}rem
Despite several empirical studies demonstrating that the perceptlobo ert1s1ng

as a powerful persuasive factor is mostly justified, these @l

persisted. Scholars later developed an alternate Vlew.of@xeﬁlsmg, claiming that

odels have

its impact on consumers is smaller, less pred1ctab]Q§a¢%unevenl32
ii. Advertising as a tool of competition: A la er of scholars have claimed for
more than three decades that the str grce hypothesis does not apply to all
market sectors. According to@&%r earchers, when it comes to promoting
regularly purchased commo@s (such as food or drink in mature markets), large
amounts of advertiﬁ'n@%re simply an attempt to maintain market share in
competitive, fragmierited marketplaces. The entire market size is unaffected by the
total Vol@ga ertising'**.
g works in a variety of ways and has a variety of impacts, all of which
%pendent on a variety of intrinsic and extrinsic circumstances. When it comes
to creating messages, advertising takes advantage of the subconscious mind!*.
Advertising can influence the conscious mind by appealing to components of the
subconscious mind that are beyond the control of the normal person. Advertising's

goal is to sway a person's conscious decision-making by appealing to their

subconscious. It is attempting to persuade that person to purchase!3.

2.3 Review of Empirical Studies
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A study conducted in 2019 examined influencer marketing and how message value and
credibility affect consumer trust of branded content on social media. The researchers
conducted an online survey of social media users who followed at least one influencer to
evaluate their concept. The results of partial least squares (PLS) path modeling show that the
informative value of influencer-generated content, as well as the influencer's trustworthiness,
attractiveness, and similarity to followers, all influence followers' trust in inﬂuencersUcB.;:lnded

posts, which influences brand awareness and purchase intentions. There is i@ﬁssion of

both theoretical and practical ramifications'?’. ‘é\

Another study used meta-analysis to combine findings froﬁf{&r‘ i?)us studies on the
characteristics of source credibility in electronic word of n@io(eWOM) communications
into a single model. Source expertise, trustworthin s@homophily all have a significant
impact on perceived eWOM usefulness and (&ﬁty, purchase intent, and information
adoption, according to findings from 20 r@a}}publications. The findings of this study add
to our understanding of the impact of| e characteristics on consumer behavior, which will

help us better understand how&@@nation is processed. The findings of this meta-analysis

can be used by marketers rove their marketing efforts!3®

N

The impact of sou redibility (expertise and trustworthiness) on air travelers' purchase

intentions on VCO products is investigated in this study. This is the first study to use

impact on air travelers' purchasing intentions for aviation VCO items. When source
credibility components are examined, it is discovered that trustworthiness has a considerable
positive impact on purchase intention, whereas expertise has no such effect. The findings'

theoretical and practical consequences are examined, emphasizing the significance of
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strengthening source credibility, particularly trustworthiness, to urge consumers to reduce air

travel emissions!'?’.

Another study looked at the role of perceived credibility of three information sources—
customer reviews, employee testimonials, and corporate communication—in influencing a
job seeker's intention to apply; the third study looked at the role of three brand application
levels (i.e., product brand, employer brand, and corporate brand) in mediating th'e,@eived
credibility of information sources and a job seeker's intention to apply. % from 385
respondents was collected using a standard questionnaire and analy: sing structural
equation modeling (SEM). The findings demonstrate that the p@fﬁ credibility of staff
testimonials and corporate communication was great.er th%&he perceived credibility of

S

consumer evaluations when it came to intention %@The employer brand 'completely’
t

"

mediators the relationship between employg timonies' perceived credibility and
application intent, whereas the corporate hrand¥somewhat' mediates the relationship between
corporate communication's perceived@bility and application intent. Another study looked
at the role of perceived credibil%so%d\ree information sources—customer reviews, employee
testimonials, and corpora% Munication—in influencing a job seeker's intention to apply;

the third study 104@1)9

employer br d@)\ﬂ corporate brand) in mediating the perceived credibility of information

the role of three brand application levels (i.e., product brand,

source a@a ob seeker's intention to apply. Data from 385 respondents was collected using
a standard questionnaire and analyzed using structural equation modeling (SEM). The
findings demonstrate that the perceived credibility of staff testimonials and corporate
communication was greater than the perceived credibility of consumer evaluations when it
came to intention to apply. The employer brand ‘fully’ mediates the relationship between the

perceived credibility of employee testimonials and intention to apply, while the corporate
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brand ‘partially’ mediates the relationship between the perceived credibility of corporate

communication and intention to apply'“°.

Another study looked at the relative effects of TSIs' total number of followers and
engagement level on customers' propensity to visit to the promoted destinations and buy the
marketed products, as well as TSIs' perceived legitimacy, knowledge, and attractiveness. The
findings imply that when consumers are dubious about influencer messages, e'q@ﬂment
becomes a crucial attribute of TSIs that impacts the success of adver@% messages
conveyed by them, as well as their perceived attractiveness. Meanwhile, ;\consumers are
not dubious of influencer messages, the overall number of folld\@pfSIs better predicts

the impact of advertising messages conveyed by them and th@ﬁrceived expertise!4!.

Another study looked into the impact of the mai Q} consumer personality factors on
perceptions of source credibility in consu{n@erated advertising (CGA). The source
credibility (as firm-generated or cons@enerated) was manipulated in an online
experiment with 175 participants wh@ched a YouTube video. Participants thought CGA
was more credible than ﬁrm-g%gt\dted advertising, according to the findings. Consumers
with poor openness had %p?nions regarding the commercial and brand, while consumers
with strong extraverj and low neuroticism had positive opinion giving. Neuroticism was
also found Qa substantial primary influence. Theoretical and practical ramifications are

exami well as suggestions for further research!'#?,

Another research looked at source credibility and channel effectiveness in terms of moving
customers through the communication lifecycle model based on information embedded in
paid (traditional advertising and native advertising), earned (traditional news stories), shared
(independent bloggers), and owned (company blogs) media. A total of 1,500 people were

surveyed from a consumer panel for this 2 (degree of involvement) x 5 (source) experimental
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design study. For the communication lifecycle factors, the experimental design study found
no significant differences among the sources. In the study, native advertising was deemed

less trustworthy than traditional advertising'*.

The initial study's goal of these researchers was to give a comprehensive review of the palm
print recognition pipeline in order to better understand current trends and research dynamics
in palm print recognition-based biometric systems!44. The paper analyzes the stat'e{ﬁhe-art
algorithms for feature extraction and discusses the available datasets of palim %ﬁpictures in
the visible range. Palm prints have been underutilized as a biometric modality, but they have
some advantages over fingerprints and facial biometrics. Tth@% ?)f palm prints has
reawakened interest due to recent improvements in 1mag11@§gapab1htles on handheld and
wearable consumer devices. The aim of this paper i ®0V1de a comprehensive review of
state-of-the-art methods for palm print recogn cluding Region of Interest extraction
methods, feature extraction approaches a@»chmg algorithms along with an overview of
available palmprint datasets in order 'merstand the latest trends and research dynamics in

Q

the palmprint recognition field

The following study lookﬁﬁtywmether consumer interest in plug-in electric vehicles (PEVs)
has evolved over tirgy technology and market developments have occurred. To answer this
issue, we @ww intent to buy or lease a battery electric vehicle or a plug-in hybrid
electri @cle has changed between 2011 and 2017, as well as how the elements that explain
Variﬁ in such intent have changed over time. Our findings are based on two national polls
of potential automobile buyers in the United States' 21 major cities. The study reveals that,
among survey respondents, intent to acquire a PEV grew between 2011 and 2017, and that
beliefs regarding trialability, observability, network effects, and policies explain an

increasing proportion of the variation in intent to purchase with time!*
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The purpose of the next study was to assess the impact of patient characteristics on consumer
health information technology interest in various health system consumer health information
technology apps. Patients at the Cleveland Clinic Neurological Institute were asked about
their interest in adopting several consumer health information technology apps via an
electronic survey. Patients at the Cleveland Clinic Neurological Institute were asked about
their interest in adopting several consumer health information technology ap ia an
electronic survey. Patients at the Cleveland Clinic Neurological Institute werég;c& ronically

polled about their interest in utilizing several consumer health 1nf0rma‘ﬂ%>5hnology apps,

according to the study'#®. \‘%

Another study was undertaken on the impact of custom%&yncertamty in new labeling
schemes in California's central coast. The study p e@the findings of discussion groups
and a survey of 1000 Central Coast households &Ver which criteria customers are most
interested in supporting through their pur has %\e findings show that rules for the ethical

treatment of animals have the most S\(@C, followed by a norm for local origin and a livable

wage for food production workeh&)

Likewise, by evaluatin Ang‘[?onal representative sample of 6243 Japanese consumers
through an online lejn 2006, more research was undertaken on customers' interest in the
informatio @1 by food traceability systems. The percentage of responders who have
used @ility systems to get information is low. Harvest date, production method, and
production method certification were the most important of the 11 types of information we
focused on in our study, according to respondents. Our findings reveal that more educated
females have a stronger need to access more specific information on fresh produce, whereas
less educated males are more likely to use fresh produce traceability systems to track

information. The ramifications of these results have been outlined. By evaluating a national
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representative sample of 6243 Japanese consumers through an online poll in 2006, more
research was undertaken on customers' interest in the information offered by food traceability
systems. The percentage of responders who have used traceability systems to get information
is low. Harvest date, production method, and production method certification were the most
important of the 11 types of information we focused on in our study, according to
respondents. Their findings reveal that more educated females have a stronger need %ccess
more specific information on fresh produce, whereas less educated males are 11kely to

use fresh produce traceability systems to track information. The ramlﬁc% these results

have been outlined!“S. \‘%

The goal of the next set of author was to review the advertis@*hlerarchy of effects models -
AIDA (Attention, Interest, De-sire, and Action). aw@ earchers, both academicians and
practitioners, have employed the AIDAs hierarc ffects paradigm. The model is used to
assess the effectiveness of a marketing ca@ %Iowever, the advancement of information
technology has fundamentally altere%‘ people communicate and socialize, as well as
shifted the marketing paradlwom product-oriented to consumer-oriented or people-
oriented marketing. As If) the variables in the hierarchy of effects model must be
updated to reflect @st recent developments in the public's awareness as a consumer
audience. T 's@earch proposed a novel established hierarchy of effects model,
AISDAL%ove (Attention, Interest, Search, Desire, Action, Like/dislike, Share, and

Love/h;e), based on a thorough literature analysis and reflective manner!.

