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ABSTRACT

Advertising plays a crucial role in shaping consumer behavior, particularly in the highly
competitive soft drink industry. This study examines the impact of advertising on
consumer buying behavior, focusing on how media types, message content, and
engagement tactics influence purchasing decisions. The research explored key advertising
elements such as visual appeal, tone, and brand consistency, assessing their effects on
consumer perceptions and loyalty. Given the increasing reliance on digital marketing, the
study also evaluated the effectiveness of various advertising platforms, including social

media, television, and print media.

The research adopted a quantitative approach, utilizing surveys distributed to consumers
in Benin City to analyze their responses to different advertising strategies. The study
seeks to answer critical questions regarding the influence of advertising message content,
visual elements, and media channels on consumer behavior. Hypotheses are formulated

to test the significance of these factors in shaping purchasing decisions.

Findings from this study provides valuable insights for marketers in the soft drink
industry, helping them refine advertising strategies to enhance consumer engagement and
brand loyalty. The study also contributes to academic literature by bridging the gap in
research on the direct relationship between advertising and purchasing behavior,

particularly in the Nigerian market. While the study

acknowledges limitations such as self-reported biases and regional focus, its results will
offer practical recommendations for advertisers seeking to optimize their campaigns in an

evolving media landscape.



CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Advertising is a cornerstone of modern marketing strategies, particularly in competitive
industries like the soft drink sector, where brands continuously strive to influence
consumer behavior and purchasing decisions (Kotler & Keller, 2016; Aaker & Bruin,
2019). In this sector, effective advertising communicates product benefits, enhances
brand recognition, and creates emotional connections with consumers. With the rise of
digital media, the landscape of soft drink advertising has undergone significant
transformation, enabling brands to reach targeted meaudiences with tailored
messages.Coca-Cola's Share a Coke campaign, which personalized bottles with names,
exemplifies how advertising can drive consumer engagement and boost sales. The global
soft drink market, valued at approximately $416 billion in 2021, is projected to grow at a
compound annual rate of 5.3%, driven in part by innovative advertising strategies
(Statista, 2023). Digital advertising, in particular, has played a pivotal role, with brands
leveraging social media platforms, influencer partnerships, and programmatic advertising
to connect with younger demographics. Research suggests that digital ads are especially
effective in the soft drink industry, as they allow for interactive campaigns that resonate
with consumers' lifestyles and preferences. Nielsen (2022) reported that 72% of
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consumers have interacted with a soft drink advertisement online, influencing their

purchasing decisions.

In the highly competitive soft drink market, advertising is crucial for differentiation. It
shapes consumer perceptions of quality, health benefits, and brand values. Kotler and
Keller (2016) noted that effective advertising could increase brand recall by up to 40%, a
critical metric for soft drink companies aiming to maintain customer loyalty. Furthermore,
Sweeney and Soutar (2021) found that storytelling in soft drink advertising leads to a
25% increase in consumer engagement, highlighting the importance of creating relatable
and memorable campaigns. As consumer preferences shift towards healthier options, soft
drink companies have adapted their advertising messages to align with trends such as
low-sugar alternatives and sustainability. Brands like Pepsi and Coca-Cola have utilized
advertising to reposition themselves as advocates of health and environmental
responsibility, appealing to socially conscious consumers. This study aims to explore the
impact of advertising on consumer buying behavior within the soft drink industry,
examining how media types, message appeals, and engagement tactics influence

purchasing decisions.

1.2 Statement of the Research Problem



Despite the substantial investment in advertising, the specific impact of these strategies
on consumer buying behavior in the soft drink industry remains under-researched.
Previous studies have focused broadly on advertising's role in shaping brand awareness
and consumer attitudes, but few have examined the unique dynamics of the soft drink
market. For instance, while Kotler and Keller (2016) emphasize advertising's ability to
influence consumer choice, they do not address how different media channels affect
preferences for soft drinks. Similarly, Aaker and Bruin (2019) highlight the role of
advertising content but lack an in-depth analysis of how appeals such as health benefits or
lifestyle associations impact consumer decisions in this niche. Moreover, while digital
advertising metrics such as click-through rates and engagement levels are widely studied,
limited research links these metrics to actual purchasing behavior in the soft drink market.
This gap is significant, given the industry's reliance on digital platforms to reach
consumers. Additionally, there is insufficient understanding of how advertising
influences diverse demographic groups within the soft drink market, particularly in

emerging economies like Nigeria.

This study seeks to address these gaps by providing a comprehensive analysis of the
impact of advertising on consumer buying behavior in the soft drink industry. By
focusing on media types, content effectiveness, and engagement tactics, this research
aims to offer actionable insights for marketers seeking to optimize their strategies in a

highly competitive and dynamic market.



1.3 Objectives of the Study

The primary aim of this study is to investigate the impact of advertising on consumer

buying behavior in the soft drink industry. The specific objectives are:

1.To analyze how the content and tone of advertising messages influence consumer

perceptions and purchasing decisions.

2.To evaluate the role of visual elements, such as color, design, and imagery, in shaping

consumer buying behavior.

3.To examine the extent to which consistent brand advertising impacts consumer loyalty

and repeat purchases.

4.To assess the influence of different advertising mediums (e.g., social media, television,

print) on consumer engagement and buying behavior.

5.To determine the relationship between consumer exposure to advertisements and their

decision-making process when selecting soft drink products.

1.4 Research Questions

This study seeks to answer the following research questions:

1.How does the content and tone of advertising messages influence consumer perceptions

and purchasing decisions?



2.What role do visual elements, such as color, design, and imagery, play in shaping

consumer buying behavior?

3.To what extent does consistent brand advertising impact consumer loyalty and repeat

purchases?

4.How do different advertising mediums (e.g., social media, television, print) affect

consumer engagement and buying behavior?

5.What is the relationship between consumer exposure to advertisements and their

decision-making process when selecting products or services?

1.5 Hypotheses of the Study

To guide the research, the following null hypotheses will be tested:

1.HO1 :The content and tone of advertising messages do not significantly influence

consumer perceptions and purchasing decisions.

2.HO02 :Visual elements, such as color, design, and imagery, have no significant role in

shaping consumer buying behavior.

3.H03:Consistent brand advertising does not significantly impact consumer loyalty and

repeat purchases.

4.H04 :Different advertising mediums (e.g., social media, television, print) do not

significantly affect consumer engagement and buying behavior.



5.HO05:There is no significant relationship between consumer exposure to advertisements

and their decision-making process when selecting soft drink products.

1.6 Significance of the Study

This study aims to significantly contribute to the understanding of the complex
relationship between advertising and consumer behavior. By identifying the key factors
that drive consumer responses to advertising, the research will provide valuable insights
for marketers seeking to enhance the effectiveness of their advertising strategies.
Understanding how different advertising media, content types, and engagement tactics
influence consumer attitudes and purchasing decisions is critical in today's competitive
marketplace. The findings of this study will be beneficial not only for practitioners in
marketing but also for academics studying consumer psychology. By offering a
comprehensive analysis of the dynamics that influence consumer behavior in response to
advertising, this research will create a foundation for future studies on advertising
effectiveness and consumer engagement. It will equip marketers with actionable insights,
allowing them to design more targeted and impactful advertising campaigns that resonate

with their audience.

Moreover, this research addresses the evolving landscape of advertising, particularly in
the context of digital platforms and changing consumer preferences. As businesses
increasingly shift their advertising efforts to digital media, understanding how these

platforms affect consumer behavior is essential for sustaining competitive advantage. The



study will also highlight the implications of effective advertising strategies on brand
loyalty and long-term consumer relationships, thus adding to the literature on consumer
behavior and marketing effectiveness. Ultimately, this study aims to foster a deeper
understanding of the interplay between advertising strategies and consumer behavior,
providing a framework that can be utilized by marketers to drive engagement, enhance

brand perception, and improve overall business performance.

1.7 Scope of the Study

The study will focus on consumers in urban areas, considering various advertising
mediums, including television, print media, and digital platforms. It will explore the
impact of advertising on consumer buying behavior across different demographic groups
to assess how factors such as age, gender, and income influence consumer responses to
advertising. Data will be collected through surveys and questionnaires in Benin
City.Facilitating a quantitative analysis of the relationship between advertising and

consumer behavior.

1.8 Limitations of the Study

While this research aims to provide valuable insights, certain limitations must be
acknowledged. The reliance on self-reported data may introduce bias, as respondents may

not accurately reflect their purchasing behavior or the influence of advertising.



Additionally, the focus on specific geographic regions may limit the generalizability of

the findings to broader contexts.



CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter reviews existing literature on advertising and its impact on consumer
buying behavior. It is structured into conceptual, theoretical, and empirical frameworks,

concluding with a summary of gaps in the literature.

2.2 Conceptual Review

2.2.1 Advertising and Its Evolution

Advertising is a strategic marketing communication tool used by businesses to inform,
persuade, and remind consumers about their products or services, often aiming to
influence consumer buying decisions (Kotler & Keller, 2016). It is a vital component of
the promotional mix, enabling companies to reach broad or specific audiences,
depending on their marketing objectives. Over the years, advertising has evolved

significantly, adapting to technological advancements and shifting consumer behaviours.

Traditionally, advertising relied on mass communication channels such as newspapers,
radio, and television, which enabled companies to reach large audiences simultaneously.
These mediums played a pivotal role in shaping consumer culture in the 20th century,

particularly in industries like consumer goods and entertainment (Belch & Belch, 2020).



