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 ABSTRACT

Advertising as a terfn has attracted a loi of controversy in its definition and
concept in recent times. This hias been in the aspect of its intent and role as a marketing'
tool. E

'

Despite such mixed-feeiings, the us?: of advertising still remains essentizﬁ in
marketing. I'his rescarch work looks at the use and effectiveness of advertising in all its
forms in the purchase and consumption pattern among the students and teachers of
Ahmadu Bello University in Zaria metropolis.

At the end of this study, conclusion and recommendations will be provided where

necessary based on the research findings.
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CHAPTER ONE

1.1 INTRODUCTION

I'he success or failure of any product in the market depends on its marketing
mix strategy in which promotion is but one. Advertising is one of the promotional
tools through which marketing objectives can be achieved.

['here are so many definitions of advertising but the most widely used and
accepted one is that developed by the American Marketing Association that
“Advertising is any form of non-personal preszntation of goods and services or ideas
for action openly paid for by an identified sponsor'. The idea is the message, which
can come through billboard. newspapers, radio, television etc. In most _adverliscmem,

three objectives are paramount;

(a) Information ¢bjective
(b) Persuasive objective
(¢) Reminding objective

How are these objectives achieved? To what extent can advertising influence
the purchase and consumption pattern of Ahmadu Bello University students and
teachers in Zaria metropolis? Based upon the above premise, one is posed to examine
whether advertising dues matter or not, in th: purchase and consumption pattern of an
individual.

Literature has also revealed that the consumption pattern of individual is
influenced by a large number of interrelated factors such as demography, family size,
wealth. interest rate, income distribution® etc.

However, it is the influence of advertising as a potent promotional tool that

will be examined in this research study.



Theodor Harder asserted that “advertising has long been regarded as an area
- for intuitive business activity, primarily because it seems to be governed entirely by
creative ideas™. This advertising creativity, thus serves as to bedrock by which most
of the purchase and co. .!sumption pattern of an individual can be influenced.

However, William Stanton subscribed to the persuasive role of advenising by
saying that “the ultimate effect of advertising is to modify the attitude and or
behaviour of the receiver of message"”. Nevertheless, advertising role can be

achieved by deception, otherwise known as deceptive advertising,.

1.2 STATEMENT OF THE PROBLEM

The following research questions will be examined:-

(a) Does advertising influence the purchase and consumption pattern of

the Ahmadu DBello University students and teachers in Zaria

R

metropolis?
(b) Through which communication media can advertising messages be

casily passed to Ahmadu Bello University students and teachers in

Zaria metropolis?

L3 SIGNIFICANCE OF THE STUDY

The study will show the scope and limitation of advertising in influencing the
‘purchase and consumption pattern of a markat segment.

Simularly, the study will clarify whether advertising does matter or not in the

- purchases and consumption behaviour pattern of Ahmadu Bello University students

and teachers in Zara metropolis.



14  OBJECTIVES OF THESTUDY . o S —
The objectives of this research study are:-

(a) To examine the influence of advertising on five selected consumer products on
the purchase and consumption pattern of the Ahmadu Bello University
students and teachers in Zaria metropolis. These selected consumer products
are:-

(i) Toothpaste
{ii) Beer

(iiiy  Soft drink
(iv)  Cigarette
(v) Detergents

b) To determine whether the Ahmadu Bello University students and teachers in

Zaria metropolis exhibit similar purchare and consumption pattern.

1.5 SCOPE AND .IMITATION OF THE STUDY

This study concentratc only on the consumption pattern of Ahmadu Bello
University students and primary/secondary school teachers im Zaria metropolis.
Hence, the study is valid only within this sample frame. Any application outside the

scope of this research study may or may not be valid.

1.6 HYPOTHESIS

The purchase and consumption pattern of Ahmadu Bello University students

and teachers in Zaria metropolis is influencec. sy advertising.

1.7 DEFINITION OF TERMS
Qenerally, words or terms are subject to many interpretations, however, the

following terms will imply the definition given to each of them.
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Advertising: The process of informing others of the existence and availability
of a product and of creating a demand or the product.

“Advertising is any form of non-perscnal presentation of goods and services,
or ides for action epenly paid for by an dentified sponsor”,

Advertising is a marketing tool whoss sole aim is to build preferences for

advertised brands of services. It majors on superior performance, on benefits that

products can offer, on the special qualities of various brands (Chris A. Doghodje).

2)
3
4

C))

(6)

Q)
(8)
(9

(10)

Action evaluation: [s a form of learning
Attitude: Learned predisposition evidenced by the behaviour of an individual
or group of individual to evaluate an object or class of object in a consistent or

characteristic way.
Brand: A word, phrase or symbo! attached to or referring to a good product

line.

Brand loyalty: Brands perceived by. o groilp of consumers to offer the “best”
combination of attributes will be purchased more often by that group of

consumers. : : —

Competition: A market condition where there are very large numbers of

producers of 4 good who serve very large numbers of consumers. No producer

or consumer controls price.

Consumer products;: Goods sold.to and used by the ultilma_te consumer.
Consumption: The act of use or utilisation of a product or servicc; |

Cultural environment: All the moves and customs that characterise a
society. |

Dissonance: A form of tension arising out of uncertainty about the rightness

ol a dectsion.

Lt
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(12)

(13)
(14)

(15)

(16)
a7
(18)

(19)

(20)

(21)

(22)

(23)
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(25)

(26)

-
0

Emulation: Tcndenc.y to pattern behaviour after the example set by others.
Influence: Ability to affect one’ purchase and consumption pattern.
[,Cill;ning:: A ch'ange in behaviour in rééponse 1o a stimuli.

Marketing mix:  Combining product, distribution channels, pricing gnci
promotion in the sale and distribution of gc.’o'ds.. | ..

Marketing scgmentation:  Certain groups of consumers with similar
preference functions may pe.fcéive é subset of the total numﬁér of braﬁds ;s
being closer substitutes than the other brands.

Motivation: Activation of internal forc:s that impel alction.

Need: Internal forces that prompt behaviour towards satisfaction.

Perception: Interpreted stimuli,

Personality: Persistent characteristics that make one person different from

cveryone else.

Promotion: o sell ideas to others,
Purposive action: Deliberate action with a specific purpose. o ;- ,
Reference group: Collection of people, real or imaginary, to which a person
fooks for guidance in structuring his behaviour pattern.

Satisfier evaluation: Any intellective or empirical assessment of the various
alternative action options available at the time of motivation.

Social class: Where a person or family is positioned in relation to other
members of the society.

Tension: Mental, strain or eﬁcitemént.

Utility: Want satisfying power of a product or service,
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CHAPTER TWO

2.1 LITERATURE REVIEW

['he earliest evidence of man’s attempts to communicate a visual message to
his fellow men was by Egyptians and subsequently by the Greeks and Romans. These
signs were designed to communicate the simple and indisputable fact of man’s trade.
Such early form of visual communication and the subsequent advent of printing press
and the development of the art of commuaication during the last century clearly
influenced the birth and growth of advertising

Advertising has thus, become one o._‘ the four major tools companies use to
direct persuasive communication to target buyers and public. It consists of non-
personal form of communication conducted through paid media under clear
sponsorship.

“The purpose of advertising is to enhance potential buyers’ responses to the
organisation and its offerings. It seeks to do this by providing information, by
channelizing desire and by supplying reasons for preferring a particular organisation’s
offer’™ In essence. advertising is supposed to create a behaviour change on the
audience in which 1t is directed to; the extent of this behaviour change will depend on
the wordings of the advertising message.

Rom-J  Marking assens that adviitising informs and sells’. Further, he

cenumerated the purp(;se of advertising as follows:-
| (a) to create awureness
(®) 1o remind customers and potential customers.

(c) to alert and sensitize all members of the marketing channels.



(d) to pre-scil products and ideas.
(e) 10 reach a selected target audience
§)) 10 reduce customer dissonance.

In his Madison Avenue, U.S A., Martin Mayer sounded a sceptical note by
saying “only. the very brave or the ignorant ---- can say exactly what advertising does
in the market place™.

