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Abstract 
The study examines the relationship betwe dve 5 . • La os St t N· . en a vertising and consumer protection in the Foods 
industry in 3g ate, 'igeria. The maz'n b. t· · · • · ·· objective is to review some ethical challenges in 
advertising food brands and consumer rights ;n Laaos Stat,:, u· · ,,,'h h d · · th " s ·r, Nigeria. Ire researc (esign is te 
descriptive survey and data were gathered through a well-structured questionnaire. The population 
for the study consists of_ the numerous customers of Cadbury Nigeria Pie in Ikeja area of Lagos 
State, Nigeria out of which a sample of 120 respondents were randomly drawn. Questionnaire was 
the main instrument for data collection, measured on a 5-point Likert Scale. 96 copies of the 
questionnaire were successfully filled and returned representing response rate of 80%. Data 
collected were analyzed using the descriptive statistical techniques of Percentiles and Regression 
methods with the aid of Statistical Package for Social Sciences (SPSS) software for editing and 
encoding. The result indicates that there exists strong positive relationship between advertising 
and consumer protection (r = 0.538, p<0.05) in the Food Industry in Lagos State, Nigeria. The 
study recommends that Marketing Practitioners and Business Executives should develop and 
design strong and efficient consumer protection policies to enhance competitive strategies that 
guarantee brand trust and consumer satisfaction. 
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:INTRODUCTION . 
Advertising is interpretation in terms of audio 
or visual fonn of marketing communication 
that employs an openly sponsored, non- . 11 duct personal message to promote or sel a pro . ' 
service, or idea. It is involved with pres@nl)8 

' an 1 messages to attract potential customers Ity 
has significant positive effect on brand Joya 
( • h 1 firm to create 
Hanaysha, 2016). It also elps a h . likely 
perceived tavorabte image [,}ysia, 
become a customer value as wel f doing 
2016). The essential part O ers and 
advertisement is to reach out o cons"", e 

. . . ts presence o competitors, showmg n 3f marketing 

market and is one of the key as pee~ 0 20 l 6). communication element (Hanays a, 

. . advertiser is to 
However, the major aim 0l",% impact on 
reach potential customers an crea 

their buying behavior (Ayanwale et al., 2005; 
Adelaar et al,, 2003). Nevertheless, consumer 
protection is a group of laws and organizations 
designed to ensure the rights of consumers as 
well as fair trade, competition and accurate 
information in the market place. The laws are 
1 • h designed to prevent the businesses t . at engage 
· fraud or specified unfair practices from 
1D ining an advantage over competitors. They 
ga · · 1 ·ti fc th 

Y also provide additional protec 100 or ose ma . . C most vulnerable in society. onsumer 
rotection laws are a fonn of government 

p lations that aim to protect the rights of reguia . b . 
umers which may require usinesses to 

cons . · d disclose detailed information about products, 
particularly in areas where safety or public 
health is an issue, such as food. 
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_ -UIJler protection law or consumer law is 
lt~d red an area of law that regulates private 
sid' ;hj bet ·di 5 ', elations\bi; 2et»sen individual 
amers and the usinesses tliat sell those 
i(il5 • C . ls and services. .onsumer protection 
= , rs a wide range of issues, including but not 
~

1~sarily limited to product liability, privacy 
.ecbts unfair business practices, fraud 
112. ' ' ;srepresentation, and other consumer/ 
~Jiiness interactions. It's a way of preventing 
frauds and scams from service and sales 
contracts, eligible fraud, bill collector 
regulation, pricing, utility turnoffs. 
asolidation, personal loans that may lead to 

J renkruptcy . 

I Advertising connect to ethical and responsive 
llehaviour by organization towards 

rn1·ironment, cultural, social, and economical 
' iiiues. For effectiveness and efficiency in the 

mactice of advertisement, the organization 
must know the impact of service they render to 
~customers, the product they sell to them and 
ineymustbringnew plans that would minimize 
tgative impact of their service to the 
consumers (Adelaar et al., 2003). 