However, their one-way communication model often limited consumer engagement
and feedback. With the digital revolution, advertising has shifted from traditional
formats to more interactive and data-driven strategies. Digital advertising encompasses
a range of mediums, including social media platforms, search engines, mobile
applications, and streaming services (Statista, 2023). Unlike traditional advertising,
digital formats allow for precise audience targeting through tools such as programmatic
advertising, which uses algorithms to deliver ads to specific demographics based on

browsing behavior and preferences (Digital Marketing Institute, 2023).

Social media platforms, in particular, have become a cornerstone of modern advertising.
They offer businesses opportunities to engage with consumers through influencer
marketing, interactive posts, and user-generated content. For example, brands like
Coca-Cola and Pepsi have leveraged platforms such as Instagram, Facebook, and TikTok
to run campaigns that not only promote their products but also create a sense of
community and lifestyle around their brands (Nielsen, 2022). In the context of the soft
drink industry, advertising is crucial for building brand equity, communicating product
features, and fostering emotional connections. Coca-Cola’s Taste the Feeling campaign,
for instance, used visual storytelling to evoke feelings of joy, togetherness, and
refreshment, appealing to consumers' emotions rather than focusing solely on the

product's physical attributes. Similarly, Pepsi's For the Love of It campaign emphasized
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self-expression and individuality, targeting younger audiences with relatable and

aspirational content (Marketing Week, 2022).

Moreover, advancements in technology have enabled soft drink brands to utilize data
analytics and artificial intelligence to tailor advertisements to consumer preferences. For
instance, programmatic advertising allows companies to analyze consumer data in real
time and deliver personalized ads, thereby increasing their relevance and effectiveness
(Chaffey & Ellis-Chadwick, 2022). As a result, advertising in the soft drink industry has
become more dynamic, consumer-centric, and results-oriented. The evolution of
advertising has also brought about challenges, such as navigating consumer privacy
concerns and managing ad fatigue. Brands must strike a balance between engaging
consumers and respecting their digital space to maintain trust and loyalty. Despite these
challenges, advertising remains an indispensable tool for influencing consumer behavior,

particularly in highly competitive markets like the soft drink industry.

2.2.2 Consumer Buying Behaviour

Consumer buying behaviour refers to the processes, attitudes, and decisions individuals
undertake when identifying, evaluating, and purchasing products or services. It is a
complex and dynamic concept influenced by various psychological, social, cultural, and

economic factors. These influences are integral to understanding how consumers
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interact with products, especially in competitive industries such as soft drinks, where

branding and advertising play a pivotal role in shaping preferences.

Psychological factors significantly impact consumer buying behavior, encompassing
motivation, perception, learning, beliefs, and attitudes. For instance, a consumer may
be motivated to purchase a soft drink to quench thirst, satisfy a craving, or enhance a
social experience. Advertising leverages these motivations by associating products with
positive emotions such as happiness, relaxation, or celebration. A prominent example is
Coca-Cola's branding, which consistently emphasizes joy and togetherness, fostering
emotional connections that resonate with consumers. Social influences, including family,
peer groups, and societal norms, also shape consumer decisions. Young adults, for
example, often choose soft drink brands endorsed by influencers or celebrities they
admire. Social media platforms amplify this effect by enabling brands to create trends
and encourage peer-to-peer recommendations, making advertising an even more

powerful tool in shaping consumer preferences.

Cultural factors, which include values, norms, and traditions, further influence consumer
behavior. In many regions, traditional beverages dominate consumer preferences
(Smith, 2023; Johnson & Lee, 2022), but global brands adapt their strategies to align
with local tastes and customs. For example, Pepsi has introduced region-specific flavors

in markets like India, reflecting a nuanced understanding of cultural diversity and
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preferences. By tailoring their advertising to resonate with local traditions, soft drink
companies can broaden their appeal and foster cultural relevance. Economic
considerations, such as income levels, pricing, and perceived value, also play a crucial
role in consumer buying behaviour. Price-sensitive consumers may prioritize
affordability, while premium segments often focus on quality or exclusivity. Advertising
supports these choices by emphasizing value propositions that resonate with specific
market segments. For example, an advertisement targeting budget-conscious
consumers may highlight affordability, while a premium campaign may focus on
superior quality or unique features. In the soft drink industry, several unique factors
shape consumer behaviour. Branding stands out as a critical driver, with companies
investing heavily in advertising to create recognition and loyalty. Coca-Cola and Pepsi,
for instance, utilize distinctive marketing strategies to differentiate their brands and
foster long-term consumer connections. Additionally, the growing emphasis on health
consciousness has significantly influenced buying behaviour. Consumers increasingly
seek beverages with health benefits, leading to the popularity of low-sugar, zero-calorie,
and functional drinks. Brands such as Sprite and Diet Coke have adapted their
advertising strategies to emphasize these attributes, appealing to health-conscious

consumers.
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Emotional associations also play a significant role in consumer decision-making.
Advertising campaigns often link soft drink brands to feelings of happiness, nostalgia, or
adventure. Pepsi's Live for Now campaign is a notable example, targeting millennials by
associating the brand with youthfulness and spontaneity. Furthermore, packaging
design, including color schemes, logos, and eco-friendly materials, has become an
essential factor in influencing purchase decisions, particularly among environmentally
conscious consumers. In summary, consumer buying behavior in the soft drink industry
is shaped by a combination of psychological, social, cultural, and economic influences.
Advertising serves as a critical tool in addressing these factors, allowing brands to create
targeted campaigns that resonate with consumer motivations and preferences. By
understanding and leveraging these elements, soft drink companies can foster stronger
connections with their audiences, drive sales, and maintain a competitive edge in the

market.

2.2.3 Determinant of Consumer Buying Behaviour

Advertising Content and Tone

The content and tone of advertisements play a pivotal role in influencing consumer
perceptions and purchasing decisions. Advertising content includes the ideas, messages,
and information delivered to the target audience, which can highlight product features,

benefits, or the brand’s core values. Tone, on the other hand, refers to the emotional
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quality or attitude of the advertisement, such as humor, excitement, or trustworthiness.
For example, soft drink advertisements often use upbeat and energetic tones to convey
refreshment and fun. Studies show that emotional appeals in advertising strengthen
brand recall and positively influence purchase decisions by creating an engaging and
relatable experience for consumers (Smith, 2022). Furthermore, aligning the tone with
the target audience’s preferences enhances its effectiveness, fostering a sense of

connection with the brand (Johnson & White, 2023).

Visual Elements in Advertising

Visual elements, such as color, design, and imagery, significantly shape consumer buying
behavior. Colors are often employed strategically to evoke specific emotions or
associations. For instance, red symbolizes energy and passion, making it a popular
choice for soft drink advertisements. Design elements, including typography, layout, and
composition, ensure that advertisements are visually appealing and easy to understand.
Imagery, such as pictures of the product or lifestyle scenarios, creates vivid impressions
and enhances the ad’s memorability. Research highlights that the strategic use of visual
elements can improve brand recognition and consumer engagement, ultimately driving
purchase decisions (Brown, Carter, & Evans (2023). The integration of consistent visual
themes across different advertisements also reinforces the brand’s identity and recall

(Lee, 2024).
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Consistency in Brand Advertising

Consistent brand advertising ensures a uniform message, style, and identity across
various marketing channels, which is essential for building consumer trust and loyalty.
This consistency helps create familiarity with the brand, making it easily recognizable
and reliable in the eyes of the consumer. Soft drink brands that maintain consistent
advertising often enjoy higher rates of repeat purchases and long-term consumer loyalty.
For instance, Coca-Cola’s global advertising campaigns emphasize consistent themes of
happiness and togetherness, creating strong emotional connections with consumers.
Research suggests that brands with cohesive advertising strategies are more likely to
retain customers, as familiarity breeds trust and reinforces purchase intentions (Clark &

Green, 2023; Zhang, Luo, & Feng (2024).

Advertising Mediums and Consumer Engagement

Different advertising mediums, such as social media, television, and print, have distinct
effects on consumer engagement and buying behavior. Social media platforms allow
brands to interact directly with consumers, offering personalized experiences and
immediate feedback. Television remains a powerful medium for storytelling, combining
visual and auditory elements to create memorable advertisements. Print media, though
traditional, offers credibility and a tangible presence that appeals to certain

demographics. Each medium contributes uniquely to the effectiveness of advertising
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campaigns. Recent studies indicate that an integrated approach, using multiple
platforms, enhances consumer engagement and maximizes reach, as consumers interact

with the brand across different touchpoints (Nguyen & Tran, 2023; Davies, 2024).

Advertisement Exposure and Consumer Decision-Making

Consumer exposure to advertisements plays a crucial role in their decision-making
process when selecting soft drink products. Exposure frequency affects awareness,
familiarity, and preference for a brand. Repeated exposure to advertisements creates a
psychological phenomenon known as the mere exposure effect, wherein familiarity with
a product leads to positive feelings and increased likelihood of purchase. The decision-
making process involves several stages, including problem recognition, information
search, evaluation of alternatives, and purchase decision. Advertising significantly
influences these stages by providing information, shaping perceptions, and reinforcing
brand preferences. Empirical evidence suggests that higher exposure to well-crafted
advertisements positively impacts consumer decision-making and brand selection

(Wilson & Adams, 2023; Patel, 2024).