Considefing the amazing variety of products consﬁmér seek, it is. n;éf:;;ossil:‘:.lc
to cite any simple and single motive that they are trying to satisfy. Whereas, the
industrics buy goods and services primarily for the purpose of earning a profit;
consumers by products and services to attain a variety of need satisfactions®,

Consumers vary tremendously in the.r ages. income, educational levels and

tastes. Marketers and advertisers have foud it worthwhile to distinguish different
groups in the market place and develop proaucts and services tailored to their needs.
A consumer could buy; a produét f'orl many other reasons apa;—fmm it;;“ uses. -
Cognition, motivation and personality are some of the factors that can influence a
buyer when purchasing a product. Several researchers on advertising and marketing
fell that attitude changing should be a primary goal of promotional strategy. Cornelius
Dubois, for example, showed that the better the attitude level, the more the users are

* held and the more non-users are attracted”.

_ One of the carliest explanations on how advertising works, is based on the

, _

* stimulus response théory of learning; in whuch advertising is perceived as a stimulus
and the purchasing behaviour as the intended and desired response. However, it is

clear that advertising, even when very intense does not lead automatically to purchase,

and it has been postulated that the act of advertising is the culmination of a whole

sequence of events. .



“The complexity of buyer behaviour will of course vary with the type of
purchase. Howard has suggested that consurter buying can be viewed as a problem
solving activity and has distinguished three classes of buying situations™.

(a) Routinized response behaviour: The simplest type of buying behaviour occurs
in the purchases of low cost, frequently purchased items. The buyers are well
acquainted with the product class, are aware of the major brands and their
attributes and have a fairly well defined preference order among the brand.

(b) [Limited problem solving: Buying is more complex; when buyers confront an
unfamiliar brand in a familiar product class. It requires information before
making a purchase choice,

(c) Extensive problem solving: Buying reaches its greatest complexity; when
buyers faces an unfamiliar product class and do not know the criteria to use.
Behavioural scientists believed that people are problem solvers and that

individuals are motivated by drives or needs, that unsatisfied need lead to solve that

problem. How the individual solves his problem depends on his own make up and
his environment.

The basic problem solving consists of five steps:-

(a) Becoming aware or interested in the problem.

(b  Gathering information about possible solutions.

(c) Evaluating alternative solutions perhaps trying some out.

(d) Deciding on the appropriate solution

(e) Evaluating the decision’.

The adoption process which explains how new ideas are learned and accepted

is similar to the problem solving process, but it makes clearer the role of learning and



the potential contribution of promotion in a marketing mix. The adoption process for
an individual moves through fairly definite stages as follows:-
W Awareness
B Interest
® Evaluation

B Trial

Lt eio

®  [Decision

B Conlivmation

Literature has revealed that consumers’ spending behaviour is inﬂuenﬁed by a
large variety of interrelated and complicated factors. Max, A. Gellier said, “The
actual position of the consumer in our modern economic life however, is far from
being sovereign. Technological development which has produced multiplicity of

similar products has made the consumers choice or selection more difficult®™
| The Howarcl Sheth buyer behavicur model .iden.ti-ﬁcs the following four
exogenous variables:-
(a) Importance of purchase
(b) Personality traits o
() Financial status |
(d)  Time pressure and social organisational setting’.
, “The consumer’'s immediate social and organisational setting will influence his
© buying mdtives overl‘searcﬁ and evaluation behaviours'®”

Group influence has alse been seen particularly important on individuals.
James E. Stafford'' studying ten groups of women who were either close friends,

neighbours or relatives, who went ashopping together, gave them a common

experimental task to serform. He found thut the leader influenced group members; in

i)



that the higher the degree of brand loyalty exhibited by the group Ieadc_r, the more

likely were the members to prefer the same brand,

A more comprehensive model of consumer behaviour and thought process was
developed by Joe Kent Kerby'2.

This is shown in 2:1 b low

BASIC CORE o ' PERSONS FACTOR SOCIAL FACTORS
| SR |
~Tensions 1 | o [ TEMULATION 7]
T B | e l
MOTIVATION | ] SOCIAL CLASS |
e -
LEVALUATION |
" PURPOSIVE | . ’ REFERENCE GROP |
L ACTION | = o | J
RG] [ ERSORATT

... EVLUATION |

— HAB 1 _ _ CULTURAL

i . o ENVIRONEMNT

Fig. 2.1: General Model of Consumer Bekaviour and thought Process

M - denotes a meditational centre in which all the external stimuli received by -
.the individual are interpi'eted, evaluated and related to each other and to the various

. internal control elements and persons factors, o e

From tigure 2:1 above, a logical flow model was also developed by Joe Kerby

as shown below in Figure 2.2,
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OFNEED |  ALTERATIVE | | EVLUATION ACTION

THE DECISION PROCESS

ATTENTION | MOTIVATION | [ ATTITUDE | [ ECONOMIC |

- [ MEMORY |

PERCEPTION

| SOCIAL
| INFLUENCE _

FIG. 2:2: LOGICAL FLOW MODEL

The model elements fits together in governing a particular buying decision.

In explaining the mode, Joe Kem Karby said “Let us suppose that need has

been placed in tension. The person experiencing this need will be motivated to find

and obtain some object that will provide the need satisfaction. Normally, he will want

to have some assurar ¢ before purchasing it, that the object selected will be suitable.

To obtain that assurance. he will probably evaluate several possible alternatives. After

this evaluation. one will be satisfied and an evaluation of the approach used will be

placed on file for future reference in the event that similar circumstance arises. If

frequent reselection of the same object is made as need cycle between tension and



equilibrium a consis, ‘nt pattem will tend to emerge and the person will have

developed a habit'",

22 HISTORICAL PERSPECTIVE OF MODERN MARKETING

Marketing is a crucial human invention it embraces the activities we engage in
to satis{ying economic needs and wants. Early in man’s history, it became cle_ar that
no household could be economically self-sufficient for long. Specialisa..tidn.in
production and the exchange of items produced with items needed were introduced.
Thus marketing was born.

The 1970's and early 1980°s have spelt hard times for most _of the world’s
consumers and business firms. The 1973 oil crisis set of a round of further crisis,
material and energy | shbrtages, rampant inflation, economic stagnatic..m,.. rising
unemployment etc. These developments turied pt;:oplc from a mood of optimism to
one of pessimism.

Throughout the 1960s, consumers in industrial nations enjoyed real gains in .

income and spent their money on a growing number of goods and services, new cars,

television, forcign travels, higher education etc.

The succession of crisis starting in the 1970s robbed everyone of these dreams.

" Prices shot up, incomes stagnated, competition became keener, foreign goods invaded
domestic markets and hurt domestic firms, bankruptcies mounted. Yet one fact stood
IN _ .

' out: human needs ahd wants abounded. T<onomic stagnation did not come out of

satiety or the cessat.on of wants but out of fuilures of the world economic system to

) R

work. It halted and needed to be kicked inte action again. The key to recovery could
not rest alone on government adopting appropriate fiscal and monetary policies.

Business firms had to do a better job of identifying and delivering strong needs,

13



innovating better products and advertising anu delivery them more efficiently so that
consumers could affor ' them. in the past, tov many companies saw the task as simply
selling wﬁat they made. When customers inl;fest flagged, these companies broaded
their sales profile to try harder,

The answer in the long run is to monitof the customer’s changing needs and
wants and to adjust the company’s product, services, methods of distribution to the
new nceds and wants of the market place. This answer is called marketing
philosophy. [t is the difference between calling on a customer and saying, tell me
what I can do to help you make or save money and achieve your objectives better. The
sales approach is product centered, the marketing approach is consumer centered.

Thus, we can now define marketing a3 a social process by which individuals
and groups obtain what they need and want t";;rough creating and exchanging products
- and value with others, ‘
Fig. 2:3
While i.n most manufacturing orgﬁnisations all promotional functioh ie.
advertising, personal selling, publicity and sales promotion are handled singly by the
marketing department, in others where sales and marketing are considered as two
. * different department like in the case of I:evcr Brothers Nig. Plc, the marketing
| department handles only the rescarch and development aspect while the sales
; . 1 . :
department implements the research ﬁndings 'hrough promotion,
For any discussion on sales promotion to be complete, it is necessary to treat it
side by side with all the other elements of the promotion mix stated ébove. This is

more 50 because these promotional mix element are just a posed since none of them

succeeds as a promotion without the influence of the others. It is in view of the above

4



that sales promotion alongside with the other promotion mix is chosen to be discussed

as seen by some authors in the marketing con‘ext.