Furthermore, statistical analysis was used to investigate the relationship between consumer
experience and contentment or discontent as a result of that experience, and this analysis
guided the research that determined which Augmented Reality AR groups had better levels of

consumer satisfaction. Content analysis was also used to determine the gaps between
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consumers' real and expected experiences, as well as the precise AR qualities that caused
satisfaction or discontent. The more customers interact with these AR traits, the happier they
are; on the other hand, the less customers can interact with these features, the more

unsatisfied they are!>°

2.4 Conceptual Model

Advertising Message Consumer Stimulus Response o
« AW
Source Credibility Hol Awareness o,
Y
Ho2 LA\
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¥

Action
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Fig 2.6 Conceptual Model (&6’

Source: Researcher ConceptualNModel, 2023
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2.5 Summary of Qa‘p in Literature Reviewed

This studée)oﬁnes the effect of advertising message on consumer stimulus- response of fast
movi nsumer goods. The analysis of existing literature shows that advertising messages
serve as contributors to the response behavior of consumers forward fast moving consumer
goods!37143.148150 The study of influencer marketing on how message value and credibility

affect branded content on social media shows that social media influence purchase

intentions'?’.
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The work identifies several stages in the stimulus response and discusses advertising and
consumer behavior model'32. It explains the different theoretical underpinnings by
emphasizing on Engel, Kollet, Blackwell Model and advertising and consumer behavior

modell20,l32,150

Empirical works done by others scholars were also examined!37:138:139,140,142,144,145,146,147,148,
149,150 Most of the studies were reviewed to ensure that the work is cogent. Alt‘n@, this
study only reviewed those that relate most to the variables in this study obj ect%ﬁarﬁculaﬂy

those previous works that bear close relevance to issues like AIDA and advertising message

and media. S 0

While the relationship between advertising and sales h.as&@gxxamined extensively in the
literature, relatively little attention has been give @n‘[ecedents of advertising. So the
basic question of how to develop a good qdy\' ing framework remains to a large extent
unanswered. The advertising framework @es a useful conduit through which consumer
behavior can be changed, since it re@es that tendencies of consumers to change attitude
toward the purchase of somwucts. However, this area has been accused of being
tautological in nature, aer uires further extensive empirical analysis. Furthermore, this

thesis addresses theertion of the effect of advertising on consumer behavior of fast moving

consumer g@ms in Nigeria.

Mos@%e reviewed studies examined the effect consumer attitude, marketing mix,
consumer purchase on organizational performance, and profitability. However, this study
aims to cover that gap by examining advertising variables such as source credibility, social

imaging, entertainment and message appeal on consumer buying behavior
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Also, other reviewed literature investigated the impact of the one sector survey method!*- 142,
However, this study intends to bridge that gap by fast moving consumer goods firms in

Nigeria, which accommodates several brands or products.

Few studies have looked into the impact of advertising on consumer stimulus response in

other countries like Germany, India, and California; however, this study examined this effect

%\%

in fast moving consumer goods in Nigeria.
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Chapter Three
Methodology

This chapter explains how the study was carried out in a methodical manner and how the
suitable techniques were chosen. It includes research methodology, research design, study
population, sample frame and sampling techniques, data sources, validity and reliability of
research instruments, research instrument administration, and data analysis statistical tools.
The techniques for testing hypotheses, as well as ethical considerations, were also discussed

in the chapter.

3.1 Research Design CQ‘\\J J

\

In this study, the researcher employed a survey research‘@n, which was utilized to profile,

define, segment, estimate, predict, and explore@ociative relationships among the

variables. The survey research design relieé)ﬁg%gtitative methods'.

Furthermore, the survey research de@vas used in this study because it incorporates the
quantitative research stages. eXplanatory (survey) research methodology aids in a full
and trustworthy assessme the study's relationship between and among variables®. The
employment of the @r@ approach was aided by the explanatory research design, which is
supported b tl@ fficulties of evaluating the entire large population customers of fast

moving cwu er goods??.

3.2 P0;lati0n of the Study

The term population in statistics refers to the totality of terms under consideration. The
population of a study is a census of all item or subject that possess the characteristics or that
have knowledge of the phenomenon being studied. The target population comprises all

individual customers of fast-moving consumer goods. This study targeted all the consumers
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of FMCGs. According to the Nigeria stock exchange, there are about thirty-five fast moving
consumer goods companies in Nigeria. However, this study would be selecting consumers
that patronize the top two products in the market. The best two FMCG firms in Nigeria is
Nestle Nigeria Plc, and Unilever plc, which are located in Ikeja local government area, Lagos

State, Nigeria.
The population for this study is Infinite.
3.3 Sample and Sampling Techniques

Due to the number of customers of a given fast moving consumer goods company cannot be
accurately counted, the study population for customers of the two FMCG selected is
limitless*. As a result, the formula below was used to calculate the sample size for an infinite

population.
Infinite population formula

In order to determine the sample size, Godden sample size formula was used>. The reason for
this choice of formula is that the population is infinite, that is, the population greater than
50,000. Therefore, a sample size of 384 customers was determined for this study. (See

Appendix III)

In order to pick™xespondents for this study, multi-stage sampling procedures (Purposive,
Cluster, aad Convenience) were used. The selection was based on the five Administrative
divisiohs’of Lagos State, Nigeria. Which are; Ikeja, Badagry, Ikorodu, Lagos (Eko), and Epe
respectively. And the largest local government was selected under each administrative
division. Also, the sample size was equally distributed amongst the selected local
governments except Alimosho local government which is the largest local government in

Lagos State Nigeria.
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To begin, a purposive technique was used to select respondents who met the study's inclusion
requirements, and only those in the study population who were willing to answer the

questions were included.

Second, as a result of the large statistical universe and the costly and time-consuming process
of providing a complete list of customers, cluster sampling was used, because they all had the
same chance of being chosen, and their population structure could be easily determined based

on various characteristics.

Third, convenience sampling was used to pick sample elements that shared the target
population's common features and were willing to supply the data needed to answer the study
objectives. Furthermore, it is one of the most used non-probability sampling approaches in
the marketing arena, as it allows the researcher to swiftly and cost-effectively complete huge

numbers of survey

Table 3.1: Administrative Divisions of Lagos State (IBILE)

S/N  Five Administrative Di\%o%)q:argest Local Government Number of Respondents

of Lagos State (IBIL%.\
a (N

1 Ikeja ™~ 7 Alimosho 80

2 Bad Ajeromi-Ifelodun 76
3 %%u Ikorodu 76
4 Lagos (Eko) Surulere 76
5 Epe Eti-Osa 76

Source: Field Survey, 2023
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3.4 Description of Research Instrument

For data collection, the researcher used questionnaire. This is because this is one of é&e) most

"

used quantitative research instrument. The questionnaire is designed to help in @aﬁring the

primary data for the study. ‘%'\QO

The questionnaire was created to collect and elicit information fr@n@&v’érse group of people.
Based on the findings of the pilot study, the questionnaire w, Cc;?structed and adjusted. The
choice was taken to employ a questionnaire since it,is :@Nnost efficient approach to collect
data from big samples. As a result, the self-admi @d questionnaire was used in this study
since it is less expensive, faster, and moréoj&}én' nt. The four-point Likert scale, which is
one of the most frequent measuren?b‘ was utilized to create the questionnaire (from
strongly disagree to strongly agﬁi)).q*he choice of four Likert scale as opposed to five Likert

scale is to evade the respo t8 from hiding behind undecided so as to show clear opinion.

Four Likert-scale @s anging from strongly agree to strongly disagree was adopted
(strongly agr;e =4, agree (A) =3, disagree (D) =2, strongly disagree (SD) =1).

Table .@0 rces of Items in the Questionnaire

Latent Construct Number of Items
I Source credibility!! 3
li Social Imagingt!% 3
i Entertainment:!3 3
Iv Message Appeal'4 3
AV Awareness! 15 3
vi Interest!® 3
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vii Conviction!”-18 3

viii  Action? 3

Source: Field Survey, 2022

Table 3.2 shows the research variables and their scales for building up the structure of the

questionnaire and the question items. The questionnaire used is seen in Appendix 1.

3.5 Validity and Reliability of Research Instrument . (b'

N

Validity is the degree to which a measuring instrument measures what, it signed to
measure; if the instrument is properly built, it measures what it is suppo‘s% measure; if it is
flawed, it measures what it is not supposed to measure. It p{(&f’\to the instrument's
accuracy as well as the study's population. It indicates that i%’&q?)?d measure the features for
which it was created. The content (face) V&lidi%@@S be employed in this study to

determine validity.

The extent to which the instrument me@}the overall appearance and topic matter in
keeping with the study's set of objectiyes’is known as content validity. In other words, the
items chosen or statements prow should reflect the research study's anticipated difficulty
(objectives). A group of %‘sﬂ from the department validated the research instrument. This

was addressing the @15 of internal validity.

N

The Validi@eliabﬂity of the instrument that were used in this study ensured that it
mea hat it is supposed to measure consistently and reliably. The quantitative
instrument was tested for content and construct validity. The researcher meticulously
examined the research instrument to ensure that all items in the questionnaire are consistent
and in accordance with the study object in order to ensure content validity. Similarly, the

researcher offered the research instrument (questionnaire and interview guide) to the
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researcher's supervisors and specialists in the field of marketing capabilities, marketing

orientation and SME performance to further validate the research instrument.

In order to measure the reliability of the research instrument (questionnaire), the researcher
used Cronbach Alpha to test for internal consistency of items in the questionnaire. This was
done using the Statistical Package for Social Science. The most popular test for evaluating
internal consistency dependability is this sort of reliability (Saunders, et al. 2@ The
Cronbach's alpha value was used to demonstrate that the questionnaire is ext%y reliable.