2.2.4Advertising's Influence on Buying Decisions
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Advertising plays a pivotal role in shaping consumer buying decisions by employing
various strategies to influence preferences, perceptions, and behaviours (Brown &
Williams, 2022; Taylor, 2021).0ne of the primary ways advertising impacts consumer
decisions is through the creation and enhancement of brand awareness. Increasing
product visibility and recall, effective advertising ensures that consumers readily
recognize a brand amidst competitors. In the highly competitive soft drink market,
brand recognition is critical. Leading brands like Coca-Cola and Pepsi have consistently
invested in memorable advertising campaigns that engrain their logos, taglines, and
imagery into consumers’ minds, making them the default choices in purchasing
situations (Nielsen, 2022). Another key mechanism through which advertising influences
buying behavior is the use of message appeals. Advertisements often employ emotional
and rational appeals to connect with their target audience. Emotional appeals, such as
associating soft drinks with happiness, family moments, or celebrations, create a strong
psychological connection with consumers. For instance, Coca-Cola’s campaigns
frequently center around themes of joy and togetherness, fostering a sense of belonging
among its audience. On the other hand, rational appeals focus on product attributes like
health benefits, affordability, or unique flavors. Lifestyle and health-oriented
advertisements resonate particularly with consumers seeking healthier beverage

options, such as low-calorie or sugar-free drinks. This trend has been observed in the
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rising popularity of campaigns promoting products like Diet Coke or Pepsi Zero Sugar

(Statista, 2023).

Engagement is another critical factor in advertising’s influence on buying decisions.
With the proliferation of digital platforms, interactive advertisements have become
increasingly effective in capturing consumer attention. Digital campaigns often
incorporate elements like polls, quizzes, and social media challenges, encouraging
consumers to actively participate and engage with the brand. For example, Pepsi’s
social media challenges that invite users to share videos or photos with a specific
hashtag have successfully created viral content and enhanced brand affinity. Such
interactive approaches not only make advertisements more memorable but also foster a
sense of community among consumers, further strengthening their connection to the
brand(Chatterjee, Hoffman, and Novak, 2020). Overall, advertising significantly impacts
consumer buying behavior by building brand awareness, leveraging emotional and
rational appeals, and fostering consumer engagement through interactive content.
These strategies are particularly effective in the soft drink industry, where competition
is intense, and consumer preferences are constantly evolving. By aligning their
advertising efforts with consumer expectations and market trends, brands can

effectively influence purchasing decisions and establish long-term loyalty.

2.3 Theoretical Review
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This study is grounded in three key theories that explain the relationship between
advertising and consumer buying behavior: the Hierarchy of Effects Model, the Theory
of Planned Behavior (TPB), and the Dual-Process Theory. These frameworks provide a
foundation for understanding how advertising influences consumer decisions in various

stages and contexts.

2.3.1 The Hierarchy of Effects Model

The Hierarchy of Effects Model describes the sequential stages consumers experience
before deciding to purchase a product. These stages are commonly summarized as
awareness, interest, desire, and action (AIDA). According to Kotler and Keller (2016),
advertising plays a critical role in guiding consumers through these stages by creating
initial awareness and cultivating desire through compelling messages. For instance, in
the soft drink industry, brands utilize vibrant advertisements, catchy jingles, and
memorable slogans to capture consumer attention. Campaigns highlighting unique
flavors, refreshing experiences, or lifestyle connections are specifically designed to
evoke interest and desire. Coca-Cola’s Share a Coke campaign, which personalized
bottles with names, exemplifies how brands encourage consumer interest and
emotional connection. Similarly, health-conscious brands like Tropicana or Perrier often
highlight their nutritional or natural benefits to appeal to specific consumer desires,

ultimately prompting purchase actions.
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2.3.2 Theory of Planned Behavior (TPB)

The Theory of Planned Behavior provides a comprehensive explanation of how
individual attitudes, subjective norms, and perceived behavioral control influence
consumer intentions and behaviors(Ajzen, 1991). In the context of advertising, this
theory underscores how marketing strategies shape consumer attitudes by emphasizing
product benefits or aligning products with prevailing societal norms. For example,
endorsements by celebrities or influencers often serve as subjective norms, persuading
consumers to perceive certain products as trendy or socially acceptable. Advertisements
for soft drinks frequently employ such strategies, showcasing endorsements by athletes
or musicians to establish cultural relevance. Furthermore, advertising efforts aimed at
addressing perceived barriers such as affordability or availability enhance perceived
behavioral control, making it easier for consumers to act on their purchase intentions.
For instance, promotional campaigns like “buy one, get one free” or highlighting
accessible distribution channels address these concerns, encouraging consumers to

make purchases.

2.3.3 Dual-Process Theory

The Dual-Process Theory proposed by Petty and Cacioppo in 1986 and posits that

individuals process persuasive messages through two distinct cognitive routes: the
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central route and the peripheral route. The central route involves careful evaluation of
message content, such as logical arguments or factual information, while the peripheral
route relies on superficial cues like aesthetics, endorsements, or emotional appeals. In
advertising for soft drinks, these routes are strategically leveraged to target different
consumer segments. For example, visually striking ads with vibrant colors, catchy music,
and celebrity appearances often engage consumers via the peripheral route, focusing on
the emotional or aesthetic appeal of the product. Pepsi’s Live for Now campaign is a
notable example of this approach, using dynamic visuals and cultural symbols to
captivate audiences. Conversely, ads emphasizing health benefits, sustainability, or
ingredient transparency appeal to consumers through the central route. Brands like
Sprite and Fanta often balance these routes, using both playful imagery and informative
messaging to appeal to a broad consumer base. By integrating these theories, the study
highlights how advertising operates on multiple psychological and social dimensions to
influence consumer buying behavior. These theoretical frameworks provide valuable
insights into the mechanisms through which advertisements affect consumer
perceptions, preferences, and purchasing decisions, particularly in the competitive and

dynamic soft drink industry.

2.3.4 AIDA Model (Attention, Interest, Desire, Action)
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The AIDA model explains how advertising leads consumers from awareness to purchase
through four sequential stages: Attention, Interest, Desire, and Action. First, advertising
captures the consumer’s attention with appealing visuals, catchy slogans, or celebrity
endorsements. For instance, soft drink brands often use vibrant colors and energetic
themes to draw focus. Once attention is secured, advertisers work to build interest by
highlighting the unique features or benefits of the product, such as its refreshing taste or
low-calorie content. The desire stage involves creating an emotional connection,
encouraging consumers to associate the product with enjoyable moments like parties or
relaxation. Finally, the action stage is aimed at motivating consumers to purchase, often
through call-to-action elements like discounts or promotional offers. Research suggests
that the AIDA model is instrumental in driving brand awareness and guiding consumer

behavior effectively (Kotler & Keller, 2023).

2.3.5 Social Learning Theory

Social Learning Theory, introduced by Bandura, emphasizes the role of observation and
imitation in consumer behavior. Advertisements often depict aspirational lifestyles or
scenarios, such as friends enjoying a soft drink at a beach or athletes rejuvenating with a
specific beverage. These portrayals influence consumers by associating the product with
desirable traits such as happiness, health, or sociability. For young audiences, the

influence is amplified when celebrities or influencers are featured, as these figures often
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serve as role models. In the soft drink industry, the use of relatable and inspiring imagery
encourages consumers to emulate the behaviors shown in advertisements, leading to

increased purchase intentions (Bandura, 1986; Hsu et al., 2023).

2.3.6 Elaboration Likelihood Model (ELM)

The Elaboration Likelihood Model (ELM) highlights two routes of persuasion in
advertising: the central and peripheral routes. The central route is used when consumers
actively process the advertisement's content, focusing on logical arguments and product
benefits. For example, an advertisement detailing the health benefits of a low-sugar soft
drink appeals to health-conscious consumers who engage in deliberate decision-making.
Conversely, the peripheral route relies on emotional appeals, attractive visuals, or
celebrity endorsements to influence consumers who may not critically analyze the
message. Soft drink advertisements frequently combine both routes, using catchy jingles
and vibrant imagery alongside informative content to appeal to a broader audience. This
dual approach enhances the effectiveness of advertising campaigns, driving higher

engagement and purchase intent (Petty & Wegener, 2023).

2.4 Empirical Review

Several studies have examined the relationship between advertising and consumer buying

behavior, with findings highlighting various dimensions:
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2.4.1 Advertising Mediums

Kotler and Keller (2016) conducted a comprehensive study on the effectiveness of
various advertising mediums across industries. Their analysis revealed that television
continues to be a dominant platform due to its broad reach and visual impact. However,
they noted a significant shift towards digital platforms, which have emerged as more
cost-effective and better at targeting specific audiences through advanced data analytics
and algorithms. The study emphasized the importance of balancing traditional and digital
advertising mediums to maximize reach and effectiveness. They also suggested that firms

should adopt data-driven strategies to create more tailored and impactful advertisements.

Chatterjee et al. (2020) explored the role of social media advertising in engaging younger
demographics during the period between 2015 and 2019. Their research, which involved
200 firms from the technology, retail, and beverage sectors, used survey data and social
media engagement metrics to assess effectiveness. The findings highlighted that
platforms like Instagram, Facebook, and Twitter were particularly effective due to their
ability to deliver personalized and interactive content such as polls and live streams. The
study concluded that firms aiming to connect with younger audiences should prioritize
social media advertising and invest in interactive campaigns that foster brand loyalty and

engagement.