2.3 CONSUMPTION THEORIES ANI};CLASSICAL ECONOMISTS

The classical economists believed in consumer sovereignty,  Their stf;nd was
that production system could become standstill, if there is no adequate demand for the
produced goods, and likewise consumer. demand could be jeopardised if tlhe
production system is subfunctioning.

Adam Smith states that “consumption is the sole end and purﬁose of all
production, and the interest of the producer ought to be attended to only so far as it
may Bc necessary for pfomoting that of the consumer. The maxim is so perfectly self-
evident that it would be absurd to attempt to prove it'®, This is an indication that the
wheel of production could be at a standstiil without adequate consumer demand.

, _

The consumption theories of Milto1 Freidman France Modighani Maynard
Keynes, James Duese ibery and Ruth, P. Mack {Mrs.) can also be used in explaining
the nature of consumption pattern of an individual. - -

Maynard Keynes asserted that individual real consumption pattern of a
household is détermined by the le§e] of dispoéab]e (after tax) income. He quotes “The
fundamental psychological law ... is that men are .disposed, as a rule and on the

| a\Ixeragc to increase their consumption as their income increases, but not by as much as

i . - 17
» the in¢rease in their income ™,

\

James Duesenberry'® inferred that the differences in consumption behaviour
could be ¢xplained by the differences in the relative income. He assumed that the

consumer derive utility, not from an absoluie level of consumption but from a level



that is judged in relation to both consumer’s own past standards and the consumption

standards of others.

19

The permanent income hypothesis'~ is of the opinion that the consumer takes

into account, future income and future consumption possibilities, when planniﬁg
current consumption: changes in current income (measured income) wiil Ib}zly affect
current consumption by way of resulting changes in wealth,

Also Ruth P. Mack® arrived at a con.clusion that cms§ sectional consurr;ption
function depends upon thc time period over which the flow of income and
.c;an"sumpl.ion arc measured.

2l

The life cycle hypothesis®' states that the household current consumption

{defined as non-durable consumption plus the rental value of consumer durables) is
proportional to its total resources; the factcr of proportionality depending on the
interest rate used to discount future income, teste and age of household.

3

24 COMMUNICATION PROCESS

The information in which advertising.war.lts to pass to a target audiencé must
be abie to get the attention of' the audience. Researchers have demonstrated that the
audience not only evélu;ate the message but also the source of the message in terms of
its trustworthiness and credibility. These studies have also shown that some persons

are more easily persuaded than others.
’ . _ o
. The AIDA model shows the buyer as passing through successive stages of

Awareness, Interest, Desire and Action, The hierarchy of effect model shows the
buyer as passing throngh stages of awareness, interest, evatuation, trial and adoption.

The communication model shows the buyer as passing through stages of exposure,

reception, cognitive response, attitude, intention and behaviour, Most of these



differences are semantic, the communicator normally assumes that buyers pass
through these stages in succession on the way to purchase. However, there is some
evidence that the stages can occur in different orders™.

Lasswell* suggested that communications involve five major questions: who
... says what ... in what channel ... to whom ... with what effect. The “who” refers to
the communicator (source of communication); the “what” is the message; the
“channel™ includes the various media of conmunication, the “whom™ is the audience;
and the “effect™ refers to what the message do to people or make them do.

Different audience may perceive the same message in different ways and
interpret the same we d differently. The information which the advertising wants to
gel across which in some cases could be distorted by noise has to be encoded into
transmissible form, transmitted and decoded by the receiver. It is when the message
intended by the sender is perceived by the receiver in the way and manner originally
intended by the sender that there is actual coromunication of advertising message.

The nature of this process can be explained by communication process shown
below in Fig. 2:4.

The source delivers the message to raceive which could come via magazines,
television, newspaper, billboards, etc. The source receives an immediate feedback
from the receiver. The feedback could be negative or positive depending upon
whether the message is perceived as intended or not (Encoding vs Decoding).

Finally. advetising messages must seek not only to be understood but tc

understand.



2.5  TYPES OF ADVERTISING

Basically, there are only two kinds of advertising , product and institutional
advertising.

(1) Product advertising focuses dn specific product or service and usually make no
reference to the price of the product or service. It is concemed. with selling a
product. There are three variants of product advertising:-

(a) .Cﬁmpetitive Iadvertising: This stimule;t;.s selective demand By selling..a speciﬁc
brand .r_athcr than a general product category. Competitive advertising may be
either direct or indirect. The direct type is aimed at immediate buying action;
while the indirect type is intended to point out product virtues so that when the

customer is ready to buy, he will buy that product. ‘ I
(b) Piencering advertising: This is aimed at building primary demand for a specific
product category. It is needed in the early stages of the adoption process to inform
potential customers about a new product, o ;
(¢) Reminder advertising may bg usefql wien the product has achieved a favoured
| status in the markst probably in the fhatlfﬁty or sales decline stage; the advertiser
- Just want to keep his product name in the mind of the public.
.(2) Institutional advertising stresses the firm’s overall quality, its established

reputation and its effort to cope with social problems. It is intended primarily to

develop goodwill towards the company or industry.

v |
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CHAPTER THREE

3.0 RESEARCH METHODOLOGY

3.1 METHODS OF DATA COLLECTION

Questionnaire was the instrument of primary data collection of this study, The
questionnaire comprises both close and research questions that guarantee a greater
uniformity of responses from the respondents; and open end research questions that
represent a.concret.e illustration of operationalization procéss.

The quesrfior_maire was drawn on five selected consumer products viz:

| m  Toothpaste "
m Beer
m Soft drinks
® cigareftc
® Delergents

The influence of, regular advertising, le{fel of income, socia[ ;tatus an;{class,
reference and family group, habit and attitude were manipulated on these five
consumer products in form 01: both open and close-end questions. Respondents were
then asked to indicate the most influencing of these factors on their purchase and

_ consumpli(;-n pattern.

s Also, respondents were asked to express their consumption of these five
L consumer products in terms of frequency of purchase, and to further describe the
effect of the variables - regular advertising. level of income, social status and class,

reference and family group, habit and attiude in terms of degree of importance by a

three points scale of very important, important and less important and to answer either



yes or no whether they would purchase, consume and be aware of the five selected
consumer products without advertising.

Respondents were also asked to indicate which of the media of communication
they read or listen to regularly and to descrit.= them in terms of their effectiveness in
advertising. These communication media include (i) Radio (ii) Newspapers (iii)

Television (iv) Magazine (v} Billboard (vi) cthers unspecified.

3.2  DATA ANALYSIS TECHNIQUES

At the end ot the study, the data collected was analysed using tabulations,
percentages and statistical computations (chi-square test) to support ll:le findings and
test the validity of the hypothesis.

There were three analysis of the respcr ses of the sample:-

(i) Analysis of the responses of students, Ahbladu Bello University Zaria
(i} Analysis of teacher’s resﬁonse in Zaria |
(iii) Apgregate analysis of both (1) and (ii} above.
Facts about the five seiected consumer products
(A) TOOTHPASTE: They are used in washing mouth. Brands include Close-Up,
Maclean, Pepsodent,
Daily nced, Aqua Fresh, Aqua Mint and others.
| (B) BEER: This is a product of barley, hops and other chemical compounds. There

r

' arc different brands of
beer in Nigeria. These are Gulm_:r, Guinness, Star, tusk, “33" Export and

IH

Rock to mention a fow,
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Gulder advertisement runs as follows;-
“Ulnequaﬂed |
Unparaleli
- the ultim.ate while

Juiness advertisement runs as follows;

ENJOY THE ACTION'GUINNESS - THE ACTION

(C) SOFT DRINK: This include Coca-cola. Fanta, Pepsi-cola, 7Up, Bitter Lemon
- and others. They are sold about N12 per bottle ir'lmost retail shops. Itis sometimles
used gs refreshment. | |
(D) CIGARETTIEI: Thej( are made frdﬁ tobacco. Different brands exists: Gold .
Leaf, Rothmans, Benson & Hedges and others. Consumers of this product are
called smokers.
Gold 1 .eaf advertisement says,
“Player's Gold Leaf taste so geod.
Player's Gold Leaf gives ybu tEc sa\is..f".yling good taste as gﬁod tobacco.
/\de you knqw-only specially selected tobacco goes into Player’s Gold
[.eaf. |
Rush --- golden --- and every good you can depend on it”, - ..
| E) DF.TERGENTS: They are soapless soap obtained from petroleum, They include
| *Omo’, "Elephant; R
Sur{, These detergents do not produce dirty scum when used in

hard water as their calcium salt is soluble. Hence, they are

mainly used for washing.