The values of the Cronbach Alpha ranged between 0-1. The rule of thumb-states as follows

0.7 <0< 0.9 = Good (Low — Stakes testing) . QQ;&

N
0.6 <a<0.7 = (Acceptable) QQ
0.5<a<0.6=(Poor) C.J©

a < 0.5 = Unacceptable
P

Table 3.3: Reliability Statistics\)

> 0.9 = Excellent (High — Stakes testing)

A "
Indicators @%}onbach's Alpha  No. of Indicators  Remarks

\V >0.7
Source cred@ 0.7480 3 Good
Soc@ng 0.8219 3 Very Good
Entertaihment 0.7770 3 Good
Message appeal 0.7894 3 Good
Awareness 0.7387 3 Good
Interest 0.8075 3 Very Good
Appeal 0.8756 3 Very Good
Action 0.7598 3 Good
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Average Mean Value 0.7897

Source: Field Survey, 2023

All of the constructs have values greater than 0.70 and 0.80, as shown in Table 3.5. This
indicates that the components must meet Cronbach Alpha dependability requirements.
Overall, the instrument is deemed reliable and valid because all of the degrees of fitness

requirements were met adequately. &
3.6 Administration of Research Instrument and Method of Data Coll .Q@O

The researcher was used the quantitative (questionnaire) data &He\ction method. The
researcher was working hand in hand with a research assistant @ribution of questionnaire.

This assistant was trained on the process of distribﬂf{&and collection of the research

Instrument. @

During the research assistant's training, t y %maire was discussed in depth so that the
field assistant could become comfortab@ith it through role-playing. The field assistant was
also involved in the instrumentgre-testing, which provided them with the opportunity to learn
how to gather the essential dé%o\The pre-test also allows the field assistants to rehearse how
they will collect @@% while the researcher observed and makes any required

modifications. \

3.7 Meth@o Data Analysis

In order to improve the accurate analysis of the questionnaire, a study of the characteristics of
respondents was conducted. Because the study used a questionnaire, the results was compiled
and presented using percentages and tables to reduce the amount of time spent on analysis
and ensure accuracy. This study's data was analyzed by a computer using computer package

software (SPSS: Statistical Package for Social Sciences).The respondents' demographic
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background information, as well as the consumers' life and environmental state, was analyzed
and presented in tables using descriptive statistics in the form of frequency and percentage.
Frequencies, percentage analysis, maximum value, minimum value, mean, standard deviation,
and cross-tabulation was used to analyze the data obtained for this study in the various sub-

sections. Simple linear regression analysis was used to test the hypothesis.
3.8 Ethical Consideration

Ethical considerations should be considered throughout the research process, including
during the research design and access phases, data collecting, and analysis and reporting. The
following guidelines were followed in this study: The researcher seeks the permission of the
institution in order to be allowed to use the name of the institution to collect data from
customers of fast moving consumer goods. The researcher also ensured there is

confidentiality and anonymity in the process of carrying out the study.

In addition, the researcher informed all participants that they were free to stop participating at
any time. Finally, the researcher avoided misrepresenting the data gathered by presenting the
data and outcomes truthfully. The researcher went over the study's goals and objectives in
great depth, as well as the criteria for selecting participants and the data collection areas.
Prior to receiving the questionnaire and performing the interview, the respondents were
approached and informed about the study's aim, as well as the voluntary nature of their
participation and their ability to withdraw at any time. A screening question was asked of
respondents before they began filling out the questionnaire to confirm that they used products

made by the selected fast moving consumer goods companies.
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Chapter Four
Results and Discussion of Findings

This chapter focused on the data collected using copies of the questionnaire designed to
measure advertising messages and consumer stimulus response of fast moving consumer
goods in selected household products in Lagos State, Nigeria. This chapter applied

appropriate techniques for the analyses of the formulated hypotheses that guid ﬂ&tudy.

The chapter also includes discussions of the responses generated from the ?@ data.
.\

4.1 Data Presentation and Analysis

Three hundred and eighty four copies of the questionnaire (S{%Nere administered among

selected consumers of fast moving products in Lagos Stq@geria. Only three hundred and

forty (340) copies of the questionnaire were reco@%used for the analysis. This implies

a response rate of 88.5%, which is suf] t@@r drawing empirical inferences on the

relationship between advertising mess@ d consumer stimulus response of fast moving

consumer goods in selected ho%@‘roducts in Lagos State. The response rate is depicted
°

in Table 4.1.

Table 4.1 Res@thesponse Rate

X

; Q\* Number Percentage

Retu@\&)ies of the questionnaire 340 88.5

Copies of the questionnaire not returned 44 11.5

Total 384 100

Source: Researcher’s Field Survey Results, 2023
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Interpretation

Table 4.1 shows the percentage of the returned rate of the copies of the questionnaire
administered to the respondents across consumers in Lagos State. Few missing data was
observed and were taken care of during the data cleaning stage before the actual analysis. In

total, only 340 copies of the instrument were found useable for the analysis. &\

The respondents’ demographic profile across selected SME’s is presente dgm@@:s 4.2. This

includes gender, age range, and educational qualifications.

Table 4.2 Gender Characteristics of Respondents '&CQ\
.

Frequency Per cent

S

Gender Q@ -
Male 231 '6'
>

Female @) 32.1
"
Total Q 340 100.0

(>

67.9

Source: Field S!%W Results, 2023
Inte@aﬁon: Table 4.2 show the gender distribution of the respondents. Out of 340 total

respondents, 231(67.9%) were male, while 109(32.1%) were female. This implies that there

is majority of the representation of gender were male.
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Table 4.3 Age Characteristics of Respondents

Frequency Per cent

Age
18-30 years 87 25.6

31-40 years 107 315 \‘b‘

N
41 - 50 Years 65 19.1 ,%\Qg)

51— 60 Years 43 . r&'\

S

Above 61 years 38 . Q 11.2
\

Total 340 QQ 100.0
N

Source: Field Survey Results, 2023 b\g ‘

Q>
Interpretation: In addition, th%ﬁ (ibstribution of the respondents showed that 87 (25.6%)
of the 340 respondents w: ‘g&d’ér 30 years old, while 107 (31.5%) were between the ages of
31 and 40. Furthern@e),gs of the time of this study, 65 (19.1%) were between the ages of 41
and 50, with @5%) being 51-60 years of age while 38 (11.2%) were above 61 years old.
Maj%@the participants were between the ages of 31 and 40, with participants between

below 30 years following closely behind. This indicates an equal representation of gender.
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Table 4.4 Educational Qualification Characteristics of Respondents

Educational Qualification

JSCE 19 5.6
SSCE 13 3.8
NCE/OND 101 294 ®

N
HND/B.SC 180 529 ,%\qg)

Post-Graduate 27 . ’)@'\

o

Total 340 . Q 100.0
Y

Source: Field Survey Results, 2023 7

S
2
N
Interpretation: The demographic da@lso indicated that out of 340 respondents, only
19(5.6%) had Junior Second (%%cate Examination, 13(3.8%) had senior secondary
certificate examination 10 a;;&%)) had OND/NCE, 180(52.9%) had HND/B.SC while
27(7.9%) had a po r@% degree. However, most of the respondents had HND/B.SC or
equivalent. This&g’ies that most of the respondents were well educated, and the information

provided it is\celiable and credible.
4.1.®uiptive Statistics Presentation and Interpretation

Descriptive statistics are used to explain the fundamental characteristics of a study's results. It
contains a description of the sample and the measurements. However, before reviewing the
descriptive statistics in this report, the degree of satisfaction was determined using the
answers' scores and was divided into five levels (strongly disagree, disagree, undecided,

agree, and strongly agree) using the Likert scale as follows:
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Higher score — lower score

Number of levels

Therefore, Table 4.5 illustrates the criteria for understanding the mean of satisfaction level.

Table 4.5 The Criteria for Understanding the Mean Scores of Satisfaction Level

Yy
Scale  Mean scores Level of satisfaction N
KON 20
1 1.00-1.80 Strongly Disagree
oA\
2 1.81 -2.60 Disagree
oA

3 2.61 -3.40 Undecided

’x a4
4 3.41-4.20 Agree

g
5 4.21-5.00 Strongly Agree
) J

Source: Field Surv Ssultsy 2023
The descripti @%tics are presented in Tables 4.6—4.9

Tab%@: Data Presentation and Analysis on Source Credibility and Customer

Awareness

Table 4.6(a): While watching the ad, I found it truthful

Frequency Percent Mean Standard

Deviation
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Strongly Agree 146 42.9

Agree 91 26.8

Undecided 54 15.9 2.08 1.219

Disagree 27 7.9

Strongly Disagree 22 6.5 &b

Total 340 100 ‘%'\QO
A

Source: Field Survey Results, 2023 ‘ \\,

Interpretation: The descriptive statistics of the source.ch ility was measured using three
(3) items, as revealed in the table. One of the crit 'aQ;\his assessment was to determine
whether the ad watched was truthful. It Wa§ di@ered that 146(42.9%) of the respondents
strongly agree that they found ads tmth@%\‘(ZﬁS%) of the respondents agree, 54 (25.9)
were undecided, 27(7.9%) of the res ts disagree with the statement. Besides, 22(6.5%)
of the respondents strongly diszkﬁgeggat the ads watched showed and epitome of truthfulness,

with a mean score of 2.0 ?tandard deviation of 1.219

Q

Table 4.6(b): Thg\agﬁts from these firms are informative
AQ

‘§° Frequency Percent Mean Standard
Q Deviation
Strongly Agree 98 28.8
Agree 136 40.0
Undecided 20 5.9
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Disagree 57 16.8 2.46 1.163

Strongly Disagree 29 8.5

Total 340 100

Source: Field Survey Results, 2023

Interpretation: Table 4.2.2(b) was revealed from descriptive statistics that 9 %) of the
respondents strongly agreed that adverts from these firms are informa‘t%}6(40%) of the
respondents agreed with the statement, 20(5.9%) were und@,ﬂ 57(16.8%) of the
respondents disagreed, while 29(8.5%) of the respondent strc@&isagreed that adverts from

these firms were informative, with a mean score o%@, standard deviation of 1.163.