Mo~ organization in Nigeria do not have the 
ired capability to carryout advertisement 
effi · ~ etl!vely because they are not banded by the 
Nigeria, as a result of this, they see 

eadmg advertisement as being ethical and 
tilt b l»Jt eing obligatory that they must carry out, 
Id lhe_Y do this out of their will. It is only when 
/ertisement is backed by the law of Nigeria 
i:iatorga · . - \ill nizatton that do things out of their own 
f1te~:; see it as obligatory, if not so then they 

consequences of the law. 
"ilea» ....2 
1 PrOd tng advertisements are falsely claun~ng 
l:r,,J Uct or service to be of superior quality, 
®de or 3d h · I' Standard. The right to be infonne is 
,,"Portant component of consume! 
ctior ided 'ith n. The consumer must be provi e dequat . ...: about 

t 
~.:ality e and accu. rate mfo. nnauon . 
Of ,L ' quantity, purity standard and the pr1ce 
¢ goo4, '· are 
s,, "®® and services. Manufacturers 
th.eeo ed. to Provide detailed information ab"" 

lents of the product, its quantity, date 0 
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manufacturing dat f . . rice . ' e O expiry, maximum retail 
~ ' precautions to be taken, etc. on the label 
h nf package of the product. Such information 
e ps the consumers in their buying decision 

and use of the product. Again, it is considered 
unethical to run down or make negative 
commentaries about rival products or 
substitutes (Srivastava & Nandan, 2010). These 
practices are very common today. Most 
orgamzations see running down of competitor's 
product as being ethical. Organizations should 
focus more on what their product can do rather 
than telling the consumers what their rivals 
products cannot do, this is just so unethical. 

I 

Misleading advertisement often exaggerates 
the quality of products. For instance, Coca Cola 
showed unethical issues behind its production 
by using Karl Langerfeld (a famous fashion 
designer) who had claimed to lose 80 pounds on 
a diet that was mainly attributable to diet Coke. 
This advert was specially targeted towards 
women as it claimed to be conveyed as a fashion 
trend. Coke used this model and world­ 
renowned fashion· designers both of who are 
cautious of body image which shows the wrong 
message for women especially young women. 
This advert shows that diet Coke is the way. of 
going about achieving a thin and attractive 
b d It is ethically wrong to use famous ody. di : 
fashion designer's extreme ieti~g ways m 
order to promote diet Coke. It is not only 

. an extreme statement but it is also advocatmg dr ink b 
di the wrong message about the n Y 

~~n 1
~; associating it to a "healthy ideal body", 

irec consumers should not rely on the 
hence . the t and carefully check the product 
advert1semen befiore making a purchase. In 

k the users or as e discrepancies, the same should be 
case there arth ti·ce of the sponsors and the 
br 1ght to e no 
rou} te authority, if need be. 

appropr1a 
fResearcb Problem 

Statement 0} ,-ct to ethical and responsive 
Advertising conn» organization towards 
behaviour P,,,j, social, and economical . nment cu ~ ........ ' . . th 
envirol " : ness and efficiency in 1e 
issues. For effect1~ ement the organization . f adve, .... s ' practice o1, ·t of service they render to 
must know the unpac 
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the customers, the product they sell t th 
b · o iem and they must nng new plans that would • . . 

negative impact of their service~IZe 
consumers. the 

Most organization in Nigeria do not he th ·ed bili' ave e require capa 1 tty to carryout adverti · sement 
effectively because they are not banded b th 

f N. . y e 
law o; 1gera, as a result of this they 
isl adi id 5. » see 

mis ea mg a'vertisement as being ethical and 
not being obligatory that they must carry out 
but they do this out of their will . it is only when 
advertisement is backed by the law of Nigeria 
that organization that do things out of their own 
will can see it as obligatory, if not so then they 
face the consequences of the law. 

It is considered unethical to shame a rivals 
product or a substitute (Srivastava & Nandan, 
2010). These practices are very common today. 
Most organization see shaming of competitor's 
product as being ethical, organizations should 
focus more on what their product can do rather 
than te1ling the consumers what their rivals 
product can not do, this is just so unethical. 

Consequent on the stated above, this study is 
examines the effect of advertisement and 
consumer protection in food industry in Lagos 

· state, Nigeria using Cadbury Nigeria Pie as a 
case study. 

1.3 Objective of the study .. 
To examine the effect of advertising on 
consumer-protection in the Foods Industry 1n 
Lagos State, Nigeria. 

Research Hypothesis . 
i There is no significant relationship bet®" 
advertising and consumer protection in 3 
Foods Industry in Lagos State, Nigena. 