Ihey are usually advertised on television, radio and newspapers,

Omo and Elephant ad ertisement is written below:
“Omo washes brighter and cleaner”

“Elephant blue detergent washes cleaner, brighter”.

33 POPULATION OF STUDY

Wording of

The population of study comprised Ahmadu Bello University Zaria and

teachers in Zaria metropolis. There was no discrimination in sex of the sample both

male and female was used for the study. Minimum age of respondent was 18 years,

while their income category is as shown in Table | below:-

TABLE 1: INCOME CLASS CATEGORY

INCOME CLASS PERCENTAGE OF RESPONDENT
Below N1000 38

N10G1 - N2000 15

N2001 - N4000 - 26

N4001 - NBOOO 21

P———— —— —

N80O!1 and above 0

TOTAL 100

Nevertheless. the population of study has attained a minimum education level

of at lcast secondary school or teacher training education.



LOCATION OF STUDY

The study was carried out in five areas of Zar.s. metropolis:
ta) Ahmadu Bello University Samaru |
{b) Ahmadu Bello University Kongo 'Zampus
{c) Samaru village .
(dy Tudun Wada area

(e} Sabon Gari area

SAMPLE AND SAMPI;ING DESIGN

| Tﬁe units of study were Ahmadu Bello University and Tea_chers in Zaria
metropolis; and the sample was drawn from these units._ In overall, three hundred and
seventy-two questionnaires were distributed l;etween the.stj-.."t\.)vo units of study,

Ahmadu Bello University (Samaru (Campus & Kongo Campus) sample was

drawn from eight zones. Each zone being represented by hall of residence of students.
None uf these halls have a student capacity that is less than five hundred (500). This
minimum student capacity level was then used as the basis of administering
questionnaires to each zone.

Each number of questionnaires were issued to each zone and their response

- rate was established as is shown in Table 1] below:~ -



TABLE I

i | NUMBER OF NUMBER OF RESPONSE RATE
QUESTIONNAIRES | QUESTIONNAIRES | (%)
. ISSUED - RETURNED
Zone A: Ghetto Hall 24 20 83.3
| Zone B: Alilu Akilu Hall 2 20 83.3
Zone C: Saduana & Bedde Hall 24 24 100
Zone D. Akenzua Hall 24 20 83.3
Zone E: Suleiman Hall 24 24 100
Zone F: Danfodio Hall 24 20 83.3
Zone G: Amina Hall 24 20 83.3
Zone H: Alexandra Hall 24 24 100
Total - B | 172 89.5

Zones A, B. D, E and F are exclusively men halls while Zones C, G and H are
women’s hall. However, zones C, E and recorded 100% response and zones A, B, D,
F and G recorded 83.3% response. Nevertheless, every member of the population in
this sample had equal chance of being represented.

In the admimstration of questionnaires to the teachers in Zaria metropolis, the

following schools were used and their response rate thus determined as is shown in

Table 111 below:

TABLE III:
ﬁmnm OF NUMBER OF RESPONSE RATE
QUESTIONNAIRES | QUESTIONNAIR (%)
—_— S ISSUED IS RETURNED
(1): Women Teachers College Kongo 30 30 100
(2): Barewa College 30 30 100
(3): Chindit High School (Depot) _ 30 30 100
| 4: Therbow Nursery/Primary School (PZ) | 30 22 73.3
(5): Federal Govt. Girls' College, Zaria | 30 26 86.6
(6): Demonstration Secondary School, Zaria | 30 30 100
Total | 180 168 93.3
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Almost all the schools recerded o 100% response with the exeeption of Federnl
Government Girls® College and Therbow Nursery/Primary Schooel, PZ (Zaria) that
recorded 86.6% and 73.3% respectively.

3
I

3.4 CONSTRAINTS

This methodology does not recognise all products and respondents attribute

that cannot be qualified or expressed.
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CHAPTER FOUR

v

4.0 DATA PRESENTATION AND ANALYSIS

4.1 DATA PRESENTATION

This data presentation is based on three hundred and forty (340) questionnaires
returned out of three hundred and seventy-two (372) administered.
However, the following rescarch questions would be examined:-
(a) Docs advertising influence the consumption and purchase pattern of
Ahmadu Bello University students and teachers in Zaria metropolis?
{b) Through \thich commurnication edia can message be easily passed to
Ahmadu Belle University studen|.§ and teachers in Zaria metropolis?
Data gathered will be used to test the following basic hypothesis:-
The purchésc and consumpfion pattern of .Ahrria.du. Bello..I.J.niversity students
and teachers in Zaria metropolis is influenced by advertising.
The analysis is divided into three parts:-
{(3) Analysis of the responses of the Ahmadu Bello University students
{b) Analysis of the responses of teachers in Zaria metropolis
{c) Aggregate analysis of (a) and (b) 2vove,

¥

_ASSUMPTION oy

It is assumedh in this analysis that the respondents responses were given in
good faith without any bids or element of subjectivities. o

Also, it 1s assumed that all brands of the selected consumer products are the
same both in quality and quantity. Hence, consumers taste is therefore considered the

same for each product. ' v e
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Does advertising influence the consumption and purchase pattern of the

Ahmadu Bello University students and teachers in Zaria metropolis?

This research question is analysed using the tables and respondents’ responses

to questions that follow.

How frequently do you consume the following products?

(a) Toothpaste
(b) Beer

(¢) Soft drinks
(d) Cigarette

(¢) Detergents

TABLE IV: STUDENTS

N=172 Very regular Regular Occasional Not applicable
T f % o f L w | f | % | £ | %

| Toothpaste 124 | 72 40 23 8 5 0 0

Beer | 12 7 16_| _9 60 35 84 49

Soft drinks | 48 28 2 42 52 30 0 0

Cigarette 8 5 4 2 8 5 152 88

| Detergent | 76 | 44 | 88 | s 8 5 0 0

Table IV above shows that 72% of the students are very regular consumer of

toothpaste, 23% are regular consumer while 5% are occasional consumer. This shows

that about 95% of the students are frequent purchaser and consumer of toothpaste.

Nevertheless, none s.id he never consumed toothpaste.

The reason for this high

frequency of consumption may not be unlikely that toothpaste is a necessity and its

consumption is therefore paramount.




— e

About 30% of the respondents are the totals, they do not consume beer at all,
while those who are occasional consumers are about 35%, and less than 13% are
either very regular or regular consumer comb ned.

We can infer from the above results that majority of the students do not
consumer beer and as such they cannot in anyway be influenced by advertising on
beer.

Results for cigarette also showed that majority of the students are non-
smokers. About 88% said they do not smoke while 5% said they are either occasional
smoker or very regular smoker of cigarette.

From the above analysis in Table 1V, 1t i1s seen that about 70% of the
respondents consume soft drinks regularly vhile the remaining 30% are occasional
consumer.

About 95% of the respondents are rey ular consumer of detergents, only 8% are
occasional consumer.  This figure indicat2; the importance students attached to

detergents. possibly because of its ease o utilization.
o )

TABLE V: TEACHERS

(N=168 | Veryregular | Regular T\_ Occasional Not applicable
I t__%___l_g_”L % 1 f | % f %
| Toothpaste | 88 | 52 | 48 | 29 | 16 | 10 16 10
Beer 8 | 5 | 12 7 52 L 31 | 96 | 57
Softdrinks | S6 | 33 | 56 | 33 48 | 29 8 5
_Cigarette .+ 2 1 8 5 | 12 7 144 86
_Detergents 108 | 64 52 31 | 8 | s 0 0

About 52% of the toothpaste consumer among teachers are very regular

consumer, while 29% are regular consumer. This indicates that over 80% of teachers



are regular consumer toothpaste.  Nevertheless, the figure for occasional and non-
consumer stood at 10% respectively.