&
S

Table 4.6(c): The sources used for @fe reliable

Frequency Percent Mean Standard
Q Q Deviation
)

Strongly Agree 6\ 84 24.7 2.60 1.266

Agree Q 89 26.2

Undecided 26 7.6

Disagree 69 20.3

Strongly Disagree 72 21.2
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Total 340 100

Source: Field Survey Results, 2023

Interpretation: It was also discovered from descriptive statistics that 84(24.7%) of the
respondents strongly agreed that the sources used for ads are reliable, 89(26.2%) of the
respondents agreed with the statement, 26(7.6%) were undecided. 69(20.3@‘»@f the

respondents disagreed. Also, 72(21.2%) of the respondents strongly disagr e@orith a mean

&

score of 2.60 and a standard deviation of 1.266.
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Table 4.6(d): My consumer rights are not neglected during advertisements

Frequency Percent Mean Standard
Deviation
Strongly Agree 104 30.6 2.52 1.327
Agree 86 25.3

Undecided 70 20.6 Q}

Disagree 44 12.9 ;
‘ \‘%'\
36 10.6

. QQ)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 . \% -

C)\

Interpretation: Three (3) items we&@'ed to calculate descriptive statistics for customer
awareness, as indicated in the tWt was also discovered from descriptive statistics that 104
(30.6%) of the responden@r?gly agreed that the consumer rights are not neglected during
advertisements, 86 39) of the respondents agreed with the statement, 70(20.6%) were
undecided. %) of the respondents disagreed. Also, 36(10.6%) of the respondents
stron @greed, with a mean score of 2.52 and a standard deviation of 1.327.This indicates
that‘jhgmajority of participants believe that consumer rights are not neglected during

advertisements
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Table 4.6(e): 1 only search for the brand of product I recognize

Frequency Percent Mean Standard
Deviation
Strongly Agree 118 34.7 2.34 1.233
Agree 97 28.5

A
Undecided 33 9.7 \

L&
Disagree 69 20.3
4%'»

Strongly Disagree 23 6.8 &g\\i

. Q‘Z)
Total 340 100 \

Source: Field Survey Results, 2023 ] \% —
Interpretation: With a mean scor@i.% and standard variation of 1.233, descriptive
statistics in Table 4.2.2(e) uncw that 118 (34.7%) respondents strongly agreed that they
only search for the bra %?oduct they recognize, 97 (28.5%) agreed, 33(9.7%) were
undecided. 69 (20.3Q9isagreed, and 23(6.4%) strongly disagreed with this assertion. Hence,

majority o@ants reported they only search for the brand of product they recognize

QQ
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Table 4.6(f): I only search for the brand of product I recognize

Frequency Percent Mean Standard
Deviation
Strongly Agree 111 32.6 2.16 1.049
Agree 107 31.5

A
Undecided 91 26.8 \

L&
Disagree 20 5.9
4%'»

Strongly Disagree 11 3.2 &%\\i

. Q‘ZJ
Total 340 100 \

Source: Field Survey Results, 2023 ] \% —
Interpretation: To establish if the@ognize a brand when it comes up in a search,
111(32.6%) strongly agreed, 1 1.5%) agreed, 91(26.8%) were undecided, 20(5.9%)
disagreed, while 11(3.2%)(Stro ;;]y disagreed, having a mean of 3.05 and a standard deviation

of 0.80. This implieSithat the consumers recognize a brand when it comes up in a search.
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Table 4.7a-f: Data Presentation and Analysis on Social Imaging and Customer

Interest

Table 4.7(a): While watching the ad, I found it attractive

Frequency Percent Mean Standard
Deviation
Strongly Agree 86 25.3 2.62 1.20'{*@
Agree 105 30.9 %\,\QO
Undecided 28 8.2 . 6

"
S
Disagree 73 21.5 . QQ)
S
Strongly Disagree 48 14.1 Q
Total 340 @;\\%
D

Source: Field Survey Results, 2023 Q‘)b‘

Interpretation: On %’@;ms for measuring social imaging was finding out how
attractive adverts,c e. It was discovered that 191(56.0%) of the respondents strongly
agreed and%@, 121(35.6%) of the respondents disagreed and strongly disagreed, while 28
(8.2¢ undecided with the statement. However, most of the respondents agreed that the

some ads were attractive with a mean score of 2.62 and a standard deviation of 1.202.
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Table 4.7(b): The adverts from these brands are clear

Frequency Percent Mean Standard
Deviation
Strongly Agree 131 38.5 2.34 1.325
Agree 88 259

A
Undecided 32 9.4 \

L&
Disagree 57 16.8
4%'»

Strongly Disagree 32 9.4 &g\\i

. Q‘Z)
Total 340 100 \

Source: Field Survey Results, 2023 ] \% —
Interpretation: It was vital to deten@he adverts clearness; 219 (64.4%) strongly agreed
and agreed that the adverts erese brands are clear, 32(9.4%) were undecided, while
89(26.2%) disagreed an@g?y disagreed with the statement with the mean score of 2.34

and standard deviat f 1.325. This reveals respondents are of the view that adverts from

Y
these bran (clear.
-
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Table 4.7(c): The images of ads are exactly as it is in reality

Frequency Percent Mean Standard
Deviation
Strongly Agree 168 494 2.16 1.400
Agree 60 17.6

A
Undecided 19 5.6 \

L&
Disagree 52 15.3
41 12.1 , 6'\

Strongly Disagree

. Q‘Z)
Total 340 100 \

Source: Field Survey Results, 2023 ] \% —
Interpretation: The researcher also V&ﬁ to find out if the images of ads are exactly as it is
in reality; 228 (67.1%) strongl%e\ad and agreed that the images of ads are exactly as it is in
reality, 19(5.6%) were @%’ while 93(27..4%) strongly disagreed and disagreed with
the mean score of 2,15 and standard deviation of 1.40. This implies that the majority of

consumers J@that the images of ads are exactly as it is in reality.

QQ
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Table 4.7(d): The ad changed my mind about the brand

Frequency Percent Mean Standard
Deviation
Strongly Agree 102 30.0 2.34 1.085
Agree 122 359

o>
Undecided 7 2.1 Q}

Disagree 71 20.9 ;
. \‘%'\
38 11.3

. QQ)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 . \% -

C)\

Interpretation: Descriptive statisticf&e consumer interest was measured using three (3)
items, as shown in the table aane of the items used for this measurement was to find if
the ads changed my mi %p?lt the brand. It was discovered that 102 (30.0%) of the
respondents strongl eed that the ad changed my mind about the brand, 122(35.9%) of the
respondent, @7(2.1%) were undecided, 71 (20.9%) of the respondents disagree with the
state@@hlle 38 (11.2%) of the respondents strongly disagree that the ad changed my

mind about the brand with a mean score of 2.34and standard deviation of 1.085
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Table 4.7(e): My interest is a product is increased by the type of adverts used

Frequency Percent Mean Standard
Deviation
Strongly Agree 131 80 2.24 1.265
Agree 80 23.5

Undecided 68 20.0 Q}

Disagree 37 10.9 é
. \‘%'\
24 7.1

. QQ)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 \

Interpretation: It was also revealed f@scriptive statistics that 131(38.5%) of the
respondents strongly agree that their st in a product is increased by the type of adverts
used, 80(23.5%) of the responwgree with the statement, 68(20.0%) were undecided, 37
(10.9%) of the respondent%s g?ree, while 24(7.1%) of the respondent strongly disagree that

interest is a producthis increased by the type of adverts used, with a mean score of 2.24 and

standard dg@ 1.265.
: Q

92



Table 4.7(f): The ad I saw or read about the brand affected my choice of brand

Frequency Percent Mean Standard
Deviation
Strongly Agree 87 25.6 2.44 1.105
Agree 112 329

Undecided 12 35 Q}

Disagree 77 22.6 é
N \‘%'\
52 15.4

. Q‘Z)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 ] \% —
Interpretation: It was also discov@rom descriptive statistics that 87(25.6%) of the
adverts seen or read about regardipg a brand affected their choice of brand, 112 (32.9%) of
the respondents agree %Q statement, 12(3.5%) were undecided, 77(22.6%) of the

respondents disa%r& hile 52(15.4%) of the respondents strongly disagree, with a mean

score of 2.@andard deviation of 1.105.

QQ
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Table 4.8a-f: Data Presentation and Analysis on Entertainment and Consumer

Conviction

Table 4.8(a): While watching the ad, I found it interesting

Frequency Percent Mean Standard
Deviation
Strongly Agree 154 45.3 2.69 1.05'{*@
Agree 63 18.5 %\,\QO
Undecided 58 17.1 . \‘%

.\
&
Disagree 53 15.6 . Q
>
Strongly Disagree 12 3.5 Q
Total 340 @

Source: Field Survey Results, 2023 Q‘)b‘

Interpretation: One of@ﬂeg for measuring entertainment was finding out how attractive
adverts can be. I&&%ﬁscovered that 217(64.8%) of the respondents strongly agreed and
agreed, SM%Qvere undecided 121(35.6%) of the respondents disagreed and strongly
disa hile 65(19.1%) were undecided with the statement. However, most of the
respondents agreed that the some ads were attractive with a mean score of 2.69 and a

standard deviation of 1.055

94



Table 4.8(b): I could relate to the characters used in the advertisement

Frequency Percent Mean Standard
Deviation
Strongly Agree 98 28.9 2.55 1.364
Agree 90 26.5

Undecided 43 12.6 Q}

Disagree 46 13.5 é
N \‘%'\
63 18.5

. Q‘Z)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 ] \% —
Interpretation: It was vital to detem@ow characters in adverts could be related with; 118
(55.4%) strongly agreed andwed they could relate to the characters used in the
advertisement, 43(12.6%@(2 undecided, while 109(32.1%) disagreed and strongly
disagreed with the Qtﬁment with the mean score of 2.55 and standard deviation of 1.364.

This revea@dents are of the view that they could relate to the characters used in the

adverti @ﬁ
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Table 4.8(c): Characters used to make adverts are passionate about the task

Frequency Percent Mean Standard
Deviation
Strongly Agree 84 24.7 2.27 1.033
Agree 133 39.1

Undecided 12 3.5 Q}
Disagree 83 24.5 é
Strongly Disagree

. Q‘Z)
Total 340 100 \

Source: Field Survey Results, 2023 ] \% —
Interpretation: The researcher also @d to find out if the characters used to make adverts
are passionate about the task; ZM&S%) strongly agreed and agreed that characters used to
make adverts are passiods@p?)ut the task, 12(3.5%) were undecided, while 111(32.7%)
strongly disagreed and disagreed with the mean score of 2.27 and standard deviation of 1.033.