Literature Review · . . well as 
Advertising is the means of informing as d ct 
:. ibli: tc buy a produ influencing the general pul l1c IO A . 1 al messages. 
or services through v1sua or 0~ d to create 
Product or service is advertise ..:al buyers 

. • d of potenu awareness in the mm 5 d. s such as 
thr • · me IUID ough various advert1smg 
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Newspaper, M: .: 
Po t , agazmes, Television Radio s ers H di ± ' , tim . ' oar mgs, Billboard and in recent 

e internet and web advertising. It is a 
promotional · · comm . activity for marketing a 

odity. In the present day world of mass 
production and distribF .±,- 1s ution, advert1smg serves 
as a powerful tool in the marketing process 
Adv · · · · 'ertising is used for communicating 
bus · c: 1ness information to the present and 
prospective customers. It usually provides 
information about the advertising firm, its 
product qualities, place of availability etc. 
Advertising is the mtegral part of our daily life. 
It is a pervasive method of marketing in society 
which encourages people to purchase goods 
and services. Advertising contributes to bring 
about all round development of the economy by 
increasing demand and by encouraging 
economic activities which in tum improves the 
income. It motivated people to consume more 
material and thereby improves their standard of 
living. Effective advertising generates demand 
for goods and services and calls for more 
production which requires more physical and 
human resources, thus creating employment 
opportunities. In the modern age of large scale 
production, producers cannot think of pushing 
the sale of the product without advertising. 
Advertising has acquired great importance in 
the modem world where tough competition in 
the market and fast changes in technology, 
altered our lifestyle. 

The term 'advertising' is derived from the Latin 
word 'ac/vertere' which means 'to turn' the 
attention. Every piece of advertising attempts to 
turn the attention of the readers or the listeners 
or the viewers toward~ a product. The most 
widely accepted definition of advertising is the 
one which is given by the American Marketing 
Association, according to which advertising is 
"any paid form of non-personal presentation 
d promotion of goods, services and ideas by 

an 'dentified sponsors" ( Kazmi & Batra, 2008). an1c jj-% ¢. b 
But the definition has some limitations vecause 
it does not talk about the persuasion aspect of 
d rtising without which it is very difficult to 

a ve ' b' . A f 
h. ve advertising objectives. survey o aclae' : 

t advertising and marketing textbooks recen 
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80® 
.. obvious that there is no universally 
f d <5 Ad definition o advertising; however 
~ recurring elements such as paid, non­ 
:J I. identified sponsors, mass media, act 
~uasion makes advertising to be 
~ f . . led means O mass commumcatton, may 
"'~yform-visual, oral_or written to promote 
~ictthrOUgh persuasive communication to 
aea pre-determined objectives, changing 
,reinforcing the desired attitude of the 
aers at the point of purchase. 

1~vertising message is considered as an 
rtant component in advertising 
,::umcat1on process. It is the thought, idea 
.e. image, or other information that the 
ter wish to convey to the target audience. 
p advertising message is presented is 
ally important in determining its 
teness. An ideal advertising message 
t~command an~ draw attention, hold the 
r~~ arouse desire for possession of the 
t.and elicit action (Gupta, 2012). 

t"!ffcctiveness of an advertising message ? large extent on its visual contents. 
®rtiser must locate an appeal theme 
<I or a · • , , 
,.,,, unique selhne proposition. An 
[®hg a; l 'l:l d ppea refers to the approach used 

a vertise t ~n of th r O attract the attention or 
'is I e consumer and influence their 
[wards the d ch th e pro uct, service or idea. 
'1iiing:ttuse of different kinds of appeals, 
: ~isual empts to persuade and influence. 
"::sing tnd non-verbal elements in 
tunsJ ay a dominant role in attracting 
,"©'®> A good number of 
' . nts us"s 1 · I . \lion anq '> very little written 
\<'its to mamty focus on the visual 
~ convey th . l "Ned j, € message. The visua 
e,,, he advertisements not only 
[h; ,"@tion, but also reinforce the 
~ltons airns. Audiences often develop 
· Or \ton, Image based on certain y. and pi.: .: \ in ad .ctorial representation 
er,,,' isements which increases 

l alue, 
I, 
%,'$od cs Ser and nncctivity and trust between 

the consumers and adds value 
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to the product s· . · mce the ad • create a favour bl twertiser expects to 
which Will lead ato e attitude about the product 
of th poSitive actions in the mi d . e consumer a . . _nun 
required to enh ' UI\tque visual attribute is 

ance the tast d the consumer abo t e an acceptance of 
The stud c. u the product thus advertised. 