Majority of the teachers do not consume beer. About 31% are occasional
consumers while about 5% are regular consu ners. The results imply that majority of
teachers are also teetotals.

Both very regular and regular consurmr ers of soft drinks stood at about 66% of
the teachers, occasional consumers stood at 29% while non-consumers were about
3%.

A very high percentage of teachers respondents are non-smoker. About 86%

do not consume cigarette while only 2% are very regular consumers and about 5% are

regu!ar cCONsSuMmers.

Over 90% of the teachers do consume detergent regularly, while there were

non-consumers of detergents, occasional consumer stood at 5%.

AGGREGATE: TABLE VI

N =340 Very regular Regvlar Occasional Not applicable
I -_L_%__j f | % Py f %
| Toothpaste | 212 | 62 | 88 | 26 | 24 7 16 5

Beer [ 20 | 6 28 8 112 |- 33 180 53

Soft Drinks 11 104 | 31 128 | 38 | 100 | 29 8 2

Cigarete | 12 4 12 | 4 20 6 29 | 87
Detergents | 184 | 54 | 140 | 41 16 | 5 0 0

The respondents indicated regular consumption of toothpaste with about 88%
response. About 3% do not consume toothpaste.
Also majority of the respondents do not consume beer. While 53% are

teetotals, only 6% expressed a very regular consumption of beer.



About 69% of the respondents describzc the frequency of their consumption of
soft drinks as regular, 29% are occasional consumer, while 2% are non-consumer.

However. about 87% of the respondents are non-smokers while about 4% are
very regular and regular consumers respectively. Only 6% expressed occasional
consumption.

None of the sample expressed none consumption of detergents. About 95%
are both very regular, and regular consumer of detergents, while about 5% are
occasional consumer.

What factor influences most of your consumption pattern?

FFor the five consumer products, six variables were listed as choices for the

respondents to choose from. These variables are:
(a) Rey alar advertising
(b) Level of income
(¢) Social class and status
(d) Reference and family group
(¢) Habit and attitude
(f) Others unspecified

TABLE VII: STUDENTS

N=172 Toothpaste Heer Soft Drink Cigarette | Detergent
1,_____ - fl % | % f % f 1% | f| %
Regularadvertising | 12 | 7 | & | s 16| 9 |0 36 | 21

Level of income 8 5 121 7 |12 7 0 0 |40 | 23

Social class and status 12 7 28 | 16 | 8 5 8 4 2

Reference/familygroup | 8 | 5 0 | 0 | 4 | 2 0| o |12] 7
 Habitandawitde | 120 69 |36 |21 {112 65 | 44 | 26 | 56 | 33

Others unspecified | 12| 7 | 88 | 51|20 12 1120] 69 | 24 | 14




Table VII above shows that majority of the students consumption of toothpaste
is being influenced by habit and attitude. About 69% rated habit and attitude as the
most influencing while reference and family group was the least (about 5%).

[he most influencing factor for the purchase and consumption pattern of beer
could not be identified by the students. About 51% of the students choose other
unspecified factor as most influencing. Nevertheless, the in.ﬂuencc of habit and
attitude was rated second (about 21%) while reference and family group was rated
least.

Also. the consumption and purchase pattern of soft drink was mostly
influenced by habit ind attitude. About 65% rated habit and attitude as most
influencing followed next by other unspecified with about 12% response. Advertising
has 9%, reference and family group came least,

About 69% of cigarette smokers could not identify which factor mostly
influence their consumption and purchase pattern. Regular advertising, social status
and class, reference and family group exacts no influence on the purchase and
consumption pattern of the cigarette smokers among the students.

However, habit and attitude was rated as the most influencing in the purchase
and consumption pattern of detergent income level came next with about 23% while
social status and class exact least influence with about 2% response.

TABLE VIII: TEACHERS

rﬁf— 172 | Toothpaste ‘Bee_r_ Soft Drink | Cigarette | Detergent

L fl % | f' 1% | f|% /| f|%]|f %
Regular advertising | 28 17 0 I_O 8 5 0 40 24
| Level of income 6| 10 | 12| 7 | 8|5 4 12 7
Social class and status | 4 2 20 | 12 1 28 1 17 | 4 4 2
Reference/family group | 8 | 5 | 16 | 10 | 16 [ 10 | 0 16 10
Habit and attitude 88 | 52 | 40 | 24 | 80 | 48 [ 20 | 12 | 68 40
| Others unspecified 24 | 14 | 80 | 48 | 28 | 17 | 140 83 | 28 17




Fable VIII shows that about 52% of toothpaste consumers among the teachers
are mostly influenced by habit and attitude. This was followed by regular advertising
with 17% response. The least influencing fac or was social status and class.

Also, majority of the beer consumers #mong teachers choose other unspecified
factors as most influencing. Nevertheless, habit and attitude was the next most
influencing factor with about 24% response. There was no influence of regular
advertising on the con umption and purchase pattern of teachers.

Soft drink consumers are mostly influenced by their habits and attitude, while
regular advertising and income level was the least influencing with 5% response
respectively.

About 83% of cigarette consumers indicated other unspecified factor as most
influencing. This was followed by habit and attitude with 12% response. Regular
advertising, reference and family group 'wvere never indicated as affecting their
purchase and consumption patiern, |

Consumption of detergent was mostly influenced by habits with 40% response.

Social status and class was the least influencing. Overall, habits and attitude

dominated as the most influencing.

TABLE IX: AGGREGATE

N = 240 Toothpaste | Beer Soft Drink | Cigarette Detergent
- f % | fl%w| f |% f % f
‘P_B_egulur_qg\'grl_i_si‘qg_ |40 | 12| 8 | 2 24 | 7 0 0 76
| Level of income | 24 |7 |24 7] 2 [6 4 | 52

Social class and status 16 5 | 48 [ 14 36 |11 12 4 8

Reference/ family group 16 5 16 | 5 20 6 0 24
|Habitandatitade | 208 | 61 | 76 |22 | 192 |56 | 64 |19] 124
| Others unspecified | 36 L_ll_| 168 | 49 | 48 | 14 260 76 52
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I'rom Table IX habit and attitude also dominated as the most influencing factor
on the consumption pattern of toothpaste b the respondents. While 61% of the
respondents rated habit and attitude as the most influencing, social status and class,
reference and family group was the least influsncing with 5% response.

Majority of the respondents choose other unspecified factor as the most
influencing factor in their purchase and consumption pattern of beer. However, habit
and attitude was rated next by 22% of the respondents, advertising was however the
least influencing.

Finally, the consumption pattern in aggregate of soft drinks, cigarette and
detergent by the respondents followed the same pattern as reported by Tables VII and
VIIL
How would you describe the effect of vari: bles?

(a) Regular advertising (b) Level of Income (2) Social Status and class (d) Reference
and family group (e) Habit and attitude (f) others unspecified; on your

consumption and purchase pattern?

The result shown below was reported by the respondents.

TABLE X: STUDENTS

!I N=172 | Regular Level ofi Social Reference / | Habit/ | Others
Advertising | Income | Status Family Attitude | Unspecified

/Class Group
.| . | |
— it % | fl% | fl% ] f | % |fl%]| f | %

1 , |
| Veryimportant | 24 | 16 | 80 | 47 '20 | 12. 20 12 184 (49| 24 14

— —— +

Important 72| 42 |80 |47 72|41 | 40 | 23 |76 |45| 40 | 23

Lessimportant | 72 | 42 | 12| 6 |80 |47 [112| 65 |12]| 6 [ 108 | 63




Only 16% of the students expressed very important for advertising as affecting
their purchase and consumption pattern. 42% of each of the students said advertising
was less important and important respectively.

About 47% described level of income as very important and important
respectively, while only 6% rated level of inco ne as less important,

However, ma, ity of the students rated social status and class as less
important, only 12% rated it as very important.