This impli@e characters used to make adverts are passionate about the task

QQ
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Table 4.8(d): The ad made me purchase the product

Frequency Percent Mean Standard
Deviation
Strongly Agree 105 30.9 3.04 1.169
Agree 104 30.6

Undecided 29 8.5 \

L&
Disagree 55 16.2
‘%'\

Strongly Disagree 47 13.8 &%\\d

. QQ)
Total 340 100 \

Source: Field Survey Results, 2023 . \% -

C)\

Interpretation: Descriptive statisticx&e consumer conviction was measured using three
(3) items, as shown in the tabwve. One of the items used for this measurement was to
find if the advert made th@r'ghase the product. It was discovered that 105 (30.9%) of the
respondents stronglgg&eed that the ad made them purchase the product, 104(30.6%) of the
respondent, @ 29(8.5%) were undecided, 55 (16.2%) of the respondents disagree with

the t, while 47 (13.8%) of the respondents strongly disagree that the ad changed my

mind about the brand with a mean score of 3.04 and standard deviation of 1.169
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Table 4.8(e): I have a higher value of conviction towards private label brand means higher

intention to buy private label

Frequency Percent Mean Standard
Deviation
Strongly Agree 169 49.7 1.96 1.253

Agree 93 27.4
&>

Undecided 31 9.1 ‘%’\QO
i . "
Disagree 18 53 6

Strongly Disagree 29

8.5 .
>
Total 340 100 Q
2

Source: Field Survey Results, 2023 \J‘
>

Interpretation: It was also qu)d from descriptive statistics that 169(49.7%) of the
respondents strongly agra@)t?ley have an higher value of conviction towards private label
brand means higher\intgntion to buy private label, 93(27.4%) of the respondents agree with
the statem 0.0%) were undecided, 37 (10.9%) of the respondents disagree, while
24(9 the respondent strongly disagree that they have an higher value of conviction
towards’private label brand means higher intention to buy private label, with a mean score of

1.96 and standard deviation of 1.253
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Table 4.8(f): My perception towards the price of a brand means higher value of consumers'

conviction towards private label brand

Frequency Percent Mean Standard
Deviation
Strongly Agree 118 34.7 2.26 1.241

Agree 99 29.1 &
S
Undecided 69 20.3 ‘@
i . "
Disagree 27 7.9 6

Strongly Disagree 27 7.9 . QQ)

D
Total 340 100 QQ
2

Source: Field Survey Results, 2023 \ )y

Interpretation: It was also dWred from descriptive statistics that 118(34.7%) of their
perception towards the ;6@32? brand means higher value of consumers' conviction towards
private label brand, 9.1%) of the respondents agree with the statement, 69(20.3%) were
undecided, ¥9%) of the respondents disagree, while 27(7.9%) of the respondents strongly

disa% h a mean score of 2.26 and standard deviation of 1.241

99



4.9a-f Data Presentation and Analysis on Message Appeal and Consumer

Action

Table 4.9(a): While watching the ad, I found the message appealing to my ears

Frequency Percent Mean Standard
Deviation
Strongly Agree 122 35.8 2.54 1.15?&*@
Agree 80 23.5 %\,\QO
Undecided 36 10.6 . \‘%

"
S
Disagree 79 23.2 . QQ)
>
Strongly Disagree 23 6.8 Q
Total 340 @;\\%
D

Source: Field Survey Results, 2023 Q‘)b‘

Interpretation: One %’@gms for measuring message appeal was finding out how
appealing to the f{td@e ads are be. It was discovered that 202(59.4%) of the respondents
strongly agl%an agreed, 102(30.0%) of the respondents disagreed and strongly disagreed,
whi %).6%) were undecided with the statement. However, most of the respondents
agreed that the some ads were appeal to the ears with a mean score of 2.54 and a standard

deviation of 1.158
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Table 4.9(b): The choice of words and phrases used for ads are good

Frequency Percent Mean Standard
Deviation
Strongly Agree 95 27.9 2.49 1.256
Agree 87 25.6

Undecided 84 24.7 Q}

Disagree 46 13.5 é
N \‘%'\
28 8.1

. Q‘Z)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 ] \% —
Interpretation: It was vital to detem@\oice of words and phrases used for ads were good;

182 (53.5%) strongly agreed arweed that the choice of words and phrases used for ads are

good, 84(24.7 %) were \Qo%gcgd'éd, while 74(21.7%) disagreed and strongly disagreed with

the statement with the jmean score of 2.49 and standard deviation of 1.256. This reveals

respondent, che choice of words and phrases used for ads are good

QQ
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Table 4.9(c): The ads appeal to all age range of customers

Frequency Percent Mean Standard
Deviation
Strongly Agree 106 31.2 2.54 1.183
Agree 87 25.6

A
Undecided 81 23.8 \

L
Disagree 42 12.4
4%'»

Strongly Disagree 24 7.1 &g\\i

. Q‘Z)
Total 340 100 \

Source: Field Survey Results, 2023

Interpretation: h
P

The researcher also wanted to find’out if the ads appeal to all age range of customers ; 193
'\

(56.8%) strongly agre%%l greed that the ads appeal to all age range of customers,

81(23.8%) were u,@eied, while 66(19.4%) strongly disagreed and disagreed with the mean

score of 2%&standard deviation of 1.183. This implies that the majority of consumers

belighe ads appeal to all age range of customers.
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Table 4.9(d): I would purchase product for which the ad is shown

Frequency Percent Mean Standard
Deviation
Strongly Agree 129 379 2.39 1.120
Agree 93 27.4

Undecided 19 5.6 \

L&
Disagree 79 23.2
‘%'\

Strongly Disagree 20 59 &%\\i

. QQ)
Total 340 100 \

Source: Field Survey Results, 2023 . \% -

C)\

Interpretation: Descriptive statistic(@l\e consumer action was measured using three (3)
items, as shown in the table aane of the items used for this measurement was to find if
consumers would purcha@c?uct for which the ad is shown. It was discovered that 129
(37.9%) of the resp d?ts strongly agreed that they would purchase product for which the
ad is show @.4%) of the respondents agree, 19(5.6%) were undecided, 79 (23.2%) of
the @nts disagree with the statement, while 20 (5.9%) of the respondents strongly
disagree that the ad changed my mind about the brand with a mean score of 2.39 and standard

deviation of 1.120
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Table 4.9(e): The more adverts displayed, the higher my chances of buying the products

when I see it physically

Frequency Percent Mean Standard
Deviation
Strongly Agree 101 29.7 2.68 1.220

Agree 100 294
&>

Undecided 62 18.1 ‘%’\QO
i . "
Disagree 39 11.5 6

Strongly Disagree 38 11.2 . QQ)

D
Total 340 100 QQ
2

Source: Field Survey Results, 2023 \J‘
>

Interpretation: It was also qu)d from descriptive statistics that 101(29.7%) of the
respondents strongly agr 4ai)t?le more adverts displayed, the higher their chances of buying
the products when ‘they see it physically, 100(29.4%) of the respondents agree with the
statement, @%) were undecided, 39 (11.5%) of the respondents disagree, while 38
(11.2% @he respondent strongly disagree that the more adverts displayed, the higher their
char&f buying the products when they see it physically, with a mean score of 2.68 and

standard deviation of 1.220.
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Table 4.9(f): I can go through any lengths to purchase products that are advertised

Frequency Percent Mean Standard
Deviation
Strongly Agree 133 39.1 2.57 1.216
Agree 89 26.2

Undecided 30 8.8 Q}

Disagree 58 17.1 g ‘
. \‘%'\
30 8.8

. Q‘Z)
Total 340 100 \

Strongly Disagree

Source: Field Survey Results, 2023 ] \% —
Interpretation: It was also discovm@&m descriptive statistics that 133(29.1%) they can
go through any lengths to Mse products that are advertised, 89 (26.2%) of the
respondents agree wit@?atement, 30(8.8%) were undecided, 58(17.1%) of the

respondents disagre&, while 30(8.8%) of the respondents strongly disagree, with a mean score

of 2.57 and,%@d deviation of 1216.
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4.2 Test of Hypotheses

Hypothesis One
Table 4.10: Regression Table showing the effect of Source Credibility on Consumer
Awareness
R=0.593? R?=0.352 Adj. R?=0.350 Std. Error of the %imate

= 0.64350 AQ}\

Model

Regression

Residual

Total

(Constant)

Source

credibility

‘%\@

Sum of Df Mean Square F Sig.
. "

Squares @

75.900 1 75.900 ‘ 62) 183.293 0.000°

139.963 338 0.41 Q

T\
215.862 339 %?JN
P

Coefﬁcienl% N Coefficients

N

Unstandardiz Standardized T Sig.

Beta

‘%6\‘ Eror

QQ 1.844 0.123 0.593 6.851 0.000

0.667 0.049 13.539 0.000

Dependent Variable: Consumer Awareness

Predictors: (Constant), Source credibility

Source: Field Survey Results, 2023
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As shown in table 4.10, the regression results revealed the extent to which consumer
awareness is explained by source credibility, the error term, analysis of variance, as well as
the confidence level of the results. The coefficient of determination denoted by R square was
0.352. This shows that social imaging accounted for 35.2 percent of the variations in
consumer awareness, while the standard error estimate was 0.64. The table also'$@is that
the analysis of variance (ANOVA), denoted by the F value, was 183.293, wit%bo level of
significance, thus, signifying the overall statistical significance of the vatiables in the model.
Part of the implication is that source credibility has a sigﬂi@ foect on consumer
awareness. The t-statistics also shows that the effect of so@credibility on the consumer
awareness was statistically significant (t=13.539, .@Fhis means that we can trust the
result of the relationship between source credilg%ty d consumer awareness given that the
confidence level exceeds 95 percent. Bas@\hese statistical validations, the findings of the
study are therefore termed statistical bﬁiﬁcan‘t. Hence, source credibility has a significant
effect on consumer awareness.%)@erefore justified that an improvement in social imaging
by 100% would trigger a; edse in consumer awareness by 59.3 percent, as indicated by
the standardized 00@9{[ of consumer awareness in Table 4.3.1, while other variables are

>

held constant’

QQ

107



Hypothesis Two

Table 4.11: Regression Table showing the effect of Social Imaging on Consumer Interest