Statista (2023) analyzed advertising trends from 2020 to 2022 by examining the

advertising expenditure and sales performance of 150 firms in the fast-moving consumer
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goods (FMCQG) sector. The study showed that digital advertising, especially through
programmatic ads, provided higher returns on investment (ROI) than traditional
advertising mediums. Mobile-first strategies were found to be particularly effective in
reaching consumers and enhancing engagement. Based on these findings, the study
recommended that firms adopt programmatic advertising techniques and develop mobile-

optimized campaigns to maximize accessibility and ROI.

Nielsen (2022) conducted a comparative analysis of consumer responses to traditional
and digital advertising over the period from 2019 to 2021. The study included data from
300 global firms across various sectors and revealed that while traditional advertising
mediums like TV and radio remained essential for building brand awareness, digital
platforms outperformed them in terms of conversion rates. Strategies such as email
marketing and retargeting ads were particularly effective in driving repeat purchases. The
study advised companies to integrate traditional media's wide reach with the precision

and personalization offered by digital advertising for optimal results

Kumar and Gupta (2018) investigated the impact of online video advertising on consumer
purchase behavior between 2012 and 2017, focusing on 100 Indian firms in the retail and
e-commerce sectors. Their mixed-method approach, which included qualitative
interviews and quantitative sales data analysis, found that platforms like YouTube and
short video apps significantly influenced purchase intent, particularly for impulse-buy

products like soft drinks. The use of creative storytelling in advertisements was shown to

26



enhance brand recall and consumer engagement. The study recommended that businesses
focus on creating compelling video marketing campaigns optimized for various platforms

to engage a broader audience effectively.

2.4.2 Advertising Content and Consumer Perception

Aaker and Bruin (2019) Aaker and Bruin analyzed the role of emotional appeals in
advertising content and their influence on consumer engagement and purchase intentions.
Conducted between 2015 and 2018, the study examined data from 120 global brands in
industries such as beverages, technology, and fashion. Using consumer surveys and focus
groups, they found that advertisements incorporating themes of happiness, nostalgia, and
togetherness resonated deeply with audiences. Emotional storytelling was shown to
enhance consumer engagement and significantly boost purchase intentions. The
researchers suggested integrating emotional themes into advertisements to foster stronger

brand-consumer connections and increase market performance.

Statista (2023) A report by Statista explored the relationship between storytelling in
advertising and consumer purchase behavior. The study surveyed over 10,000
participants across 15 countries from 2020 to 2022. Findings revealed that 68% of
consumers were more likely to buy products when advertisements included relatable
storytelling elements. The report emphasized that culturally relevant and value-driven

narratives in ads helped establish trust and emotional bonds with consumers. Marketers
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were advised to focus on creating meaningful, consumer-centric content to maximize

advertisement effectiveness.

Ahmed and Yin (2020) examined how humor in advertising influenced consumer
perceptions and loyalty. Their study, conducted between 2017 and 2019, analyzed
responses from 50 companies in the soft drink industry across Asia. Using experimental
and survey-based methodologies, they discovered that humorous advertisements not only
enhanced brand likability but also improved recall rates by 35%. However, they noted
that humor must align with cultural norms to avoid misunderstandings. The researchers
recommended that brands leverage humor carefully to engage audiences and sustain

long-term brand loyalty.

Smith et al. (2021) investigated the impact of visual aesthetics in advertisements on
consumer perception and brand preference. The study, which spanned 2018 to 2020,
involved experimental analysis with 300 respondents exposed to different advertisement
styles in the beverage sector. The findings revealed that visually appealing
advertisements, especially those using vibrant colors and high-quality imagery, increased
brand preference by 42%. The study suggested that marketers prioritize visual design to

create memorable and impactful advertisements that drive consumer preference.

Jones and Peters (2022) explored the effectiveness of celebrity endorsements in
advertising. Their study, conducted between 2019 and 2021, analyzed 200 advertisements

from global soft drink brands. Using a combination of content analysis and consumer
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surveys, they found that celebrity-endorsed ads increased product trust and purchase
intentions by 25%, especially among younger demographics. However, the researchers
cautioned that endorsement success depended on the perceived authenticity of the
celebrity-brand relationship. They recommended aligning endorsements with brand

values and consumer expectations to maximize impact.

2.4.3 Demographic Factors

Nielsen (2022) conducted a study on how demographic factors influence advertising
effectiveness. Spanning from 2019 to 2021, the research involved surveys from over
15,000 participants across various countries. The study found that younger consumers,
particularly those aged 18-34, were more responsive to digital advertisements on
platforms like social media and streaming services. In contrast, older demographics, aged
50 and above, were more reliant on traditional media such as print and television. The
findings highlighted the importance of tailoring ad strategies to the preferences of
specific age groups. Nielsen suggested that marketers diversify their advertising channels

to cater to both digital-savvy and traditional media audiences.

Adeyemi and Akintola (2021) examined the impact of demographic factors on consumer
response to advertising in Nigeria between 2018 and 2020. Using a sample of 500 urban
and rural consumers, they employed structured questionnaires and focus group
discussions. Their findings revealed that urban consumers were more responsive to

digital advertisements emphasizing health benefits and affordability, while rural
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consumers preferred radio and print ads. The study suggested that advertisers adapt their
messaging and medium selection to regional and demographic preferences to maximize

effectiveness.

Lee and Chen (2020) studied the influence of income levels on advertising
responsiveness in the soft drink industry. Conducted from 2016 to 2019, the research
analyzed data from 30 soft drink companies in Asia. Using sales data and consumer
surveys, the researchers found that high-income consumers preferred premium
advertisements focusing on quality and exclusivity, whereas low-income groups
responded more to promotions and discounts highlighted in ads. The study recommended
segmentation of advertising strategies based on income levels to optimize consumer

engagement and sales.

Johnson et al. (2019) investigated how gender differences affect advertising perception.
Conducted between 2015 and 2018, the study surveyed 1,200 participants across three
countries. They found that men were more influenced by advertisements highlighting
product functionality and performance, while women responded more to ads with
emotional appeals and social relevance. The researchers suggested that gender-specific
messaging in advertising could improve relevance and engagement among target

audiences.

Okafor and Bello (2023) Okafor and Bello explored the role of cultural influences on

consumer response to advertising in Nigeria. Conducted from 2020 to 2022, the study
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involved 10 firms in the beverage sector and 800 consumers from diverse cultural
backgrounds. Using interviews and surveys, they discovered that consumers from
culturally conservative regions preferred advertisements focusing on family values and
tradition, while those in liberal regions responded to ads with modern, trendy themes. The
researchers recommended that brands localize their advertisements to reflect the cultural

values of their target audience..

2.5 Gap in the literature reviewed

The review of existing literature highlights the significant impact of advertising on
consumer behavior across various dimensions, including advertising mediums, content,
and demographic factors. However, gaps remain in understanding certain critical aspects.
First, while studies such as Nielsen (2022) and Adeyemi and Akintola (2021) emphasize
the differential influence of digital and traditional advertising across age groups and
urban settings, limited attention has been given to rural consumers' responses to these
mediums. The unique challenges and opportunities in rural advertising remain
underexplored, particularly in developing economies like Nigeria. Additionally, much of
the existing research focuses on broad trends, such as the effectiveness of emotional
appeals or interactive digital campaigns (Aaker & Bruin, 2019; Chatterjee 2020).
However, there is limited investigation into how cultural factors mediate these
advertising effects. Okafor and Bello (2023) touch on cultural influences but do not delve

deeply into how specific cultural nuances shape consumer preferences for soft drinks or

31



other products. Moreover, while emotional and storytelling-based advertisements have
been proven effective in driving consumer engagement (Statista, 2023), there is a lack of
empirical evidence on the long-term impact of these strategies on brand loyalty and
repeat purchases. Most studies, including those reviewed, primarily focus on immediate
purchase intentions without addressing sustained consumer relationships. Lastly,
methodological limitations are evident in many studies. Several rely on small sample
sizes or specific demographic groups, limiting the generalizability of their findings. This
suggests a need for broader, more inclusive research designs that capture diverse
consumer perspectives across multiple socioeconomic and geographic contexts.
Addressing these gaps could provide more comprehensive insights into advertising’s role

in shaping consumer behaviour.
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CHAPTER THREE

METHODOLOGY

3.1 Introduction

This chapter presents the research methodology adopted for the study titled "The
Impact of Advertising on Consumer Buying Behavior". It discusses the research design,
population, sample size, sampling techniques, sources of data, research instrument,
validity and reliability of the instrument, model specification, operationalization of

variables, and methods of data analysis.

3.2 Research Design

The study adopts a descriptive survey research design to examine how advertising

influences consumer buying behavior. This design enables the collection of quantitative
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data from a representative sample of consumers at a single point in time. Structured
guestionnaires serve as the primary data collection tool, allowing the researcher to
analyze relationships between advertising elements, such as media type, message
content, and frequency and consumer buying behavior, including brand preference,
purchase decisions, and customer loyalty. The descriptive design is appropriate because

it facilitates a systematic investigation of consumers’ responses to advertising stimuli.

3.3 Study Population

The study population consists of 350,000 consumers of fast-moving consumer goods
(FMCGs), specifically carbonated soft drinks, in Lagos State, Nigeria. This population
represents active consumers who frequently purchase soft drinks, making them an ideal
group for examining the relationship between advertising exposure and buying behavior.
The selection of this group aligns with prior research on consumer behavior and
advertising, which emphasizes the importance of studying habitual consumers for
reliable insights (Adewale & Johnson, 2022). By focusing on this segment, the study aims

to derive meaningful conclusions about advertising’s role in shaping consumer choices.