Y 1ocuses on the 1. . 
relevance of tw ct· . . app 1catton and 
cartoons and o_ istinct visual elements ­ 
di caricatures, which need to be 
isc~ss~d for better understanding of the 

application and importance of hum . I ct· 
ad rt. . or m n .1an 
ver asIng. 

Advertising Media 
Regardless of how well designed and 
appropnate a particular advertisement is its 
success is continuously depends upon whether 
it is transmitted or communicated through an 
appropriate media or not. An advertising 
medium is a channel of communication through 
which the advertising message is conveyed to a 
large group of prospect consumers. A wise 
selection of media is aimed at maximum 
effective coverage at minimum costs. Therefore 
the choice and selection-of advertising media is 
a critical decision in the area of advertising. 
Advertising media can be broadly classified 
into two major categories: Print media and 
Electronic media. Print media encompasses 
mediums such as Newspaper, posters, 
magazine, journals, packaging and other 
miscellaneous media like handbills, brochure, 
catalogue etc. whereas electronic media also 
referred to as broadcast media deals with radio 
and television in particular. 

Outdoor advertising medium or Out of Home 
(OOH) in the form of poster, billboard, kiosks, 
antry, hoardings, which are mamly pnnted 

fg t for outdoor purpose. Recent orma s . ct· · I advertising mediums includes internet, !
1
g
1
~ta • 

d l. e advertising. The most bn 1ant web an on m . . · d · f . . 1 dvertismg ideas will be waste 1 

and ongm;t ;resented through the right media 
they are n 1 nd at the right time. Hence the 
. thengbtp acea . . . ti 
lD . f . ht media 1s an unportant or 
election o1 r1gD! d • · An s . th objectives of a verttsmg. 
achieving e ~ . s a means or vehicle of 
advertising me a I 

• ~ • • -.• 1 

il 
I 

. ' . ,· 

.• 
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delivering a definite message. It is . h a means 
{hrough whict an advertising messa . . ed ges or 
iofonnat1on 1s pass . on to the prospective 
customers, readers, viewers, and listeners. 

print is one of the oldest_and the most highly 
regarded media of advertising and also a . E . very 
challenging one. xecutmg a creative idea 
ans medium calls for various skills sch , 
creative writing, visualization, designing etc. 
Print advertising is the most popular and 
effective method of publicity. It has become a 
part of our culture and socio- political life today. 
Press also referred to as print, is an advertising 
media comprising all those vehicles which 
carry the advertising message in print to be read 
by target customers. In India, this media is very 
commonly used by companies and account for 
nearly 70 % of their total expenditure of 
advertising media (Sharma and Singh, 2009). 

The contribution of print media in providing 
information and transfer of messages is 
remarkable, that has the advantage of making a 
longer impact on the mind of the consumers. 
The majority of the advertising in India is 
carried out in the printed form of newspapers 
and magazines in prominence with few other 
miscellaneous print mediums like direct mail, 
booklets, catalogues, brochures, handbills, 
leaflets shade cards etc. in addition, there are 
various other print-based advertising media 
like the yellow pages, outdoor media, billboard 
etc '(Ahuja and D' Souza, 2009). Since print 
media are characterized by a publication based 
environment· selective targeting is possible, 

' · f the and there is a greater involvement 0 

audience. 

. . . ·ct 1 cost articles Specialty advertising provides ow . t . . t mers const1tu es as gift novelties for the custor ,hi:h :.±. begs etc. whic 
calendars, ball pens, dain1es, advertisers, 
bears the names and logo of the d image 
printed on he articles to build ;",,, ,,dio 
with every purchase. Selection of ig which • advertising, 
Is an important factor mn : of the :. the attention 
must be capable ofartractmg . must be 

th arne time consumers and at e s . of readers. . 1 r secnon economical to reach a large 

February. 2020 

The nature of d . . dete . atvertising message appeal also 
nnmes the ad rti com ve 1smg media for a pany. 