R=0.675? R?=0.455 Adj. R?=0.454 Std.Error of the Estimate =
0.50306
Model Sum of Df Mean Square F Sig.
Squares
Regression  71.509 1
75.509
Residual 85.548 338 282.563 0.000°
0.253
Total 157.047 339
Unstandardized Standardized T Sig.
(Constant)  Coefficients Coefficients
Social B Std. Error Beta
Imaging 1.044 0.084 0.675 12.373 0.000
0.542 0.032 16.810 0.000

Dependent Variable: Cons Ipterest

Predictors: (Consta@la; Imaging

Source: Fiel @y Results, 2023

As shown in table 4.11, the regression results revealed the extent to which consumer Interest
is explained by social imaging, the error term, analysis of variance, as well as the confidence
level of the results. The coefficient of determination denoted by R square was 0.455. This

shows that social imaging accounted for 45.2 percent of the variations in consumer interest,

while the standard error estimate was 0.50. The table also shows that the analysis of variance
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(ANOVA), denoted by the F value, was 282.563, with 0.000 level of significance, thus,
signifying the overall statistical significance of the variables in the model. Part of the
implication is that social imaging has a significant effect on consumer interest. The t-statistics
also shows that the effect of social imaging on the consumer interest was statistically
significant (t=16.810, <0.05). This means that we can trust the result of the relationship
between social imaging and consumer interest given that the confidence level exc&ds 95
percent. Based on these statistical validations, the findings of the study are t @‘e termed
statistically significant. Hence, social imaging has a significant effectf@sumer interest.
It is therefore justified that an improvement in social imaging 0% would trigger an
increase in consumer interest by 67.5 percent, as indicated b@%\tandardized coefficient of

consumer awareness in Table 4.3.2, while other Variab@held constant.
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Hypothesis Three

Table 4.12: Regression Table showing the effect of Entertainment on Consumer

Conviction
R=0.5172 R2=0.268 Adj. R>=0.265 Std.Error of the Estimate =
0.67026 .
&
Model Sum of Df Mean Square F . '\Qgéig.
Squares é

. |
Regression 55.457 1 55.457 @43 0.000°
Residual 151.847 338 0.559 @
Total 207.304 339 )\%

(Constant) Unstandardized 't ndardized T Sig.
) Coefficients Q) Coefficients
Entertainment \)
B Std. Beta

@35 0.138 0.517 6.775 0.000

QQ 0.591 0.053 11.110 0.000

Dependent Variable: Consumer Conviction
Predictors: (Constant), Entertainment

Source: Field Survey Results, 2023
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As shown in table 4.3.3, the regression results revealed the extent to which consumer
conviction is explained by entertainment, the error term, analysis of variance, as well as the
confidence level of the results. The coefficient of determination denoted by R square was
0.455. This shows that entertainment accounted for 26.8 percent of the variations in consumer
conviction, while the standard error estimate was 0.67. The table also shows that the analysis
of variance (ANOVA), denoted by the F value, was 2, with 0.000 level of signiﬁe@ thus,
signifying the overall statistical significance of the variables in the mod @'&1 of the
implication is that entertainment has a significant effect on consuw@%}iction. The t-
statistics also shows that the effect of social imaging on the \‘ ubher conviction was
statistically significant (t=11.110, <0.05). This means thatég%}l trust the result of the
relationship between entertainment and consumer c n\;&% given that the confidence level
exceeds 95 percent. Based on these statistical ﬁtions, the findings of the study are
therefore termed statistically significant. .eh‘gg%ntertainment has a significant effect on
consumer conviction. It is therefore ju@ed that an improvement in entertainment by 100%
would trigger an increase in@er conviction by 51.7 percent, as indicated by the

standardized coefficient of G%sumer conviction in Table 4.3.3, while other variables are held

constant. (JQQ

N
Qﬁg
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Hypothesis Four

Table 4.13: Regression Table showing the Influence of Message Appeal on Consumer
Action
R=0.536° R?=0.288 Adj. R>=0.285 Std.Error of the Estimate =
0.55605

Model Sum of Df Mean Square F @
Squares ;' ,\Qg)

Regression 42.185 1 42.185 {{ $§ 0.000°

Residual 104.507 338 0.309 QQ'}%

Total 146.692 339 Q’Q\

(Constant) Unstandardized i@;ﬁzed T Sig
Coefficients '6' oefficients

Message

Appeal B &&) Beta

S
S

0.455

QQ

@I’I’OI‘

0.103

0.039

0.536 13.608 0.000

11.681 0.000

Depen&/nt Variable: Consumer Action

Predictors: (Constant), Message Appeal

Source: Field Survey Results, 2023

As shown in table 4.3.4, the regression results revealed the extent to which consumer action

message appeal is explained by entertainment, the error term, analysis of variance, as well as
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the confidence level of the results. The coefficient of determination denoted by R square was
0.455. This shows that message appeal accounted for 28.8 percent of the variations in
consumer action, while the standard error estimate was 0.56. The table also shows that the
analysis of variance (ANOVA), denoted by the F value, was 136.435, with 0.000 level of
significance, thus, signifying the overall statistical significance of the variables in the model.
Part of the implication is that message appeal has a significant influence on consurn{i&ction.
The t-statistics also shows that the effect of message appeal on the con.su%g}tftion was
statistically significant (t=11.68, <0.05). This means that we can tf@ result of the
relationship between message appeal and consumer action givem&fhe confidence level
exceeds 95 percent. Based on these statistical Validationsq't)k%'\mdings of the study are

therefore termed statistically significant. Hence, me s@peal has a significant influence
N

on consumer action. It is therefore justified that& rovement in message appeal by 100%

would trigger an increase in consum Xh by 53.6 percent, as indicated by the

standardized coefficient of consumer @n in Table 4.3.4, while other variables are held

constant. VQ)

4.3 Discussion of Fin "

Q

The study achiev;c{dQﬁsponse rate of 88.5%, which is generally considered quite good for
survey res Qt implies that the data collected from these 340 respondents can be
consj@& }easonably representative of the larger population of consumers of FMCGs in
Lagos State. The majority of respondents were male (67.9%), while females made up 32.1%
of the sample. This suggests a gender imbalance in the survey, with more male participants.
Researchers should be cautious when drawing gender-related conclusions from the data.
Respondents were distributed across various age groups. The largest group fell within the 31-

40 age range, followed closely by those aged 18-30. This information can be valuable for
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targeting specific age groups in advertising campaigns for FMCGs. The majority of
respondents held HND/B.SC degrees or equivalent (52.9%), indicating a relatively well-
educated sample. This could impact their perceptions of advertising and consumer behavior.
The sample appears to have a diverse range of educational backgrounds, which is useful for

analysis.

Regarding the first research question, which pertains to perceptions of source cre@% and
customer awareness of advertisements, 42.9% of respondents strongly bg{%)d that they
perceived ads as truthful. These results shed light on how source cﬁlity can impact
. ‘%’\
consumers' views of advertisements. Moving on to the examin. gém Social Imaging and
Customer Interest, the research delves into how social .im &and customer interest affect
respondents' reactions to ads. For instance, 45 &articipants firmly endorsed the
statement that they found ads interesting. T 'sﬁderscores the significant influence of the
level of interest generated by ads on a@sumers. In terms of how entertainment and
consumer conviction influence con responses, for example, 49.7% of respondents
strongly concurred that they hw stronger conviction towards private label brands. This
suggests that entertainmesdt ‘pla 's? a crucial role in shaping consumer behavior. Finally, when
considering messa aneal and its impact on consumer actions, 35.8% of respondents

strongly ag@t they found the message appealing to their ears. This underscores the

sign@of message appeal in influencing consumer responses.

From the test of Hypotheses; hypothesis one indicate the extent to which source credibility
influences consumer awareness. The coefficient of determination (R square) is 0.352,
indicating that source credibility explains 35.2 percent of the variations in consumer
awareness. The standard error estimate is 0.64, and the analysis of variance (ANOVA) is
significant, with an F value of 183.293 and a p-value of 0.000, signifying the overall

114



statistical significance of the variables in the model. These results suggest that source
credibility has a significant effect on consumer awareness. The t-statistics also confirm the
statistical significance (t=13.539, p<0.05), meaning we can trust the relationship between
source credibility and consumer awareness. In practical terms, a 100% improvement in
source credibility would lead to a 59.3% increase in consumer awareness, with all other
variables held constant. In this research having used advertising messages in line (v&h the
first hypothesis, source credibility was significant to consumer awareness.us' &!ample of
consumers of household brands. This findings reinforces the importan&%hrce credibility
as an indicator of advertising messages, where Hy was source.crelibifity has no effect on
consumer awareness and H; was source credibility has s@%}antly influence customer
awareness, the alternate hypothesis was accepted. This %%g is consistent with the findings

of some scholars that credibility has a significant im on consumer awareness ',

Hypothesis two presents the results for th@\t&o social imaging on consumer interest. The
R square is 0.455, indicating that sopbhnaging explains 45.2 percent of the variations in
consumer interest. The standaré‘@r estimate is 0.50, and the ANOVA is highly significant
with an F value of 282 and a p-value of 0.000, highlighting the overall statistical
significance of the Qrijges in the model. These results suggest that social imaging has a
significant i @ n consumer interest. The t-statistics further confirm this (t=16.810,
p<0.05 @ic ting a trustworthy relationship between social imaging and consumer interest.
In p$a1 terms, a 100% improvement in social imaging would result in a 67.5% increase in
consumer interest, with all other variables held constant. This findings also align with other
researcher’s findings that social imaging has an effect on consumer awareness which can also

be a result of variation due to different percent of respondents*>.
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Hypothesis three assesses the effect of entertainment on consumer conviction. The R square
is 0.268, indicating that entertainment accounts for 26.8 percent of the variations in consumer
conviction. The standard error estimate is 0.67, and the ANOVA is significant, with an F
value of 123.443 and a p-value of 0.000, indicating the overall statistical significance of the
variables in the model. These results suggest that entertainment has a significant effect on
consumer conviction. The t-statistics further confirm this (t=11.110, p<0.05), in@ing a
reliable relationship between entertainment and consumer conviction. In pr @terms, a
100% improvement in entertainment would lead to a 51.7% increase in‘%&ler conviction,
with all other variables held constant. This findings is in line with dy that entertainment
has a significant relationship with consumer conviction’?. Q‘)&CQ\

Hypothesis four reveals the impact of message app a@nsumer action. The R square is
0.288, indicating that message appeal explains&& ercent of the variations in consumer
action. The standard error estimate is 0.56, and‘the ANOVA is significant, with an F value of
136.435 and a p-value of 0.000, @ghting the overall statistical significance of the
variables in the model. These w suggest that message appeal has a significant influence
on consumer action. Th ‘Agt'ﬁstics further confirm this (t=11.681, p<0.05), indicating a
trustworthy relation@i@getween message appeal and consumer action. In practical terms, a

100% improvemeht in message appeal would result in a 53.6% increase in consumer action,

with all (@r ariables held constant. This finding is in agreement with a study, in the study,
the sch;ars find out that; considering there is an extraordinary decent variety of a message

then the scope of these experiences is additionally immensely influenced®-'°.