3.4 Sample Size and Sampling Technique

A sample size of 399 respondents was determined using Yamane’s formula:
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1+ N(e2)

Where:

n = Sample size

N = Population size (350,000)

e = Margin of error (0.05 or 5%)

Substituting the values:

N = 350,000

1+ 350,000(0.052)

=399

For efficiency, a stratified random sampling technique was employed to ensure diverse
representation based on demographic factors such as age, gender, and income levels.
Respondents were selected proportionally from each stratum, ensuring that different

consumer categories were well represented in the study.

3.5 Sources of Data
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The study utilizes both primary and secondary data. Primary data is collected through
structured questionnaires distributed to respondents. These data focus on advertising
exposure, consumer perceptions of advertisements, and their influence on buying
decisions. Secondary data from published research, reports, and market studies

complement the primary data, providing contextual insights and supporting evidence.

3.6 Research Instrument

The study utilizes a structured questionnaire as its primary data collection tool, divided
into two sections. The first section gathers demographic details like age, gender, income,
and education to provide context for the findings. The second section focuses on how
advertising influences consumer behavior, examining exposure, content perception, and
impact on purchasing decisions. Responses are measured using a five-point Likert scale,
ranging from Strongly Agree (5) to Strongly Disagree (1). Marketing experts and
consumer behavior analysts reviewed the questionnaire to ensure clarity, relevance,

and validity, enhancing its effectiveness in capturing key study constructs.

3.7 Validity of the Research Instrument
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The questionnaire was reviewed by marketing experts and consumer behavior analysts
to ensure that it appears to measure what it intends to measure. This process involved
assessing whether the questions were clear, relevant, and appropriate for the study's

objectives.

3.8 Reliability of the Study

The reliability of the research instrument was assessed using the Cronbach’s Alpha
coefficient. A pilot test was conducted with 30 respondents from a population outside
the main sample to evaluate the internal consistency of the questionnaire items. The
collected responses were analyzed using the Statistical Package for Social Sciences

(SPSS). Table 3.2 presents the reliability scores for the different constructs in the study.

Table 3.2: Reliability Test Result

S/N | Variables Number of items Cronbach Alpha value
1 Advertising Medium (AM) Five items 0.798
2 Message Content (MC) Five items 0.776
3 Advertising Frequency (AF) Five items 0.812
4 Consumer Buying Behaviour Seven items 0.837
Overall Reliability Score 0.806
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The overall Cronbach’s Alpha value of 0.806 indicates a high level of internal consistency,
confirming that the questionnaire is reliable for assessing the impact of advertising on

consumer buying behavior.

3.9 Model Specification

To analyze the relationship between advertising and consumer buying behavior, the

study employs a multiple regression model:

CB=f(AM,MC,FR)

Where:

CB = Consumer Buying Behavior

AM = Advertising Medium (e.g., social media, TV, radio)

MC = Message Content (clarity, emotional appeal, informativeness)

FR = Frequency of Advertising

The expanded regression equation is expressed as follows:

CBi=pO+B1AMi+B2MCi+B3FRi+e

Where:

B0 = Constant term
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B1,82,B3 = Coefficients of independent variables

€i = Error term

3.10 Operationalization of Variables

Table 3.3 presents the operational definitions and measurement scales of the study’s

key variables.

Table 3.3: Operationalization of Variables

Variable Measurement scale | Questionnaire items
Gender Two point scale Q1

Age Five point scale Q2

Income level Five point scale Q3

Advertising Medium (AM) Five point scale Q4-8

Message Content (MC) Five point scale Q9-13

Advertising Frequency (AF) Five point scale Q14-18

Consumer Buying Behaviour Five point scale Q19-25

3.11 Method of Data Analysis
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The data collected will be analyzed using descriptive and inferential statistical

techniques.

Descriptive statistics will summarize respondents’ demographic characteristics and

advertising-related responses, providing an overview of consumer perceptions.

Multiple regression analysis will examine the relationship between advertising factors

(medium, content, and frequency) and consumer buying behavior.

Hypothesis testing will be conducted using p-values and confidence intervals to

determine the statistical significance of advertising’s impact on consumer behavior.

Data analysis will be performed using SPSS software, known for its efficiency in handling

large datasets and conducting complex statistical analyses.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 Introduction
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This chapter presents the analysis and interpretation of the data collected from the
respondents. A total of 399 questionnaires were distributed to the research sample, and all
399 were successfully retrieved and correctly filled, making the response rate 100%. The
collected data are summarized and presented in tables, providing insights into the
research objectives. The analysis employs both descriptive and inferential statistics to

examine the impact of advertising on consumer buying behavior.

4.2 Data Presentation

The data collected from the survey respondents are summarized in the tables below,

categorized based on demographic characteristics and key research variables.

4.2.1 Demographic Characteristics of Respondents

Table 4.1 presents the demographic characteristics of the respondents, including gender,

age, education level, and income.

Table 4.1: Demographic Characteristics of Respondents

Variable Categories Frequency (n = 399) | Percentage (%)
Gender Male 220 55.1
Female 179 44.9
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Variable Categories Frequency (n = 399) | Percentage (%)

Total 399 100.0

Age 18 - 25 years 95 23.8
26 - 35 years 162 40.6
36 - 45 years 88 22.1
Above 45 years 54 13.5
Total 399 100.0

Education Level [Secondary School 67 16.8
Undergraduate Degree 214 53.6
Postgraduate Degree 118 29.6
Total 399 100.0

Income Level [Below 50,000 110 27.6
N50,000 - ¥100,000 150 37.6
100,000 - ¥200,000 (94 23.6
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Variable Categories Frequency (n = 399) |Percentage (%)

Above ¥200,000 45 11.3

Total 399 100.0

4.2.2 Interpretation of Demographic Characteristics of Respondents

The demographic characteristics of respondents provide key insights into the composition
of the survey participants, which is essential for understanding how different groups

perceive advertising and its influence on their buying behavior.

Gender Distribution

The results indicate that 55.1% of the respondents are male, while 44.9% are female. This
suggests that the study captured views from both genders, with a slightly higher
representation of males. The nearly balanced gender distribution ensures diverse

perspectives on advertising and consumer behavior.

Age Distribution

The majority of respondents (40.6%) fall within the 26 - 35 years age group, followed by
18 - 25 years (23.8%) and 36 - 45 years (22.1%). The least represented group is those
above 45 years (13.5%). This distribution suggests that younger and middle-aged adults

form the core of the consumer base for fast-moving consumer goods (FMCGs),
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particularly carbonated soft drinks. These age groups are more likely to be active

consumers and are frequently exposed to advertising across various media platforms.

Educational Qualification

The study reveals that most respondents (53.6%) have an undergraduate degree, while
29.6% have a postgraduate degree, and 16.8% completed secondary school education.
This indicates that the sample consists largely of well-educated individuals, which could
influence their interpretation of advertising messages and their purchasing decisions.
Higher education levels may also mean that respondents are more critical of advertising

content and its persuasive techniques.

Income Level

The income distribution shows that 37.6% of respondents earn between ¥50,000 -
¥100,000, making this the most represented income group. This is followed by those
earning below ¥:50,000 (27.6%) and those earning between ¥100,000 - ¥200,000
(23.6%). A smaller percentage (11.3%) earn above ¥200,000. This suggests that the
majority of consumers fall within the low- to middle-income category, which could
impact their sensitivity to advertising and pricing strategies. Since FMCGs, particularly
soft drinks, are generally affordable products, this income distribution aligns with the

expected consumer base.

4.3 Descriptive Analysis
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Table 4.4: Influence of Advertising Content and Tone on Consumer Perceptions and

Purchasing Decisions

SA D | SD
S/N Statement A (%) [N (%) Mean | Remark
(%) (Y0) | (%)
Advertising messages that are
clear and informative
207 128 48 16 |0
1 positively influence my 4.32 High
(52%) [(32%) |(12%) [(4%) [(0%)
perception of a product or
service.
[ am more likely to purchase
a product when the tone of its |160 128 96 16 12
2 4.05 High
advertisement is persuasive  [(40%) ((32%) |(24%) |(4%) [(3%)
and confident.
Negative or overly aggressive
advertising messages 219 144 16 8 12
3 4.39 High
influence my decision to (55%) |(36%) [(4%) [(2%) |(3%)
avoid purchasing a product.
4 The content of advertisements|207 104 80 8 4 .26 High
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SA D | SD
S/N Statement A (%) [N (%) Mean | Remark
(%) (%) | (%)
(e.g., product benefits) is (52%) [(26%) [(20%) [(2%) |(1%)
more important to me than
the tone used in the
advertisement.
Advertisements with a
positive tone make me feel [160 176 64 0 0
5 4.24 High
more inclined to try new (40%) |(44%) [(16%) [(0%) |(0%)
products or services.
Total /
191 136 |61 9 6
Cluster |Overall Influence 4.25 High
(48%) |(34%) (15%) |(2%) |(1%)
Mean

The data presented in Table 4.4 highlight the influence of advertising content and tone on

consumer perceptions and purchasing decisions. The overall mean score of 4.25 indicates
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a high level of agreement among respondents regarding the impact of advertising

messages.