Consumer Protection 
Consumer protection means safeguarding the 
Interest and rights of consumers. In other 
words, it refers to the measures adopted for the 
protection of consumers from unscrupulous 
and unethical malpractices by the business and 
to. provide them speedy redressal of their 
gnevances. The most common business 
malpractices leading to consumer exploitation 
are: sale of adulterated goods, sale of spurious 
goods, sale of sub-standard goods, sale of 
duplicate goods, use of false weights and 
measures leading to underweight, hoarding and 
black-marketing leading to scarcity and rise in 
price, charging more than the Maximum Retail 
Price (MRP) fixed for the product, supply of 
defective goods, misleading advertisements 
and supply of inferior services i.e., quality of 
service lower than the quality agreed upon. 

The above instances show the exploitation of 
consumers in the context of goods and services. 

Need for Consumer Protection 
The necessity of adopting measures to protect 
the interest of consumers arises mainly due to 
the helpless position of the consumers. There is 
no denying fact that the consumers have the 
basic right to be protected from the loss or 
injury caused on account of defective goods and 
deficiency of services. But they hardly use thexr 
rights due to lack of awareness, ignorance Or 
lethargic attitude. However in view of the 
revailing malpractices and their vulnerability 
',re to, it is necessary to provide them physical 
safety, protection o~ economic mterests, access 
to information, satisfactory product standard, 
and statutory measures. for redress of their 

· ances. The othermam arguments in favour gnev . . 1 of consumer protection are soc1a 
Sl
.bility increasmg awareness, consumer 

respon: '· . . f . 1 . . :-faction, principle ot social justice, 
sat1stat • : : l . . le of trusteeship and survival and growl 1 princIp 
of business 

t 
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(Consumers 
~btS~ennedy, the former USA President, in 
to F, ge to consumer had given six rights to 
-messa . h . h ~ -umers. These rights are r1g t to safety, right 
-: informed, nght to choose, nght to be 
~ right to redress and right to represent. 
· . n·ghts had paved the way for organised 
es th USA '. mer movement in c and later it 5lI · ~ d all over the world. In India, the 
[\~umer Protection Act, 1986 has also <] 
,01;ded for the same rights to consumers. Let 
~ nave a brief idea about these rights of 
, umers. 

l1oponsibilities of Consumers 
\5e include to he quality conscious, beware 
imisleading advertisements, responsibility to 
:spect a variety of goods before making 
i<lection, collect proof of transaction, 
~!\Sumers must be aware of their rights, 
:mplaint for genuine grievances and proper 
Nof product/services 

'..;art from the responsibility enumerated 
u.1\'c, the com,umers should be conscious of 
~irdu~, towards other consumers, society and 
gy and make responsible choice. In other 
11~ds. their purchases and consumption should 
li I d · ea to waste of natural resources and 
~tao<l environmental po I lution. 

we: tical Reviews 
"tiatic .N ::iri 10n- ecd Theory: Abraham Maslow 
Giiorwar_d his hierarchy of needs in I 943, 
;; pe effects through the entire 
\?ie gical communitv. Under his theory, 
s, lo fulfill their reeds based on a five­ 
ii,po nty system. The nt?cds include, in order 
~1, es~ance: physiologkal ( survival), safety, 
·: ee,n a d B . s oj, '· in sc t-actualization. usmes 
k,,d marketing classes adapted 
'Stheor - T ''etj nes to explain the need to tat or . ng m . 
'ly],, ©8sages to consumers in a 
s, 'dr y .: naigns ay. Successful marketing 
.~~bu~USl not only bnng awareness to a 
, !lie hie Isa establish its place somewhere 

1ated rarchy of needs. Consumers are 
~ to Pr' . . d the of th ,10nt12e purchases towar 

e hierarchy, so it is vital that 

Advertising and C 
onsumer Protection in the Foods 
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companies draft a 
of need or ur me_ssage that instills a sense 
have been blgency ·m consumers. Marketers 
very effi . / e to use motivation-need theory 
fi ectively by creating an artificial need 
or consumers. Moder luxury carmakers are 
especially good at highlighting the safety and 
security features of their vehicles over the 
aesthetic. In the consumer's mind they need to 
spend the money on an expensive luxury car 
because it is the only way they can provide 
adequate safety features for their family. 