In conclusion, the findings from the study provide strong evidence that source credibility,
social imaging, entertainment, and message appeal all have significant effects on consumer

awareness, interest, conviction, and action, respectively. These relationships are statistically
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significant, and the results suggest practical implications for marketers aiming to enhance

these factors to influence consumer behaviors.
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Chapter Five
Conclusion
5.1 Summary of Findings

The aim of this research work was to investigate the effect of advertising messages and
consumer stimulus-response. This chapter provides a summary of all the other chapters of
this research work. It covers all the areas discussed in subsequent chaptep{\&ln the
introduction to the data analysis. It contains the theoretical and empiric &%s in which

the conclusions were drawn and recommendations for further studies were thade.
.’
[ ]

This research study was carried out to determine and invesg@the effect of advertising
messages on consumer stimulus-response of fast m’qxﬁ\';g consumer goods in selected

household products, and various techniques on%%is could be analyzed. Copies of

questionnaire were administered to consuﬁg@yusehold products in Lagos, Nigeria. The
at

data collected from the sample poﬁ%’ was analyzed using frequency and linear
regression with SPSS tool, four, hy@‘ses were tested, support was found for all of the four
hypotheses. This made a Kof clarifications and gave a clearer insight into advertising

messages and its eff Q nsumer stimulus-response.

Chapter one js %mtroductlon to the research topic. It covered salient areas of the topic;
background of the study, statement of the problem, research questions, aim and objectives of
the @, scope of the study, significance of the study, operationalisation of research
variables, research hypothesis and definition of terms. The main objective of the study was to
identify the effect of advertising messages on consumer stimulus-response. The major aims
and objectives of the research study were: to investigate the effect effects of source credibility
on awareness of fast moving consumer goods; to examine the extent to social imaging which

affect interest in fast moving consumer goods: to evaluate the role of entertainment on
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conviction in using fast moving consumer goods; and to assess the influence of message

appeal on action of fast moving consumer goods.

Chapter two contains the literature review relating to the topic which was discussed
extensively. The researcher compiled the findings of previous studies in the area of the topic,
and was able to find underlying relationships between the independent (advertising messages)
and dependent (consumer stimulus-response) variables. This chapter consfs;& the
conceptual framework, the theoretical framework, and the empirical framewq%nd the gap

analysis.

Chapter three is focused on the method used in carrying out @‘\sﬁ;’ch S0 as to acquire
relevant data. The chapter specifies the research method, th &rch instruments and design,
the model specification and the data source. T@}l objective of the study was to
examine the effect of advertising messages‘ﬁconsumer stimulus-response, 340 well-
structured copies of questionnaire wer di@ed in total to consumers of household brands
in Lagos, Nigeria. The multi-stage sa g procedure of purposive, cluster and convenience

were employed in the selection of\geSpondents.

'\

Chapter four contains @lysis of data gotten from the survey, its presentation, its
interpretation an&thesis testing. The data collected during the field survey were
analyzed V@PSS tool was used for the descriptive and inferential statistics. The results

Wer@Qed as criteria for rejecting the Ho and accepting Hi.

Chapter five focuses on the summary of findings made, the conclusion and recommendation

based on finding.
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5.2 Conclusion

The research has achieved the objectives it set out to achieve. The research was an
adventurous exposition into the effect of advertising messages on consumers’ stimulus-
response. A descriptive research was carried out and the content was very useful in
measuring advertising messages, its effects on consumers’ stimulus-response. Source
credibility have a direct influence on consumer awareness. Likewise, social ir'nq@g and
entertainment also has a significant effect on consumer interest and COHSL%)COHViCtiOH
respectively. Lastly, the study concluded that message appeal directly influences consumer
action to purchase a brand. A direct influence on these variable§ g\&%ﬁ’ event can influence

the increase of consumer stimulus response according to this é&rch.

5.3 Recommendations @

Based on the findings of this research work, th@owmg recommendations have been drawn
up to help organizations, especially $ household brands, identify the best way to

organize a advertise properly that wi increase consumer stimulus response.

i. Based on statisticali\m'lwymions, source credibility has a significant impact on

consumer a\qé@

awareness)@dr eir brand. Source credibility is an excellent way of creating consumer

o, this research will be helpful to firms that wish to create

awgm%s for household brands which would then lead to an improved consumer
Q%lus response.

ii. From table 4.3.2, an improvement in social imaging by 100% would trigger an
increase in consumer interest by 67.5%. Companies certainly need to focus more on
advertising messages because this would stimulate consumer awareness, consumer
conviction, consumer interest and consumer action to purchase household brand.
Given the significance of these constructs, the management of the firms need to
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stimulate advertising messages in order to enhance customer stimulus response since
it’s more cost effective to retain a customer than to attract a new one. With the
revelation of this study, a proper customer retention strategy is needed by the
management of the firm in order to remain competitive in the face of competition.

iii.  From the study, entertainment has a significant impact on consumer conviction. So
firms should ensure that products when advertised contain a dose of entertainment.

O

This allows the consumers to get more fascinated about the produc‘Es, Bgéy causing
a conviction in heart to purchase the brand. ‘é\

iv.  Based on the findings, message appeal has a signiﬁcant.im&'@n consumer action.
Firms should ensure that when advertising they shoul@%n\ore effort in ensuring the

messages are appealing to consumers their brin‘@yositive experience such as high

quality product materials, price discount samples so the event attendees can

associate their brand with a positi@%ﬁnce, when there is a strong and positive
brand association to a firm’s @d it will help increase the brand equity. Firms

should be committed to‘ésﬁing a positive brand association because it will help to

reduce customer’s eivied risk.

5.4. Contributions Q@w edge

N

Policy Co ns: This study suggests recommendations to provide relevant policies that
will @ision-makers, business owners, industrialists, managers and marketers as well as

entrepreneurs to understand the complexities around advertising and consumer behaviour

Empirical Considerations: This study provides evidence based on findings given the use of
the quantitative method methodology employed in this study. The outcome of this work will
contribute in notable respect to the advertising literature and consumer stimulus response of

fast moving consumer goods firms in Nigeria.
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Conceptual Contributions: The study contributes to the existing studies on advertising and
customer stimulus response of fast moving consumer goods firms. Therefore, the gaps in
business advertising, customer stimulus response were empirically filled. These dimensions
clearly show advertising dimensions that can be leveraged to foster consumer awareness,

consumer interest, consumer conviction and consumer action.
5.5 Suggested Areas for Further Research

Future research can be explored using consumers of other brands other thait héusehold brands
in order to determine the relationship between advertising messages on ‘sonsumer stimulus

response. Industrial brands can also be explored.

More also, the study employed mixed methods of data collection, where quantitative data was
generated from survey and qualitative data was gotten from in-depth interviews. Further
studies should be conducted using quantitative data collected of operations management and
qualitative data collection through Focus Group discussion. This would further help to enrich

the data collection process.
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Appendix I QQ’)&%

Questionn@
Department of Business Management C.@

Lead City University B

%‘b
Dear Respondent, \)

I am a Masters candid@r?l the above named institution conducting a research on
“Advertising MiS{J&)QOH Consumers Stimulus- Response of fast moving consumer’s
goods”. Ki spond to each section of the questionnaire as it is purely for academic
purp %ase feel free to give your sincere opinion and feelings as your response will be
trea&th utmost confidentiality. I humbly appreciate your decision to participate in this

study.

Section A: Socio-Demographic Characteristics of Respondents

Instruction: Kindly tick ( v') and fill where applicable.
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QI1: Gender: Male () Female ()
Q2: Age-group: a. 18-30years[ | b. 31-40years|[ ] d. 41-50years[ ] e51-60years|[ ]
e. 61 years and above [ ]

Q3: Highest educational qualification: a. JSCE[ ] b.SSCE[ ] c¢.NCE/OND. B.Sc/HND [ ]

e. M.Sc/MBA [ ] f.Ph.D [ ]e. Others

&

<
Section B . QQ'}

Instruction: Please indicate by ticking ( v ) you;@@ the following statements. SD:

Strongly Disagree, D: Disagree, U: Unde@@%gree and SA: Strongly Agree.

A

Items Q, SD D U A SA

SV
A Advertisement INg
A
Source Credibili ) SD D U A SA
AQ
1 | While watching the ad, I found it truthful
A_ON\
2 The@tﬁ from these firms are informative
[N

3 ources used for ads are reliable

Social Imaging SD D U A SA
1 While watching the ad, I found it attractive
2 The adverts from these brands are clear
3. The images of ads are exactly as it is in
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Q\Y
>

reality
Entertainment SD D U A SA
While watching the ad, I found it interesting
I could relate to the characters used in the
advertisement
Characters used to make adverts are 60‘
passionate about the task . )
N\
Message Appeal SD D r‘tﬁ‘ A SA
AN o
The choice of words and phrases used for ads K \X
are good é?
The ads appeal to all age range of customers < | ,@ )
SECTION C: CONSUMER STIMUK\RESPONSE
Consumer Awareness SD D U A SA

My consumer rights are no@g@&:ted during

advertisements

A
I only search e) brand of product I
recognize

Ir

S

Vo N
Mizé a brand when it comes up in a

onsumer Interest

The ad changed my mind about the brand

My interest is a product is increased by the

type of adverts used

The ad I saw or read about the brand affected
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my choice of brand

Consumer Conviction

The ad changed made me purchase the

product

I have an higher value of conviction towards
private label brand means higher intention to

buy private label

My perception towards the price of a brand
means higher value of consumers' conviction

towards private label brand.