A significant 52% of respondents strongly agreed that clear and informative advertising
messages positively shape their perception of a product, while 32% agreed with this
statement. This suggests that consumers value transparency and clarity in advertising
communication. Similarly, 40% strongly agreed and 32% agreed that a persuasive and
confident tone in advertisements makes them more likely to purchase a product,

reinforcing the importance of strategic message delivery.

Negative or overly aggressive advertising was found to deter consumers from purchasing
products, with 55% strongly agreeing and 36% agreeing that such messaging leads them
to avoid certain brands. This indicates that while persuasion is essential, advertisers must

be cautious not to use tactics perceived as aggressive or intrusive.

Moreover, 52% of respondents strongly agreed and 26% agreed that the content of an
advertisement (such as highlighting product benefits) is more critical than the tone used.
This finding implies that while tone matters, consumers prioritize substantive information

about a product or service.

Lastly, 40% strongly agreed and 44% agreed that advertisements with a positive tone
make them more inclined to try new products or services. This suggests that uplifting,

engaging advertisements play a crucial role in attracting consumers.
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The data presented in Table 4.4 highlight the influence of advertising content and tone on
consumer perceptions and purchasing decisions. The overall mean score of 4.25 indicates
a high level of agreement among respondents regarding the impact of advertising

messages.

A significant 52% of respondents strongly agreed that clear and informative advertising
messages positively shape their perception of a product, while 32% agreed with this
statement. This suggests that consumers value transparency and clarity in advertising
communication. Similarly, 40% strongly agreed and 32% agreed that a persuasive and
confident tone in advertisements makes them more likely to purchase a product,

reinforcing the importance of strategic message delivery.

Negative or overly aggressive advertising was found to deter consumers from purchasing
products, with 55% strongly agreeing and 36% agreeing that such messaging leads them
to avoid certain brands. This indicates that while persuasion is essential, advertisers must

be cautious not to use tactics perceived as aggressive or intrusive.

Moreover, 52% of respondents strongly agreed and 26% agreed that the content of an
advertisement (such as highlighting product benefits) is more critical than the tone used.
This finding implies that while tone matters, consumers prioritize substantive information

about a product or service.
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Lastly, 40% strongly agreed and 44% agreed that advertisements with a positive tone

make them more inclined to try new products or services. This suggests that uplifting,

engaging advertisements play a crucial role in attracting consumers.

Table 4.3: What role do visual elements, such as color, design, and imagery, play in

shaping consumer buying behavior?

S/N

Statement

SA (%)

A (%)

N (%)

D (%)

SD (%)

Mean

Decision

Attractive visuals
(such as color and
design) in
advertisements
make me more
likely to purchase
the product being
advertised.

114
(28.6%)

108
(27.1%)

72
(18.0%)

66
(16.5%)

39 (9.8%)

3.48

Moderate

The use of specific
colors in
advertisements
influences my
perception of a
brand’s quality.

102
(25.6%)

111
(27.8%)

69
(17.3%)

72
(18.0%)

45 (11.3%)

3.38

Moderate

Imagery in
advertisements
significantly affects
my emotional
connection to the
brand.

128
(32.1%)

125
(31.3%)

80
(20.1%)

42
(10.5%)

24 (6.0%)

3.73

High
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S/N Statement SA (%)| A (%) | N(%) | D(%) | SD (%) | Mean | Decision
[ am drawn to
advertisements with
9 iine(:iigtl;g hich M0 1o 6 (9.5%)[26 (6.5%) .78 |High
’ (35.1%) [(29.8%) |(19.0%) ' ) '
make me more
interested in the
product.
The visual elements
in an advertisement
(e.g., images,
colors, logos) 134 115 89 o 0 .
10 | ontribute more to  |(33.6%) (28.8%) [(22.3%) [/ O-370) 24 (6.0%) 375 IHigh
my buying behavior
than the text or
message itself.
618 578 386 255 158 .
Total — (30.9%)((28.9%)((19.3%)|(12.8%) [(7.9%) 6 High

Source:(Researcher's field work, 2025)

The findings from Table 4.3 indicate that visual elements such as color, design, and

imagery play a significant role in shaping consumer buying behavior, as reflected in the

overall mean score of 3.62, which is categorized as High.

Among the specific visual elements examined, modern and creative designs (Mean = 3.78)

had the highest influence on consumer interest, suggesting that advertisements

incorporating innovative and aesthetically appealing visuals are more likely to attract

consumer attention. Similarly, imagery in advertisements (Mean = 3.73) significantly

affects emotional connections with brands, reinforcing the idea that well-chosen images

can enhance brand affinity and engagement.
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However, the use of specific colors in advertisements (Mean = 3.38) and general visual
attractiveness (Mean = 3.48) had a moderate influence on consumer perception and
buying decisions. This indicates that while colors and design aesthetics are important,
they may not be the sole determining factors in influencing purchase
behavior.Interestingly, the statement that "visual elements contribute more to buying
behavior than the text or message itself" recorded a high mean score of 3.75, suggesting
that consumers often rely on visuals more than textual content when making purchase

decisions.

Table 4.6: To What Extent Does Consistent Brand Advertising Impact Consumer

Loyalty and Repeat Purchases?

S/N

Statement

SA (%)

A (%)

N (%)

D (%)

SD (%)

Mean

Remark

Consistent brand
advertising helps me
remember the brand,
making me more
likely to repurchase.

207
(52%)

144
(36%)

24
(6%)

24 (6%)

0 (0%)

4.16

High

I trust brands that
consistently
advertise, as it
signals reliability
and quality.

176
(44%)

160
(40%)

32
(8%)

16 (4%)

16 (4%)

4.08

High

Consistent
advertising from a
brand increases my
loyalty to that brand
over time.

192
(48%)

160
(40%)

32
(8%)

16 (4%)

0 (0%)

4.20

High
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S/N Statement SA (%) | A (%) [N (%)| D (%) | SD (%) | Mean | Remark
I am more likely to
purchase from a
brand that I 207 144 24 o o .
4 frequently see (52%) |36%) 6% [16@#REE%) 416 THigh
advertised across
various platforms.
Repeated exposure to
a brand through
consistent
. 207 144 24 o o .
5 advertising (52%)  |36%)  |(6%) 16 (4%) (8 (2%) |4.16 High
encourages me to
remain loyal to that
brand.
Cluster 197.8 (1504 27.2 (17.6 6.4
4.15 High
Mean (49.6%) ((37.6%) [(6.8%) [(4.4%) |(1.6%)

Source:(Researcher's field work, 2025)

The results in Table 4.6 suggest that consistent brand advertising has a strong positive

impact on consumer loyalty and repeat purchases. The overall cluster mean of 4.15 (High)

indicates that most respondents agree that frequent brand exposure enhances brand recall

and trust, ultimately fostering consumer loyalty.

Among the individual statements, consistent advertising as a tool for brand recall and

repurchase (Mean = 4.16) was highly rated, showing that consumers are more likely to

buy from brands they frequently see in advertisements. Similarly, brand trust as a result
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of consistent advertising (Mean = 4.08) highlights the perception that regular advertising

signals brand reliability and quality.

Additionally, the statement that consistent advertising increases consumer loyalty over

time (Mean = 4.20) received the highest rating, suggesting that sustained exposure to a

brand strengthens consumer commitment and engagement. Respondents also affirmed

that advertising across multiple platforms (Mean = 4.16) and repeated exposure (Mean =

4.16) significantly contribute to customer retention.

Table 4.7: How Do Different Advertising Mediums (e.g., Social Media, Television,

Print) Affect Consumer Engagement and Buying Behavior?

S/N

Statement

SA (%)

A (%)

N (%)

D (%)

SD (%)

Mean

Remark

I engage more with
advertisements on
social media
platforms than on
traditional media like
television or print.

211
(53%)

108
(27%)

32
(8%)

16 (4%)

32 (8%)

3.84

Moderate

Television
advertisements tend
to influence my
purchasing decisions
more than print
advertisements.

207
(52%)

136
(34%)

16
(4%)

32 (8%)

0 (0%)

4.08

High

Social media
advertisements feel
more personal and
relevant, which
makes me more likely

to purchase the

187
(47%)

148
(37%)

32
(8%)

16 (4%)

16 (4%)

4.00

High
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S/N Statement SA (%) |A (%)|N (%)| D (%) | SD (%) | Mean Remark
product.
I find print
advertisements less 192 160 132
4 engaging than (48%)  |(40%) (8%) 16 (4%) (0 (0%) #4.12 High
advertisements on
digital platforms.
Different advertising
mediums (social
media, television,
5 brint) have a ?5027% : (1343% : (146% | 1@ 16 @) oo ign
significant impact on
my decision to
purchase a product.
Cluster 200.8 [139.2 25.6 [19.2 12.8 .81 Moderate
Mean (49.6%)((36%)((6.4%)|(4.8%) [(3.2%) |

Source:(Researcher's field work, 2025)

The results in Table 4.7 show that different advertising mediums influence consumer

engagement and buying behavior in varying ways. The overall cluster mean of 3.81

(Moderate) suggests that while advertising mediums do play a role in shaping purchasing

decisions, the level of impact varies depending on the medium used.

The highest-rated statement was television advertisements influencing purchasing

decisions more than print advertisements (Mean = 4.08, High), suggesting that television

remains a powerful medium for driving consumer purchases. Similarly, consumers find

print advertisements less engaging compared to digital platforms (Mean = 4.12, High),

reinforcing the preference for digital engagement over traditional media.
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Social media advertisements were perceived as more personal and relevant (Mean = 4.00,

High), indicating that targeted digital ads tend to resonate more with consumers.