ii. A strong review foundation could be better 
discussed through the Engel, Kollet, Blackwell 
(EKB) Model. The EKB Model expands on the 
Theory of Reasoned Action, and lays out a five­ 
step process that consumers use when making a 
purchase. The first step, input. is where 
consumers absorb most of the marketing 
materials they see on television, newspapers or 
on line. Once the consumer collects the data; he 
or she moves into information processing, 
where the consumer compares the input to past 
experiences and expectations. Consumers 
move to the decision-making stage after a 
period of thought, choosing to make a purchase 
based on rational insight. Consumers are 
affected in the decision-making phase by 
process variables and external influences. 
including how the consumer envisions his or 
herself after making the purchase. Under the 
EKB Model, marketers have two periods where 
their input is the most valuable. Dunng the 
initial information stage, marketers mu"! 

id nsumers with enough information prov1 e co k 
about the product to drive the consumer Io Es 

, products under cons1 erat1on ,or 
the compa: s keting becomes a factor again in 
purchase. a; external influences. Lifestyle 
the phase O od at instilling desire in the 
rands are ;],,'ea certain way wid he 
consumer to ·r the brand's product is not 
product, even d\li ent from the competition. 
fundamentally 1 er 

1 ~d a model of consumer 
Engel. (1978) de"",%aa is also known as 
decision-mal,,,crjbes consumer decision 
EKB model. I~w decisions are made . when 
process and " i of alternatives available. 
choosing among a ts 
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The model builds on the field of cons 
psychology theories and model ~er 
jHoward's (1963) theory of buyer beh s~c as 

· ' ( 1976) th avior and Nicosia s eory of consumer d • . 
H 

. ec1s1on 
Process. owever, with the EKB ·d . 1 f: mo el 
envrronmenta actors are additional v · bl ' 

• fh th 5 ana es 
that m uence t e formation of co . . Th EKB · mnsumer 
decisions. 1e is considered one of the 
most important work in the field of cons 

. (shiffm: 1d umer behavior s1' an an Kanuk2008). 

EK.B model basically consist of five sequential 
steps where information is processed before 
consumption decision are made. The first stage 
starts with the need or problem recognition. 
This is followed by a search for alternative 
solutions which involves obtaining relevant 
information from various sources; both the 
external environment as well as internal self 
(e.g. memory and experiences). The third stage 
involves the evaluation of alternatives that is 
subjected to customer's personal criterion in 
deducting the preference. Once the decision is 
made, the consumer moves unto the next fourth 
stage where the purchasing of the selected 
alternative takes place The final step involve 
post-purchase evaluation. The basic framework 
of the EKB begins with the state of unfulfilled 
needs and wants. 

makim» (200
2 
g; m the view of Loudon and Bitta 

['Q;_® environmental and individual 
vana es have .1 • • • drawn criticism due to the 
~a~~ness of their definition and role within the 
~ci_sion process. They further explained that 
. e influence of the environmental variables is 
identified, but their role in affecting behaviour 
IS not well developed. 

The EK.B model has been criticized as being too 
rest_nctive to adequately accommodate the 
vanety of consumer decision situations. The 
EKB model, like other consumer decision 
theories, suggests that consumer's purchase 
decision process consists of stages through 
which the consumer goes through in purchasing 
a product or service. However, it is not 
necessary for every consumer to go through all 
the five stages when making a decision to 
purchase and in fact, some of the stages can be 
skipped. It rather depends on the situation in 
which the consumer finds himself or herself. 
whether the problem is an extensive or a rou·. ine 
problem-solving behaviour. 

The EKB model went through a series of 
revisions and modifications and finally became 
the Engel, Blackwell, and Miniard Model 
(2001). The revised model consists of fOU! 
section namely· information input, information 

. . d ' . : cess and external 
processing, lecision pro 
variables influencing the decision process. 7h° 

. ki id the working 
variables and the worl.1ng an d 1 b t 

l . . . ·1 t the EKB mo e u 
relationship are similar to ,: 

d.fi d According to some 
have been slightly mo 1.1e.. . key 
researchers, this is one of the maJ:brace 
strengths because the added facftors e sumer . • • s O con contemporary definition' , weakness 
behavior. the model also suff·® ",,,ss and 
of s clear definition of variables, 38 define the 
complexity. The model attenl ",cnships 
variables and specify functiona ~~wever. the 
between the various con5truct\ in as to how 
model fails to adequately exp a..,,, ,r decision 

..4f]1 , constll 
each nf these in luence 
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Methodology 
The descriptive survey research design was 
adopted for the study. The population the 
study is 648,720 ( Lagos State Bureau of 
Statistics, 2012) while the simple random 
sampling technique was used to select 120 
individuals whc are customers of Cadbury 
Nigeria Pie around lkeja Local Government 
Area of Lagos State, Nigeria. A structured 
questionnaire. divid_ed into two parts A and B, 
was used in collectmg the required data from 
the respondents. The questionnaire Was 
easured on r, 5-pomt L1kert scale trom 
;trongly Agree .o Strongly Disagree while the 
descriptive statistical techniques ot Percentile 
and Spearman C orrelation were used to analyse 

the data. 