Consumer Action

A

SA

I would purchase product for which the a is |

shown
s @

The more adverts displayed, th( \gyer my

chances of buying the produ%

physically \;()

n I see it

I can go through Tengths to purchase
products th vertised

?
Qﬁg
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Output from Spss

While watching the ad, I found it truthful

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 146 429 429 429
A 91 26.8 26.8 69.7
U 54 15.9 15.9 85.6
D 27 7.9 7.9 93.5
DS 22 6.5 6.5 100.0
Total 340 100 100.0
OV

The adverts from these firms are informative

S

Valid Cumulative

Frequency Percent Percent Percent
Valid SA 98 28.8 28.8 28.8
A 136 40.0 40.0 68.8
U 20 59 59 74.7
D 57 16.8 16.8 91..5
DS 29 8.5 8.5 100.0
Total 340 100 100

Qﬁg
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The sources used for ads are reliable

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 84 24.7 24.7 24.7
A 89 26.2 26.2 50.9
U 26 7.6 7.6 58.5
D 69 203 203 78.8 Q&
DS 72 212 212 100.0 ‘@%
Total 340 100 100

NS
My consumer rights are not neglected during advertisements
Valid Cumulative
Frequency Percent Percent Percent

Valid SA 104 30.6 30.6 30.6

A 86 253 253 55.9

U 70 20.6 20.6 76.5

D 44 12.9 12.9 89.4

DS 36 10.6 10.6 100.0

Total 340 100 100

N
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I only search for the brand of product I recognize

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 118 34.7 34.7 34.7
A 97 28.5 28.5 63.2
U 33 9.7 9.7 72.9
D 69 20.3 20.3 93.2
DS 23 6.8 6.8 100.0
Total 340 100 100
While watching the ad, I found it attractive
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 86 253 253 253
A 105 30.9 30.9 56.2
U 28 8.2 8.2 64.4
D 73 21.5 21.5 85.9
DS 48 14.1 14.1 100.0
Total 340 100 100

=
Qﬁg
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The adverts from these brands are clear

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 131 38.5 38.5 38.5
A 88 25.9 25.9 64.4
U 32 9.4 9.4 73.8
D 57 168 168 90.6 Q&
DS 32 9.4 9.4 100.0 ‘@%
Total 340 100 100
\dre
The images of ads are exactly as it is in reality
Valid Cumulative
Frequency Percent Percent Percent
.Valid SA 168 49.4 49.4 49.4
A 60 17.6 17.6 67.0
U 19 5.6 5.6 72.6
D 52 15.3 15.3 87.9
DS 41 12.1 12.1 100.0
Total 340 100 100

—

o\
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The ad cha

nged my mind about the brand

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 102 30.0 30.0 30.0
A 122 35.9 35.9 65.9
U 7 2.0 2.0 68.0
D 71 20.9 20.9 88.9
DS 38 11.2 11.2 100.0
Total 340 100 100
My interest is a product is increased by the type of adverts
used
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 131 28.5 38.5 38.5
A 80 23.5 23.5 62.0
U 68 20.0 20.0 80.0
D 37 10.9 10.9 90..9
DS 24 7.1 7.1 100.0
Total 340 100 100
N

QQ
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The ad I saw or read about the brand affected my choice of

brand
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 87 25.6 25.6 25.6
A 112 32.9 32.9 58.5
u 12 3.5 3.5 62.0 &
D 77 22.6 22.6 84.6 . qg)
DS 52 154 154 100.0 ‘@
Total 340 100 100 )
Nl
A
While watching the ad, I found it interesting
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 154 45.3 45.3 45.3
A 63 18.5 18.5 63.8
U 58 17.1 17.1 80.9
D 53 15.6 15.6 96.5
DS 12 3.5 3.5 100.0
Total 340 100 100
Y

QQ
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I could relate to the characters used in the advertisement

Valid Cumulative
Frequency Percent Percent Percent

Valid SA 98 28.9 28.9 28.9

A 90 26.5 26.5 55.4

U 43 12.6 12.6 68.0

D 46 13.5 13.5 81.5 Q&

DS 63 185 185 100.0 3»@0

Total 340 100 100

- \‘%'\
S
Characters used to make adverts are passionate about the
task
Valid Cumulative
Frequency Percent Percent Percent

Valid SA 84 24.7 24.7 24.7

A 133 39.1 39.1 63.8

U 12 3.5 3.5 67.3

D 83 24.5 24.5 91.8

DS 28 8.2 8.2 100.0

Total 340 100 100

Y

QQ
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The ad made me purchase the product

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 105 30.9 30.9 30.9
A 104 30.6 30.6 61.5
U 29 8.5 8.5 70.0
D 55 162 162 86.2 Q&
DS 47 138 138 100.0 ,%QO
Total 340 100 100

.\
I have a higher value of conviction towards private label brand ©
means higher intention to buy private label D

Valid Cumulative
Frequency Percent Percent Percent

Valid SA 169 49.7 49.7 49.7

A 93 27.4 27.4 77.1

U 31 9.1 9.1 86.2

D 18 53 53 91.5

DS 29 8.5 8.5 100.0

Total 340 100 100

Qﬁw
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My perception towards the price of a brand means higher value
of consumers' conviction towards private label brand

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 118 34.7 34.7 34.7
A 99 29.1 29.1 63.8
U 6 203 203 84.1 \%i
D 27 7.9 7.9 92.0 . qg)&
DS 27 7.9 7.9 100.0 ‘@

Total 340 100 100 ‘%"
N\

While watching the ad, I found the message appealing to my

ears

Valid Cumulative
Frequency Percent Percent Percent

Valid SA 122 35.8 35.8 35.8

A 80 23.5 23.5 59.3

U 36 10.6 10.6 69.9

D 79 23.2 23.2 92.2

DS 23 6.8 6.8 100.0

Total 340 100 100

<
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The choice of words and phrases used for ads are good

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 95 27.9 27.9 27.9
A 87 25.6 25.6 53.5
U 84 24.7 24.7 78.2
D 46 135 135 92.9 Q&
DS 28 8.1 8.1 100.0 ‘@%
Total 340 100 100

.@w

Ny
The ads appeal to all age range of customers
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 106 31.2 31.2 31.2
A 87 25.6 25.6 56.8
U 81 23.8 23.8 80.6
D 42 12.4 12.4 90.9
DS 24 7.1 7.1 100.0
Total 340 100 100

o\

—
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I would purchase product for which the ad is shown

Valid Cumulative
Frequency Percent Percent Percent
Valid SA 129 37.9 37.9 37.9
A 93 274 274 65.3
U 19 5.6 5.6 70.9
D 79 232 232 94.1 Q&
DS 20 5.9 5.9 100.0 @%
Total 340 100 100

L

The more adverts displayed, the higher my chances of buying

the products when I see it physically

Valid Cumulative
Frequency Percent Percent Percent

Valid SA 101 29.7 29.7 29.7

A 100 29.4 29.4 59.1

U 62 18.1 18.1 77.2

D 39 11.5 11.5 88.7

DS 38 11.2 11.2 100.0

Total 340 100 100

Y

QQ
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I can go through any lengths to purchase products that are

advertised
Valid Cumulative
Frequency Percent Percent Percent
Valid SA 133 39.1 39.1 39.1
A 89 26.2 26.2 65.3
U 30 8.8 8.8 74.1 ) \%.
D 58 17.1 17.1 91.2 . Qg)&
DS 30 8.8 8.8 100.0 ‘%\
Total 340 100 100 \‘%'\
>
Hypothesis 1 &
N\
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 5932 352 350 .64350

a. Predictors: (Constant), Source Credibility

o~
N
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ANOVA?

Sum of

Model Squares df Mean Square F Sig.
1 Regression 75.9500 1 75.900 183.293 .000°

Residual 139.963 338 414

Total 215.862 339
a. Dependent Variable: Consumer Awareness. Sbi
b. Predictors: (Constant), Source Credibility |
Coefficients®

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error  Beta t Sig.
1 (Constant) 1.844 0.123 .6851 .000

Source Credibility .667 .049 .593 13.539  .000
a. Dependent Variable: Consumer Awareness

S
Hypothesis 2 ) \.\\)
Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 6752 455 454 .50306

a. Predictors: (Constant), Social Imaging
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 71.509 1 75.509 292.563 .000°
Residual 85.548 338 253
Total 157.047 339

a. Dependent Variable: Consumer Interest.

b. Predictors: (Constant), Social Imaging

£ AA
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta t Sig.
1 (Constant) 1.044 .084 12.373  .000
Social Imaging 542 .032 .675 16.810  .000
a. Dependent Variable: Consumer Interest
Hyp is3
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate

1 S172 268 265

.67026

a. Predictors: (Constant),Entertainment

155



ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 55.457 1 55.457 234.443 .000°
Residual 151.847 338 ..559
Total 307.304 339 sb'

a. Dependent Variable: Consumer Conviction.

b. Predictors: (Constant), Entertainment

. \ "
Ve - A Q
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta t Sig.
1 (Constant) .935 138 6.775 .000
Entertainment .592 .053 517 11.110  .000

a. Dependent Variable: Consumer Conviction

N
: %Q
QQ
Hypothésis 4

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 5367 288 285 .55605
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a. Predictors: (Constant), Message Appeal

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 42.185 1 43.185 136.435 .000°
Residual 104.507 338 309 9
Total 146.692 339 |

a. Dependent Variable: Consumer Action.
b. Predictors: (Constant), Message Appeal

'\V
. QQ)
A

Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta t Sig.
1 (Constant) 1.399 .103 13.608  .000
Message Appeal 455 .039 536 11.681  .000

a. Dependent Variable: Consumer Action
&
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Appendix 111
Sample Size Formula for Infinite Population

Sample Size = Infinite Population (where population greater than 50,000)
S = Z*x(p)<(1-p)

C2
SS — Sample Size
Z =z — Value (e.g. 1.96 for a 95 percent confidence level)

25\

P = percentage of population picking a choice, expressed a decimal

C = confidence interval, expressed as decimal E

A = values (cumulative normal probability table) represent the &ny that a sample will

fall within a certain distribution QQ)

The Z — values for confidence level are: ®
1.645 = 90 percent confidence level 0&

o

1.96 =95 percent confidence level

2.576 = 99 percent confidence ﬁg)

g — 38416 x05x05 &
5= 0.0025 CJQ
Ss =384 QQ
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