However, while many respondents agreed that they engage more with social media ads

than traditional media (Mean =

television and digital ads' influence.

3.84, Moderate), this impact was not as strong as

Table 4.8: Relationship Between Consumer Exposure to Advertisements and Their

Decision-Making Process When Selecting Products or Services

S/N

Statement

SA (%)

A (%)

N (%)

D (%)

SD (%)

Mean

Remark

Frequent
exposure to
advertisements
increases my
awareness and
consideration of
a product when
making a
purchase
decision.

191 (48%)

133
(33.33%)

16 (4%)

32 (8%)

27 (6.67%)

4.10

High

I often recall
advertisements
when I am
deciding which
brand or product
to buy.

160 (40%)

144 (36%)

32 (8%)

16 (4%)

16 (4%)

4.00

High

The more
frequently I see
an
advertisement,
the more likely I
am to choose

175 (44%)

144 (36%)

32 (8%)

16 (4%)

32 (8%)

4.00

High
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S/N

Statement

SA (%)

A (%)

N (%)

D (%)

SD (%)

Mean

Remark

that product over

alternatives.

Seeing
advertisements
on multiple
occasions
strengthens my
belief in the
quality of the
product or
service being
advertised.

191 (48%)

128 (32%)

16 (4%)

32 (8%)

32 (8%)

4.08

High

Consumer
exposure to
advertisements
significantly
influences my
final decision to
purchase a
product or
service.

191 (48%)

149
(37.33%)

16 (4%)

16 (4%)

27 (6.67%)

4.10

High

Cluster
Mean

181.6
(46.93%)

139.6
(34.93%)

22.4
(5.6%)

22.4
(5.6%)

26.8
(6.67%)

4.05

High

Source:(Researcher's field work, 2025)

The findings in Table 4.8 suggest that consumer exposure to advertisements has a strong

influence on decision-making when selecting products or services. The overall cluster

mean of 4.05 (High) confirms that frequent exposure to advertisements plays a significant

role in consumer choices.
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Among the statements, frequent exposure increasing awareness and consideration (Mean
= 4.10, High) and advertisement exposure influencing final purchase decisions (Mean =
4.10, High) were the strongest indicators of the impact of advertising on consumer
decision-making. Additionally, recalling advertisements during brand selection (Mean =
4.00, High) suggests that advertisements remain embedded in consumer memory and

influence their choices.

The perception of quality being reinforced by repeated advertisement exposure (Mean =
4.08, High) also highlights the role of advertising in shaping trust and confidence in a
brand. Similarly, the more frequently a consumer sees an advertisement, the more likely
they are to choose that product (Mean = 4.00, High), emphasizing the power of repetition

in influencing buying behviour

4.4 Test of Hypotheses

The research employed multiple linear regression analysis to evaluate the impact of
various advertising factors on consumer engagement and buying behavior. The

hypotheses were tested using the p-value in the regression results.

If the p-value < 0.05, the null hypothesis (Ho) is rejected, indicating a significant

relationship.

If the p-value > 0.05, the null hypothesis (Ho) is not rejected, implying no significant

relationship.
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Table 4.8:

Relationship Between Advertising Factors and Consumer Buying

Behaviour.
Model
Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 0.5122 0.262 0.258 3.214
ANOVA?
Model Sum of Squares  Df Mean Square F Sig.
Regression 1248.532 1 1248.532 91.235 .000°
Residual 3528.791 273 12.930
Total 4777.323 274
Coefficients?

Unstandardized  Standardized
Model Coefficients Coefficients T

B Std. Error Beta Sig.
(Constant) 7.915 0.812 9.752 .000
CAM 0.284 0.029 0.512 9.545 .000
VE 0.227 0.091 0.214 2.695 .001
CBA 0.246 0.089 0.238 2.467 015
AM 0.362 0.078 0.478 5.012 .000
CE 0.395 0.076 0.489 5.231 .000

Researcher’s Computation (2025)

The model reveals an R value of 0.512, indicating a moderate positive correlation

between advertising exposure and consumer decision-making. The R Square value of
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0.262 suggests that 26.2% of the variance in consumer purchasing decisions can be
explained by the advertising variables. The adjusted R Square of 0.258 confirms that the

model remains robust even after accounting for the number of predictors.

To assess whether the model significantly predicts consumer behavior, the ANOVA

results were examined.

The F-statistic of 91.235 and a p-value of 0.000 indicate that the overall model is
statistically significant. This confirms that advertising has a meaningful impact on

consumer purchasing decisions.

The regression coefficients further illustrate the individual contributions of each

advertising factor.

Hypothesis Testing Results

Hoi: The content and tone of advertising messages do not significantly influence

consumer perceptions and purchasing decisions.

The regression results show a coefficient of 0.284 for Content and Advertising Message
(CAM), with a standard error of 0.029 and a t-value of 9.546. The corresponding p-value
is 0.000, which is significantly lower than the 0.05 threshold. Therefore, we reject Hon,
concluding that advertising content and tone significantly influence consumer perceptions

and purchasing decisions.
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Ho2: Visual elements, such as color, design, and imagery, have no significant role in

shaping consumer buying behavior.

The coefficient for Visual Elements (VE) is 0.227, with a standard error of 0.091 and a t-
value of 2.695. The associated p-value is 0.008, which is less than 0.05. Hence, we reject

Ho2, confirming that visual elements significantly shape consumer buying behavior.

Hos: Consistent brand advertising does not significantly impact consumer loyalty and

repeat purchases.

The analysis indicates that the coefficient for Consistent Brand Advertising (CBA) is
0.246, with a standard error of 0.089. The t-value is 2.467, and the corresponding p-value
is 0.013. Since the p-value is below 0.05, we reject Hos. This suggests that consistent

brand advertising significantly impacts consumer loyalty and repeat purchases.

Hos: Different advertising mediums (e.g., social media, television, print) do not

significantly affect consumer engagement and buying behavior.

For Advertising Medium (AM), the coefficient is 0.362, with a standard error of 0.078.
The t-value is 5.012, and the p-value is 0.000. Given that the p-value is significantly
below 0.05, we reject Hoa. This result implies that different advertising mediums have a

significant influence on consumer engagement and buying behavior.

Hos: There is no significant relationship between consumer exposure to advertisements

and their decision-making process when selecting soft drink products.
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The coefficient for Consumer Exposure (CE) is 0.395, with a standard error of 0.076. The
t-value is 5.231, and the p-value is 0.000. Since the p-value is below 0.05, we reject Hos,
indicating that consumer exposure to advertisements significantly influences their

decision-making process when selecting soft drink products.

4.5 Discussion of Findings

The findings from this study provide empirical evidence on the influence of advertising
on consumer behavior, particularly in the soft drink industry. This discussion interprets
the results in light of existing literature, highlighting the significance of advertising
content, visual appeal, brand consistency, advertising medium, and consumer exposure in

shaping purchasing decisions.

The Influence of Advertising Content and Tone on Consumer Decision-Making

The study revealed that the content and tone of advertising messages significantly
influence consumer perceptions and purchasing decisions (B = 0.284, t = 9.546, p =
0.000). This aligns with previous research by Belch and Belch (2022), who emphasized
that persuasive and emotionally engaging advertisements play a crucial role in capturing
consumer attention and shaping brand attitudes. The findings support the argument that
advertising messages tailored to resonate with consumer emotions and values can

significantly impact brand recall and preference (Kotler & Keller, 2021).
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Additionally, the study by Wang and Chen (2020) found that advertising messages with
strong storytelling elements tend to create a lasting impression on consumers, increasing
the likelihood of product purchase. The current research reinforces this assertion by
demonstrating that well-structured advertising content enhances consumer engagement

and trust in a brand.

The Role of Visual Elements in Consumer Buying Behavior

The results indicate that visual elements, including color, design, and imagery, play a
significant role in shaping consumer buying behavior (B = 0.227, t = 2.695, p = 0.008).
These findings are consistent with the study by Singh and Srivastava (2021), which
reported that color psychology and design aesthetics directly influence consumer

perceptions and brand attractiveness.

Research by Hagtvedt and Brasel (2020) also supports this claim, highlighting that
advertising visuals impact consumer emotions and cognitive responses, leading to
increased brand recognition and purchase intentions. For instance, bright and contrasting
colors in advertisements have been found to attract consumer attention more effectively

than neutral tones, further validating the results of this study.

The Impact of Consistent Brand Advertising on Consumer Loyalty

The study found a significant relationship between consistent brand advertising and

consumer loyalty (p = 0.246, t = 2.467, p = 0.013). This finding is supported by Aaker
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(2021), who argued that consistent branding reinforces brand identity and fosters
consumer trust. Moreover, Keller (2022) emphasized that brand consistency across
different advertising campaigns strengthens consumer recall and increases repeat

purchases.

Furthermore, the research conducted by Erdogmus and Cicek (2019) demonstrated that
brands with a strong and consistent advertising presence tend to enjoy higher levels of
consumer loyalty. This study aligns with such findings, highlighting that repeated
exposure to a brand message strengthens consumer attachment and enhances customer

retention.

The Effect of Advertising Medium on Consumer Engagement and Buying Behaviour.

The results also indicated that different advertising mediums significantly affect
consumer engagement and buying behavior (f = 0.362, t = 5.012, p = 0.000). This is in
agreement with research by Tiago and Verissimo (2021), who found that social media
advertising has revolutionized consumer engagement, providing brands with real-time

interaction and targeted marketing opportunities.