Results and Analysis . . . . 
A t I )f 120 tjt.~stion,rntres wen.: d1stnlwl..:t, i-i to a L . • 9 .. , • , , , , 
,, ·gpondets in which only )6 we:et71) 
the res bl fe further stat's -} 7[led and su table for et st8%. •. 
tic : .jsr 

l 
• T\w- J\-,o give~ •·~turn rate o M1 

, 
analysts. ·•· ­ 

I 
I 

I 

} 

I' 
I 
I 

I 

57 

£4£2 - 230 



»80, 
S /nary ofrr2s11lt o.f hypothesis/ ,J· um . 

·3l7 !· 

· Values tisti©s 

alue 
,:,,-- 

I. •!!llificant p=O 0~ 
el 0l Sl% 

,.. 4 rhvr~Computation. 2019 " . 
It l·n the table snows that there exists g1es1 • 

: 0 positive relationship between 
0% . 5th 
L ~··in" and consumer protection wit 
as,7 53s Ii addiv ··rrelation coefficient m ,,.5 o. n a lition, 
~,. the p-value <. 0.005 ~ignificance level, 
Jatmg that the relationship is significant 
d hence the alternative hypothesis can be 
mpted and we conciude that there is a 
[]]ficant relationshin between advertising 
rJ consumer protectf on in food industry of 
'.!5DsState, Nigeria. 

Advertising and C 
onsumer Protection in the Foods 
lndustry in Lagos State Nigeria 

Conclusion 
Management and Marketing Executives should 
recogmse th~t the protection of the rights of 
consumers is an importa t d . . fi . n nvmg orce 
towards improved sales performance and 
customer loyalty, The study stronglv 
recommends to the management of Cadburv 
Nigeria Plc and indeed other manufacturing 

. 0 

companies, to develop and design consumer 
protection policies as a competitive strategy 
within the business environment and 
community. Also, the food manufacturing 
companies in Nigeria must realize and uphold 
ethical standards to protect the rights of 
consumers and that government and . the 
relevant parastatals should ·empower the 
regulatory bodies and agencies to be more 
efficient and effective in safeguarding the 
interests of consumers. 

[FERENCES 

ur. T. Cang. S. & L.ancendorer, K.M. 
(2003). Effects o-r media formats on 
emotions and impulse buying intent. 
Journal of Information Technology, 

lf. !8(4), 247-266. 
u. SK. & D'Souza. S.F. (2009). 

Fundamentals of Advertising. e-Book: 
:.. Evincepub. Publishing. 
al, 'F M · · a e. A. B .. A.limi, T. 8:: Ayanbimipe, · 

A (2005). The Influence of 
Advertising on Consumer Brand p /.' • 
1 
reierence. Journal of Social Science, 

d . 0( I). 9-16. 
-'n111h, R. E. & Laffcnv, B. A. (2002). 

Consumt:r respons~ to websites & 
their influence on advertising 
effectiveness. lnkrnational Journal 
, dverising 14139 467-486 , 
,-012). Advertising Principles 
t<1tticcs: With I 7 Recent lndtan 
ases. N? DIh? S. Chand P · ev, L' I • · lthl' is hers. 

Hanaysha, J. (2016). Examining the effects of 
employee empowerment, teamwork 
and employee training on 
organizational commitment. 
Procedia-Social & Behav1oural 
Sciences, 229, 298-306. 
k M & Hirschman, E. (1982). The Holbroo , · t· · experiential aspects of consumption: 
Consumer .fantasies, feehngs, and 
fun, Journal of Consumer Research. 
9(2) 132-40. 

B & O'Shaughnessy. J. ( 1988) orook.,' ·entific status of consumer On e sci . 
h and the need for an researc d . ' . etive approach to stu ymg 

interpr .: Jr il +f tion behavior, ourna o 
consump I 15 D ·e1nh•"·) Researc 1 ( ec "'' Consumer '· 
398 402. . 