Habit and attitude was described by 49% of the students as very important, and

45% described it as important, while 6% described it as less important.

Reference and family group and other unspecified factor was described as less

important by majority of the students.

In overall, level of income, habits and attitude was rated to be very important

by majority of the students.

TABLE XI: TEACHERS

N=168 |  Regular Levelof | Social | Reference | Habit & Others
Advertising Income Status & | & Family | Attitude Unspecified
S — Class Group
% i T% f (% [f (%[f % |f [%
Very important | 56 |33 120 |71 [40 |24 |60 |36 (96|57 |8 5
Importamt. | 56 35 120 12 80 |48 |68 140 (56|33 {48 |29
Less important | 56 33 |28 I 17 |48 |29 [40 |24 (16|10 | 112 |63

Equal weight was given to advertisii'g in terms of very important, important

and less important by the teachers (33%).
71% of the teachers described level of income as very important while only

17% described it as less important.
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The importance of social status and class was undaunted. 48% of the teachers

said 1t is important, 24% said it is very important.

This in total implies that about

72% of the teachers believed social status and class as important in influencing their

preferences.

The influence of reference and family zroup was seen to be important in 40%

of responses and 24% said it is less imporant. However, 36% believed it is very

important.

Habit and attitude was seen to be very important in 57% of the responses, 10%

said 1t is less important and 33% said it is important.

In overall, level of income, habits and attitude were seen to be most important,

in not less than 80% of the responses. Advertising was not seen to be very important

in the overall situation,

AGGREGATE TABLE XI1

T ON=340 regular levelof = social reference habit & others
| advertising income | slatus & & family attitude unspecified
L ) L - . E——— class group
f | % L[ i %o f % '| f % f % |f %
I S S N |
Very important l 84 |25 200 |59 [60 |18 |80 |24 |180 |53 |32 9
L !
Important ‘ 128 [3 [ 8100 [29 [152 145 (108 [32 [132 (39 (88 |26
Less important | 128 |38 |40 |12 1128 (38 [152 |45 [28 [8 [220 |65
| |
R . 1 - e e | l

[ncome was seen to be most important by majority of the respondents, this was

followed by habits and attitude as affecting taeir consumption and purchase patter.
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INCOME CLASS TABLE X1

o students teachers
o - absolute relative absolute relative
Below N1000 128 74 0 0
N100-N2000 24 14 28 17
N2001 - N4000 16 9 72 43
N4001 - N8000 | 4 2 68 40
| N800 and above o . 0 0 0
' Total - 172 100 168 100
AGGREGATE _
- I Absolut: | relative
BelowNI100O 128 38
NI0O1-N2000 52 15
| N2001 - N400O 88 26
_N4001 - N8OOO 172 21
Above N8OG( 0 0
Total B 340 100

Majority of the students fell in the income class below N1000, while majority
of the teachers are within the range N2000 - N80O(.

None of the teachers or students each above N8000, also none of the teachers
earn below N1000.

Would vou purchase, consume and be aware of the five selected consumer
products without advertising?

The responses from the above questicns was used to test the hypothesis that:
the purchase and consumption pattern of Ahmadu Bello University students Zaria is

influenced by advertising.

4.2  TEST OF HYPOTHESIS

Ho:  The purchase and consumption pattern of Ahmadu Bello University students

and teachers in Zaria netropolis is influenced by advertising.
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Hi: I'he purchase and consumption pattern of Ahmadu Bello University students
and teachers in Zaria metropolis is not influenced by advertising.
This is a one-failed test and the critical region is to one side of the distribution

with arca equal to the level of significance.

RULE OF THUMBS

Expected frequencies are computed on the basis of hypothesis Ho. If under

this hypothesis the computed value of X2, given by the equation 2

¥

X T (of-ch)2
et
where of ‘ observed frequencies
ef = expected frequencies
X’ = chi-square

is greater than the critical value x° 0.95. it would then be concluded that the observed
frequencies differ significantly from expected frequencies and would therefore reject
Ho at x* 0.95 critical value. Otherwise, the hypothesis Ho would be accepted or at

least not rejected.

TABLE XIVA: STUDENTS OBSERVED FREQUENCY

!________ __;:'t-{';o_lhpa.ste m__rl_s_()ﬁ drink ciggretlc dclcrg@t total
' Yes |68 16 ' 50 6 46 186
INo 18 |70 36 80 40 244
(Total (8 |8 186 86 86 430

TABLE XIVB EXPECTED FREQUENCY

TOOTHPASTE BEER SOFT DRINK CIGARETTE DETERGENT
86 x 186 86 x 186 86 x 186 86 x 186 86 x 186
430 430 430 430 430
=37.2 =37.2 =37.2 =37.2 =37.2
86 x 244 86x244 86 x 244 86 x 244 86 x 244
430 430 430 430 430
=48.8 =484 =48 8 48.8 =48.8



TABLE XIVC: calculation of x°

Cof

ef Cof -ef (of - ef) 2)

ef

68 o 37.2 30.8 25.500

16 1372 21.2 12.080
2 |37.2 12.8 14.404

6 | 37.2 -31.2 20.166
.50 1372 248 2.080

18 [48.8 -30.8 19.438
17 488 212 9.208
136 48.8 -12.4 3.350

80 488 31.2 19.946
40 (488 _|-88 1.586

L Lol 123.764

Degree of freedom’

= (c-1) {r-1)

where ¢ -
r =
(S5-1)(2-1) =4

x> 0.95 at 4 degree of freedom = 9.49.

number of column
number of row

Since the computed value of x° is greater than the critical value x2 0.95 at 4

degree of freedom. It sould then be concluded that the observed frequency differ

significantly from the expected frequency and thus the null hypothesis Ho will be

rejected.

TABLE XVA: TEACHERS OBSEEVED FREQUENCY

I:F:;.? ____.___: toothpaste “ beer | soft drink cigarette | detergent | total
| Yes 68 16 150 12 56 202
No |16 08 34 72 28 218
(Towl | 84 84 84 84. 84 420
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TABLE XVB: EXPECTED FREQUENCY

TOOTHPASTE BEER SOFT DRINK CIGARETTE DETERGENT
84 x 202 84 x 202 84 x 202 84 x 202 84 x 202
420 420 420 420 420
=40.4 =40.4 =40.4 =40.4 =40 4
84 x 218 84 x 218 84 x 218 84 x 218 84 x 218
420 420 420 420 420
=43.6 =43.6 =43.6 43.6 =43.6
calculation of x*

of | ef of - ef (of - ef) 2)
68 404 _ 1276 18.854
16 1404 244 14.736
50 404 9.6 2.280

2 404 28.4 19.964
56 . 404 1156 6.022

16 N 43.6 - 1276 17.470

68 436 44 113654
p_"f_____ — 46 9.6 2.112

72 1 43.6 | 284 18.498

28 | 43.6 | -15.6 5.580

) . | total 119,170

degree of freedom = 4
x> 0.95 =9.49

since the computed x” is greater than the critical value x* 0.95. The hypothesis Ho is

thus rejected.

AGGREGATE TABLE XVIA: OBSERVED FREQUENCY

~ lwothpiste | beer Csoftdrink | cigarette | detergent | total
Yes 136 132 100 18 102 388
No | 34 | 138 L 70 152 68 462
| Total 170 170 }170 170 170 850
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TABLE XVIB: EXPECTED FREQUENCY

TOOTHPASTE BEER SOFT DR'NK  CIGARETTE DETERGENT

170 x 388 170 x 388 170 x 388 170 x 388 170 x 388

850 850 850 850 850

=77.6 =77.6 =77.6 =77.6 =77.6

170 x 462 170x462  170x 402 170 x 462 170 x 462

850 850 850 850 850

=924 =92.4 =92.4 =92.4 =92.4

TABLE XVIC: CALCULATION OF X*
{E’ \ef | of - ef (of - ef) )

ef

136 | 77.6 58.4 43,94

2 | 77.6 -45.6 24.94
100 [77.6 22.4 6.46

18 1 77.6 -59.6 45.76
1021716 244 7.66

4 1 92.4 584 36.90

138 1924 45.6 22.50
E 92.4 -22.4 5.42
152 1924 1 59.6 38.44

68 | 92.4 | -24.4 6.44

| ' otal 238.46

Degree of freedom = 4

X2 0.95 = 9.49

since computed x2 is greater than the critical value x2 0.95. The hypothesis Ho is

thus rejected.