Moreover, the study by Kumar and Gupta (2020) emphasized that television advertising
remains one of the most influential mediums for mass consumer reach, while print media
continues to play a role in niche marketing. The present study affirms these findings,
suggesting that a combination of social media, television, and print advertising enhances
consumer engagement and expands market penetration.
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The Relationship Between Consumer Exposure to Advertisements and Purchasing

Decisions

The research established a significant relationship between consumer exposure to
advertisements and their decision-making process when selecting soft drink products (B =
0.395, t =5.231, p = 0.000). This aligns with the study by Tellis (2022), which found that
higher exposure to advertisements increases brand recall and influences purchasing

decisions.

Additionally, a study by Zantedeschi et al. (2021) showed that advertisement frequency
directly affects consumer behavior, with repeated exposure leading to greater familiarity,
trust, and preference for a brand. The results of this study reinforce this perspective,
demonstrating that brands that maintain a strong advertising presence are more likely to

attract and retain consumers.
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You

CHAPTER FIVE

SUMMARY, CONCLUSION, AND RECOMMENDATIONS

5.1 Introduction

This chapter presents a concise summary of the findings obtained from the analysis of the
data. The chapter is structured as follows: summary of findings, conclusion of the study,

recommendations, contribution to knowledge, and suggestions for further study.

5.2 Summary of Findings

The summary of findings arrived at after due analysis indicated that:
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1. Advertising content has a significant influence on consumer buying behavior, as
emotionally engaging and persuasive messages enhance brand recall and consumer trust

(Belch & Belch, 2022).

ii. Visual elements such as color, imagery, and design play a crucial role in shaping
consumer perception and brand attractiveness, contributing to increased consumer

engagement (Singh & Srivastava, 2021).

iii. Brand consistency in advertising significantly influences consumer loyalty, as a
uniform brand message across different platforms strengthens brand recognition and trust

(Keller, 2022).

iv. The choice of advertising medium significantly impacts consumer engagement, with
social media, television, and print media playing different but complementary roles in

influencing consumer decisions (Tiago & Verissimo, 2021).

v. Repeated exposure to advertising messages strengthens brand recall and positively
affects purchasing behavior, reinforcing the importance of advertisement frequency in

consumer decision-making (Tellis, 2022).

5.3 Conclusion

In conclusion, this study has provided valuable insights into the impact of advertising on

consumer buying behavior. The findings suggest that various advertising strategies,
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including compelling content, effective visual appeal, brand consistency, strategic
advertising mediums, and repeated exposure, play critical roles in shaping consumer
preferences and purchasing patterns. Specifically, the study found that emotionally
engaging content and visually appealing advertisements enhance consumer trust and
brand recall, while consistent branding fosters long-term customer loyalty. Additionally,
the selection of appropriate advertising platforms ensures optimal consumer engagement,
and repeated exposure further reinforces brand awareness. These findings highlight the
importance of well-structured advertising strategies in influencing consumer decision-

making and driving sales growth.

5.4 Recommendations

Based on the findings of this study, the following recommendations are proposed:

Develop Emotionally Engaging Advertising Content: Organizations should craft
persuasive and emotionally appealing advertisements to enhance consumer trust and
brand recall. This can be achieved by integrating storytelling techniques and addressing

consumer emotions and values (Belch & Belch, 2022).

Enhance Visual Appeal in Advertisements: Companies should prioritize high-quality
imagery, strategic color use, and attractive designs to capture consumer attention and

improve brand perception (Singh & Srivastava, 2021).
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Ensure Brand Consistency Across Advertising Platforms: Businesses should maintain
uniform messaging across different media channels to reinforce brand recognition and

consumer loyalty (Keller, 2022).

Utilize a Mix of Traditional and Digital Advertising Platforms: Companies should adopt
a diversified advertising strategy, incorporating social media, television, and print media

to maximize consumer engagement (Tiago & Verissimo, 2021).

Increase Advertisement Frequency and Consumer Exposure: Organizations should ensure
continuous advertising campaigns to strengthen brand recall and drive consumer

purchasing decisions (Tellis, 2022).

5.5 Suggestions for Further Study

While this study has provided valuable insights into advertising and consumer buying

behavior, there are several areas for further research:

Conducting longitudinal studies to assess the long-term impact of advertising on

consumer loyalty and purchasing patterns across different industries.

Exploring the comparative effectiveness of digital advertising and traditional media in

influencing consumer buying behavior.

Examining how demographic factors such as age, income level, and cultural background

moderate the relationship between advertising strategies and consumer decision-making.
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Investigating the role of influencer marketing and celebrity endorsements in shaping

consumer attitudes and brand perceptions.

Supplementing quantitative research with qualitative methods, such as interviews and
focus groups, to gain deeper insights into consumer reactions to different advertising

strategies.

5.6 Contribution to Knowledge

This study contributes to the existing body of knowledge by providing empirical evidence
of the relationship between advertising strategies and consumer buying behavior. By
highlighting the impact of advertising content, visual appeal, brand consistency,
advertising mediums, and advertisement frequency on consumer decision-making, this
study offers valuable insights for scholars, marketing professionals, and business
organizations. The findings underscore the importance of strategic advertising in

influencing consumer preferences, enhancing brand loyalty, and driving
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APPENDIX

Appendix I

QUESTIONNAIRE

DEPAARTMENT OF MARKETING

FACULTY OF MANAGEMENT SCIENCE

UNIVERSITY OF BENIN,

BENIN CITY.

Dear Participants,

My name is Peace Chinemeremu Uwandu, a student of the above department. I am
carrying out a study on consumer behaviour and the impact of advertising. I therefore

solicit your responses; all your responses will be treated confidentially.

Please answer the following questions honestly and to the best of your knowledge. Your

participation is entirely voluntary, and all information will be kept confidential.

Yours faithfully,

(Researcher)

Section A: Demographic Information
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Tick V in the appropriate box and give answers where necessary.

1. Gender: Male[ ] Female [ ]

2. Age: 20yrs and below [ 118 -25yrs[ ]26—35yrs[ ]36-45yrs[ ]

45 and above [ ]

3. Highest Educational Qualification: SSCE[ [ND/OND|[ ]BSC[ ]POST[ |

4. Income Level: 50,000 and below [ ] 50,000-100,000 [ ] 100,000 - 20,000 [ ] 20,000

and above [ ]

Section B: Respondents’ Responses
SA - STRONGLY AGREE

A — AGREE

U - UNDECIDED

D — DISAGREE

SD — STRONGLY DISAGREE

Research Question 1: How does the content and tone of advertising messages

influence consumer perceptions and purchasing decisions?
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S/N ITEMS SA/A|U|DSD

. Advertising messages that are clear and informative positively
influence my perception of a product or service.

5 [ am more likely to purchase a product when the tone of its
advertisement is persuasive and confident.

3 Negative or overly aggressive advertising messages influence my
decision to avoid purchasing a product.

4 The content of advertisements (e.g., product benefits) is more
important to me than the tone used in the advertisement.

s Advertisements with a positive tone make me feel more inclined
to try new products or services.

Research Question 2: What role do visual elements, such as color, design, and

imagery, play in shaping consumer buying behaviour?

S/N ITEMS SA/A|U|D|SD
6 Attractive visuals (such as color and design) in advertisements
make me more likely to purchase the product being advertised.
. The use of specific colors in advertisements influences my
perception of a brand’s quality.
g Imagery in advertisements significantly affects my emotional

connection to the brand.
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S/N ITEMS SA/A|U|D|SD

[ am drawn to advertisements with modern and creative designs,

which make me more interested in the product.

The visual elements in an advertisement (e.g., images, colors,
10 |logos) contribute more to my buying behavior than the text or

message itself.

Research Question 3: To what extent does consistent brand advertising impact

consumer loyalty and repeat purchases?

19,]
wn

S/N ITEMS AUD

" Consistent brand advertising helps me remember the brand,
making me more likely to repurchase.

I I trust brands that consistently advertise, as it signals reliability
and quality.

;3 Consistent advertising from a brand increases my loyalty to that
brand over time.

14 I am more likely to purchase from a brand that I frequently see
advertised across various platforms.

; Repeated exposure to a brand through consistent advertising
5
encourages me to remain loyal to that brand.
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Research Question 4: How do different advertising mediums (e.g., social media,

television, print) affect consumer engagement and buying behaviour?

S/N ITEMS SA/A|U|DSD

16 I engage more with advertisements on social media platforms
than on traditional media like television or print.

17 Television advertisements tend to influence my purchasing
decisions more than print advertisements.

18 Social media advertisements feel more personal and relevant,
which makes me more likely to purchase the product.

1 I find print advertisements less engaging than advertisements on
digital platforms.

20 Different advertising mediums (social media, television, print)
have a significant impact on my decision to purchase a product.

Research Question 5: What is the relationship between consumer exposure to

advertisements and their decision-making process when selecting products or

services?
S/N ITEMS SA/A|U|D|SD
21 Frequent exposure to advertisements increases my awareness
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S/N

ITEMS

SA

SD

and consideration of a product when making a purchase

decision.

22

I often recall advertisements when I am deciding which brand or

product to buy.

23

The more frequently I see an advertisement, the more likely I am

to choose that product over alternatives.

24

Seeing advertisements on multiple occasions strengthens my

belief in the quality of the product or service being advertised.

25

Consumer exposure to advertisements significantly influences

my final decision to purchase a product or service.
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