1977). Consumer Behaviour­ 
Howard, John A. n of Thcorv New yorh.: Apphcat10 - ' 

Mc Graw Hill Book Co. 

.~.4 -., •. 
' .. ·, ~--~ 4-A t.·· ·.' 

r 

• 

I 

.. 
% 

58 23 



fountain Top University 
Volume 2, N , o. I 

Inter Bijmolt, T. H. A., Claassen w & B 
199s). chitdren under,,,,'®B 
TV advertising: Effect 0;ng of 
gender, and parental • fl age, 
J 1 fc m uence 
ouma o onsumer Po lic» 21 
194 t Y, ,171- 

. ne research Jo 1 El . · urna of 
ectromc Networking A lie . 

and Policy, 12( 4 ), 318328_ pp ation 
Kazmi. S.H.H. & Batra, S.K. (2008) 

Advertising and Sales Pro t· · · motion. 
Excel Books, Indta. 

Killian, G. & fv!cManus, K. (2015). A 
marketing communications 
approach for the digital era": 
Managenal guidelines for social 
media integration. Business Horizon 
58, 539-549. 

Kotler. P. (2010). Marketing Management: 
Effective advertising and its 
influence on consumer buying 
behaviour. 

Lutz. R. (1989). Positivism, naturalism, and 
pluralism in consumer research: 
paradigms in paradise, Srull, T. ed. 
Advances in Consumer Research, 
16, Provo, UT: Association for 
Consumer Research. 

Mahajan, B.M. (1980). Consumer Behaviour 
in India, New Delhi, Concept 

. Publishing Co., 
Morris, J. D. & Boone, M.A. (1998). The effect 

of music on emotional response, 
brand attitude, and purchase intent in 
an emotional advertising condition. 
Advances in Consumer Research. 
25,518-526. < 

Palmer. A. (2004). Introduction to marketing 
theory and practice. 2nd Edition. 
United States: Oxford University 
Press Inc. 

Percy. L.. Rossiter. J. R. & Elliott, R. <200
1
)· 

Promotion Tactics. Stratcg•c 
. . M? ement. Oxford: 

Advertising ianag 
Oxford University Press. 

February, 2020 

Raghubir, p (?004) . ,' Free gift with purchase: 
}o omotmg or discounting the brand? 
,""" Consumer Psychology 

R : 181-1 8s. " 
ook, D. W., & Gardr~er, M. P. (1993). In the 

mood: impulse buying's affective 
antecedents. Research in consumer 

. behavior, 6 (7), 1-28. 
Rotimosho, A (2b003 ,- , ,"\. - 5), Practice of Marketing. 

I st Edition. Lagos: Global Annuals 
Shi. Y.Z., Cheung, K.M.. 
Prendergast, G. ('.!005). Behavioral 
Response to Sales Promotion tools - 

· A Hong Kong Study. 
Sampson, R.; Barbour. R. & Wilson, P. (2016). 

E-mail communication at the 
medical primary-secondary care 
interfai:t:: A qualitative exploration. 
British Journal of General 
Practioncrs, 66, 467-473. 

Sharma, S. & Singh. R .. (2009). Advertising:: 
Planning & Implementation. e­ 
8 o ok: A mason Asia-Paci fie 
Holdings Private Limited. 

Smith, A. ( 1982). On the wealth of nations. 
Hammondsworth: Penguin. 
Drucker. ?. F. 1974. Management. 
London: !Heinemann, 56. Drucker. 
op. cit.. 57 

Smith, J. B. & Bristor, J. M. (2006 ). 
Uncertairny orientation explaining 
differences in purchase involvement 
and external search. Psychology and 
Marketing. 11(6). 

Srivanastava. V. & Nandan, T (20 10). A study 
'of perceptions in society regarding 

unethkal practices in advertising. 
South As inn Journal of Management. 
17( I). <ii. 

Stern, H. (1962). The significance of impulse 
buying today, Journal of Marketing, 
April, 59-62. 

Wilkie W. L. ( I 'N-1-). Consumer Behaviour. New York: John Wiley & Sons Inc. 
(Jc I t ing nsid e The i r He ads, 
American Demographies, August 
1989, 

r 

• 

I 
t 

1 
I 

I ~ 

i 
59 

. .. . 
,- .. ) __ ··;.'-_-•:,.';_ 
.#' ·tt; 

e 

' , .,-t . 