Going through Tables XIV - XVI. it could be seen that advertising does not

affect the purchase an i consumption pattern of Ahmadu Bello University students and

teachers in Zaria metropolis. This i1s deduced from the wide significant difference

between the computed x* and the tabled value of x* 0.95 at 4 degree of freedom.

However, vartous reasons were adduczd by the respondents for this behaviour.,

Nevertheless, three reasons were common among the respondents:-

(a) That a necessity does not require advertising.
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(by Once an habit has been formed about a product brand, advertising will not affect

the purchase and consumption pattern.

(¢) Taste and quality affects purchase and consumption pattern.

Through which communication med ¢ could advertising message be easily

passed to Ahmadu Bello University studeints ard teachers in Zaria metropolis?

Below is the analysis of media exposure frequency as indicated by the respondents:-

TABLE XVIA: STUDENTS MEDIAL EXPOSURE

[:__ - absolute relative
Radio 28 16.3
Eﬁfgpage_r_ _ 64 37.0

| Television 28 163
Magazines 14 2.1
Billboard e 2.1
Others unspecified | 44 26.2
 Total 172 100

Fable XVIIA above shows that studerts are more exposed to newspaper than

any of the communication media.

While 37% of the students do read newspapers regularly, only 2% indicated

that they read magazines and billboard regularly.

Radio and Television have equal relative exposure to the respondents, while

26% cannot specily.

TABLE XVIIB:  TEACHERS MEDIA EXPOSURE

: - - ____,______ absolute relative
}_[ii_l(_.iit_‘i - i 28 o 17

| Newspaper I I 21
Television | 3a__ 1 19
Magazines |0 1 0
Billboard - ) 0

_ Others unspecified ‘ . 72 43

' Total | 168 100




lable XVIIB shows that teachers are more exposed to newspaper than any of

the other communication media.

However, about 43% indicated other unspecified media.

None of the teachers read magazines or billboard, but the percentage of those

listening to radio and television were about the same.

AGGREGATE TABLE XVIIC MEDIA EXPOSURE

—_——— -

| - absolute relative
Radio 56 16.5
Newspaper 100 29.4
(Jelevision 1 60 18
 Magazines ] 4 1
(Billooard i l
| Others unspecified 116 34.1
ol 340 100

Majority of the respondents in Table XVIIC above indicated exposure to other

unspecified media. Nevertheless, the respondents are exposed to newspapers more

than radios, televisions, magazines or billboz.rds.

The respondents scarcely read magazines or billboards.

In 1erms of media advertising effectiveness, the respondents indicated the

following:

TABLE XVIIIA:  STUDENTS
T radie newspaper television magazine billboard | other

) . ) unspecified
IN=172  'f 1% |f % If % |f % |f % |f [%
| Efficient 112 |65 |72 |42 148 [86 [52 [30 |72 [42 [24 |14
Less 60 135 |96 [s6 |24 [14 [112 |65 |72 |42 |68 |40
efficient ' ' |
Verypoor 0 10 14 |2 o Jo [8 |5 2816 |80 |92
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The result from Table XVIITA shows that television is the most efficient of all
media in terms  of  advertising  etfectiveness.  However, other unspecified
communication media was least ellicient,

In overall, television and radio recorded 100% for efficiency in terms of

advertising among the students.

TABLE XVIIIB: T ACHERS

[____  Tradio newspaper | lelevis on magazine billboard other

o | D unspecifiea
IN=168 'f [% [f [% [f [% |f [% |[f [% |[f [%
_ Efficient !28j7’_6 92 E L 136 | 81 _Ir48 29 128 |17 (24 |14
| Less 24 (14 (68 |40 |20 [12 [112 |67 [108 |64 |72 |43
| efficient |

[ Verypoor |16 |10 |8 5 12 |7 |8 5 32 (19 [72 [43

About 81% of the teachers respondent described television as efficient in
terms of advertising than any of the communication media. This was closely followed
by radio with 70% response.

Nevertheless. over 60% of the magazines and billboard readers among
teachers described it as less efficient.

Notwithstanding. newspaper 1s most efficient in advertising as it relates to

other media.

AGGREGATE TABLE XVIHIC

[ T radio I nm;pdpu [ television magazine | billboard | other

' R B B (I | unspecified
N=340 |f 1% If % |f 1% [f |% If T If I%
Efficient | 240 (71 | 164 [48 [288 185 |100 [29 [100 |29 [48 [14
Less 184 [25 |164 |48 |44 |13 224 |66 | 172 |51 |140 |41
efficient L I A R S

Verypoor (16 |5 |12 |4 |12 (4 [16 [5 |60 [18 [152 |45
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Ihe respondents showed that television s the most ¢fficient medium of
communication in terms of advertising.  The least efficient medium was others
unspecified.

However, television dominated as the most efficient medium in terms of advertising.

4.3  INTERPRETATION OF DATA

The analysis of the research data revealed the following facts that are
characteristics of the purchase and consumption pattern of the Ahmadu Bello
University students and teachers in Zaria metropolis:-

(a) Majority of the Ahmadu Bello University students are non-smokers and do not
consume beer. This is validated by the results of Table IV where 88% and 49%
revealed that they did not smoke cigarette or drink beer respectively.

Also Table V indicated that about 85% of the teachers are non-smokers while
57% did not consume beer.  These interpretations are further clarified by the
aggregate analysis of Table VI However. majority of the respondents are regular
consumers of toothpaste and detergent.

It can then be deduced from the above analysis that there is a sort of
homogeneous consumption behaviour patte'n of both the Ahmadu Bello University
students and teachers in Zaria metropolis. IThc_v both exhibit similar consumption
characteristics.

(b)y In most of the selected consumer products, the effect of habit and attitude
dominates as the most influencing factor affecting the purchase and consumption
pattern of the respondents. In Table VII. 69% of the students disclosed that habit
and anitude as the most influercing factor affecting their purchase and

consumption pattern of toothpaste. Similarly, respondents clearly indicated habit
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and attitude as mostly influencing thei purchase and consumption pattern of
detergent and soft irink.

Majority of cigarette smokers and beer consumers specified other factors as
mostly influencing their purchase and consumption pattern. Nevertheless, habit and
attitude came next in most cases. This was clearly shown by Table IX.

(c) Advertising 1s not as important as the effect of level of income, habit and attitude
in influencing the purchase and consumption pattern of the respondents. Most of
the respondents rated habit and atitude above 80% inl most cases. This is
validated by Table X.

(d) Advertising does not in any way influence the purchase and consumption pattern
of the Ahmadu Bello University students and teachers in Zaria metropolis. This
was shown clearly by the result of the chi-square tests of Tables XIV - XVII.

However. there was no uniformity in the reasons given by the respondents why
advertising will not affect their awareness, purchase and consumption of the selected
consumer products, Three reasons are expressed in most cases:-

(i} A necessity does not require adverting.

(i) Once an habit has been created about ¢ product, advertising will not affect the
purchase and consumption pattern.

(i11) Taste and quality affects consumption an i purchase pattern,

(iv) Despite the divergence in income dislril;ulion between the students and teachers,
the former exhibit a higher marginal propensity to consume than the latter, this
being an inference from Tables [V - VIL

(v) Students read ne vspaper more than any of the communication media as shown by
Table XVII. However, 2% of the students read magazines and billboard, while

teachers do not read magazines and billboard at all.
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(vi) Television is the most efficient communication media in terms of advertising
cffectiveness umong the respondents.
However, teachers believed newspaper is most efficient media in terms of

advertising, while students indicated television and radio as most efficient.
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CHAPTER FIVE

5.1 SUMMARY
Advertising - the use of paid media by a seller to communicate persuasive
information about its products, services or orgenisation - is a potent promotional tool.
The objective of consumers are to satisty a variety of needs; the consumer is
not always fully conscious of the needs that are driving his or her behaviour. Buying
situation itself can vary from routinized response behaviour, limited problem solving

or extensive problem solving. Buying is not a single act but a multi-component

decision,
The buyer goes through a process consisting of need arousal, information
search. evaluation behaviour, purchase decision and post purchase feelings. A series
of interrelated factors will influence the buving outcome. Individual consumption
pattern can be based on the expected income streams or current income.
Advertising message to a target audicnce must be able to get the attention of
the audience. The audience not only evaluate the message but a'lso the source of the

message.

52 CONCLUSION '

This research study has revealed without doubt the inadequacy of advertising
alone in influencing ndividual consumption pattern. Although the population of
study exhibited similarities in consumption pattern characteristics (as shown by the
results of Tables IV-VI). It is seen that adve tising did not inﬂu'cnce the consumption
pattern of majority of the respondents was discovered to be mostly influenced by their

habit and atitude.
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In specific. consumption pattern of products (necessities) like toothpaste is
mostly influenced by habit and attitude formed by the consumers.

However, consumers of products like cigarette and beer could not explain why
they consume them. Only a very low percentage adduced their consumption of these
products to habit and attitude. We can then infer from the above that there are certain
salient environmental and situational char:cieristics apart from habit and attitude
which affect and determine the consumption pattern of these .products which in our
opinion isa fruit for further studies.

While the majority of the respondents are not prone to the power of
advertising. they still believed that advertising messages through television and
newspapers will be more effective than through any other media.

Finally. the divergence in income distribution between students and teachers
with the consequent higher marginal propensity to consumer by the former than the

latter is in our opinion, the manifestation of the micro-economic analysis of the theory

of diminishing marginal utility.

53  RECOMMENDATIONS

For the survival of any firm in a competitive, hostile and changing business
environment. advertis ng strategies should be designed in s.uc-h a way as to creale,
rather than destroy consumer’s habit and attitude wowards a product or service. This
recommendation is particularly important for firms selling necessary consumable
products.

Secondly. Nigerian firms should de-einphasise large investment in advertising

of products or services to students, teachers and other enlightened conglomerate of
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people through media like billboards and magazines. Majority of these people do not
read them,

Finally, we reccommend that research cfforts should be concentrated on the
determination of various impacts of environmental components that can influence
individual consumption pattern, This is. our opinion, will shed light on the
combination of strategies that will yicld optimum results in achieving marketing

objectives with specific emphasis on sales objectives. | -
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QUESTIONNAIRE
NAME (Optionall

..............................................................................

f2) .  OCCUPATION {a) Teaching { | Age ........ Sex f{a M ( ).
thy F { )
Studemt [ ) Marital Status | ta) Single( )

(bl Double ( )
i3) AUDHKESS:

........................................................................................

.....................................................................................................

(4) EDUCATIONAL QUALIFICATION

(al High School/Teachers College Certificate ()
(b) Diploma certificate (-
te) University degree { )
{d) Postgraduate degree t

{5) PLEASE TICK YOUR APPROPRIATE INCOME CLAS3S
(a) Bellow N1,000

()

(b) N1,0001 - N2,000 ( )

(c) N2,0001 - N4,000 ()

fd) 4,000 - N8,000 { )

(G] Above N8,000

(6) How frequently do you consume the following products?

{a) Toothpaste i) Very Regular { )
(i) Regular [ )
{'d Occasional { )
{in] Not applicable { |

(b) Beer I Very Regular )
(i) Regular { )
{4} Occasional ()
{ivi Not applicable { )

(c} Soft drinks {i} Very Regular [ )
(ii} Regular ()
(i} Occasional (]
{iv) Not applicable |

(d) Cigarettes (i) Very Regular ( )
(1) Regular (!
{iii) QOccasional (I
{iv) Not applicable ( )

(e) Detergents {i} Very Regular { |
fii} Regular { )
(1) Occasional i)
{iv) Not applicable { )

(7 Which one of the following factors influence most your purchase and consumption pattern of

the following products.

{a) Toothpaste { Regular Advertising { )
{ii) Level of income { )
{iii) Social Status & Class ()
liv) Reference & Family Group { )
(v) Habit and Attitude )
{vi) Others unspecified (S

(b) Beer (i) Regular Advertising (1
{ii) Level of income { )
(i) Social Status & Class ()
{iv) Reference & Family Group i)
(v Habit and Attitude (|
(vi) Others unspecified ()

(c) Soft drinks (1) Regular Advertising ()
{1 Level of income [ )
{iii) Social Status & Cluoss {1
{iv) Reference & Famiy Group ()
(v) Habit and Attituds: ()
{vi} Others unspecified { )

(dl Cigarette {1} Regular Advertisir¢ ()
{in} Level of income ()
{iii) Social Status & Class ()



{iv) Refarence & Fam'ly Group (I
iv) Habit and Attitude |
{vi) Others unspecified {1
{e) Detergents (i Regular Advertising ()
() Level of income )
i) Social Status & Class i)
{iv) Reference & Family Group { )
{v) Habit and Attitude ()
{vi) Qthers unspecified { )
(8) How would you describe the effect of the following vanables on your purchase and
consumplion pattern.
(a) Advertising (i} Very important () (it} Important Ly
{iii) Less important { )
() Income (i) Very important (i) Important ()
{iii) Less important
{c) Social Status & Class (i} Very important ()
(il Important (|
(it} Less important {)
{d) Reterence & Family Group (i) Very important { )
(1) Important {1
(il Less important { )
(e) Habit & Attitude {i) Very impcr ant { )
(i) Important {
{ihi) Less imporiant { )
{f) O1hers unspecified iy Very impor.ant ()
(i) Important (S
() Less important { )
9} Would you purchase. consume and be aware of the following products without advertising?
{a) Toothpaste Yes [ ) No ()
15 NGB GV TOBBOTIE s snesuinminm sobass il R Sy S S R T
{b) Beer Yes { ) No ]
I YRa" ive PERESBING' wouswuuyav iy g s S T S R A i
fc) Soft drinks Yes { ) No )
[T ‘wos" QIVe:TORBONE i e s e
(d] Cigarettes Yes { ) No (.
[T "YBS' QIVE FBASOMNS 1.ivuiinriireninrerinnisianarissrestinrinsasseeseresianrsniniesnes
(e) Detergents Yes () No ()
IT “YOR" DIVE TOMBOMSE wwionusevsnussenumsus vvkioe dRssiass s i aabsisavons dbitessa vaiies

(10} Rank the following factors to describe according 1o how they would influence your consumption
pattern of the following products.

(i} Regular advertising (i) Level of income
fiii Social Status and Class {iv) Reference and family group
v Habit and attituge
(a) Toothpaste [} D LT (1T . [TV DO (A7) DO
(b) Beer 4 A1) ISR LT L1172 IR [£7) PR
fc) Soft drinks {1 S (]} [ 11} {277 I () —
{d) Cigarettes 1] R 7 b — 11]) R [ 11 JSp— (v)..
(&) Detergents ] Rm— (1) P——— {11} S {17 P () F——
{111 Which of the following communication media do you listen to or read regularly.
i) Radio [ {ii) Newspaper { ) {ii) Television { )

{iv) Magazines () {v) Bello board ()
{vii Others unspecitied
{12y  How would you describe the following communication media in term soft effectiveness in

advertising.
(a) Radio (i) Efficient () (il Less efficient ( )
{ii) Very poor ' ')
(b) Newspaper (1 Efficiem R B {1} Less efficient ( )
(iia Very poor Lo
(c) Television {i}’ Efficient ) (i Less efficient ( )
(iii) Very poor (1}
{d) Meagazine i) Efficient () i Less efficient (| )
(i) Very poor {
(e)Bell boards (i) Efficient [ ) (i) Less efficient () (ililVery poor { )
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ABSTRACT

Advertising as a term has autracted a lot of controversy in its definition and
coneept 1n recent times. This has been in the aspecet of 1ts intent and role as a marketing:

tool. o ' '

Despite such mixed-feelings, the use of advertising still remains cssential in
marketing. This rescarch work looks at the use and effectivencess of advertising in all its
forms in the purchase and consumption pattern among the studems and teachers of

Abmadu Bello University in Zaria metropolis.

1 And recommenddations will DC '..i'nr'\'hl\,"]. wWhere



