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The study examines the relationship betwee i
. n adv ; e
industry in Lagos State, Nigeria. The main obj:g;j;ni L;gd consumer protection in the Foods
advertising food brands and consumer rights in Lagos S review some ethical chal{eng?s in
o i s in Lagos State, Nigeria. The research design is the
descriptive survey and data were gathered through a well ; : :
: gh a well-structured questionnaire. The population
for the study consists of the numerous customers of Cadbury Nigeri “ .
State, Nigeria out of which a ! ury Nigeria Plc in Ikeja arec of Lagos
ate, NIS€ sampie 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 compelitive strategies that
guarantee brand trust and consumer satisfaction.
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their buying behavior (Ayanwale et al., 2005;
Adelaar et al., 2003). Nevertheless, consumer

or visual form of marketing communication protection is a group of lgws and organizations
ot Sl o openly sponsored, non-  designed to ensure the rights of consumers as

i tition and accurate
roduct, well as fair trade, compe
izl essage [0 IR s o rmation in the market place. The laws are

service, or idea. Itis involved with prese:;::(ijnﬁ :‘lltai(;gned to prevent the businesses that engage
messages to attract potential cuStomers - fraud ified unfair practices from
in fraud or spect P

has signi itive effect on brand loyalty 5 ;
(Hazlgmhﬁcazrg p60511tt1wfsc) helps a firm to create  gamng an aqvalftﬁg?t'ove{ C;Tzf%tfg E}hey
aysha, 16). Ital S likely mayalsoprOVIdli;i itional pr te lC rthose
er a n society. Consumer
ge ceived favorable lllTl gas well (Hanaysha, most _vulnlera :re1a 25 gf oI
come a customer valu€ ¢ doing protection laws 2 BOVe
2016). The essential part © regulations that aim to protect the rights of

advertisement is to reach out t s which may require businesses to

: e  consumers WRICH : i
Competitors, showing 1S prESenfmarkeﬁng disclose detailed mfonnl?tlon a?out produglt_s,
market and js one of the key aspect articularly in arcas where safety or public
communication element (Hanays a,

healthisan issue, such as food.

INTRODUCTION _
Advertising is interpretation in terms of audio

vertiser is 10

ad
of an act on

Howey jor ai
er, the major aim :
i and create 1MP

reach potential customers
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00 & 0jo ing and Consumer P_m!eafon in the Foods
b Industry in Lagos State Nigeria
e protection law or consumer law is

manufacturing, date iry, maximum retai
" ; : ) of expiry, retail
dered an area of law that regulates private  price, precautions to be taken, etc. on the label
= jationships between 1ndividual Lz e

(4 :
I b and the businesses that sell those
L

ﬂd.s ond services. Consumer protection
«sawide range of issues, including but not
‘G\ﬁsaﬂly limited to product liability, privacy
if;hts, ynfair busines§ practices, fraud,
agsrepresentation, and other consum.er/
ksiness interactions. It's a way of preventing
fuds and scams from service and sales

ﬁg?pgi;tagsn(;f the product. Such information
umers 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, 201 0). These
practices are very common today. Most
organizations see running down of competitor's
. : product as being ethical. Organizations should
- niracts, Bligil_?lﬁf_3 fraud.. _bl“ collector  focus more on what their product can do rather
qgulation, pricing, utility turnoffs, than telling the consumers what their rivals
§ ansolidation, personal loans that may lead to  products cannot do, this is just so unethical.
ikmkrupm}’-
f

' E.t;.;‘iﬂﬁm

3 e il

Misleading advertisement often exaggerates

vertising connect to ethical and responsive  the quality of products. For instance, Coca Cola
| ¥haviour by organization towards  showed unethical issues behind its production
11mvimnrment, cultural, social, and economical by using Karl Langerfeld (a famous fgshlon
| wues, For effectiveness and efficiency in the  designer) who had claimeg’lto lose 80 p_ounds on
é mitice of advertisement, the organization a diet that was mainly at_tnbutab]e to diet Coke.
| mtknow the impact of service they renderto  This advert was specially targe;ed t(f)w;l.rdi
kcustomers, the product they sell to them and  womenasitclaimed tol?e conv;:yie asda ?50 ril% !
Sy must bring new plans that would minimize  trend. Coke gsed th'13 mobzth aélf el
Bgelive impact of their service to the renowned fashion designers

{

Bl I Fik

i : i hich shows the wrong

{nsum cautious of body image wil
,? ers (Adelaar etal., 2003). message for women espemallykyouni; women% 4
| : : t diet Coke is the way o b
- st organization in Nigeria do not have the  This advert shows tha

% evi i d attractive
| "ured capability to carryout advertisement — going anodl aﬁl'léz;;mgw:o;hgmtoanusu famous
Hctively because they are not banded by the body, |[tHis etliea)

. ioner’ e dieting ways in
2 MNiorin, a5 a seul of i, hey sec  fshion desn? SCGoy s mot ol
S i 3 : > 5 (8] TR
«Ls]eadmg advertisement as being ethical and Oziiircating an extreme statement but it is also
a

- Mbeing ob { out he drink by
. atory that they must carry out, : ssage about the drink D}
ey do his o of theirwill, It is only when  sending th:ocizﬁlilnggrirﬁo a“healthy ideal body",
*Mlisement is backed by the law of Nigeria directly s hould not rely on the

thei consumers $

: lorganiza[ion e opthS hggg:tig:nent and carefully check the product
¢ ; _ : y

i o see it as obligatory, if not s0O then they

mgE

- —

s before making a purchase. In

| k the user : be
: Consequences of the law. g;sz:esthere are discTep anCi] et;’et };(;iir:grih:;clldth:
L : to the notice O
L ahslftacling advertisements are falsely claiming brough:-iate quthority, ifneed be.
B o ervice o be of superior quality, approp e

torg . - formed is esearch Proble ;
d 4 impotandard. The .nght to be mfonsumer Statem.eflt orgnnect to ethical and responsive
§ Migy: a0t component of €0 Advertising © by organization towards

_. = .
Vg The consumer must be P rov[l)c(i)ut behaviour OY. 1= o ial, and economical
] iy *quate and accurate information 25 - pyironment; cu : ey e
Uflh
3

| ‘ ] Fioe ctiveness an in
uantity, purity, standard and the p issues. For eff::a1 S e
- f service they render to

: are :
qpmi??ds and services. Manllfact-ure!:bout ractice Ofthe impact 0
! 'htc{,m 0 provide detailed information tcof mUSt know
°0ts of the product, its quantity, date
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e customers, the product the
= t bring new pl Y sell to them and Ne
they mus g Plans that woylq Minimize WSpaper, Magazines, Television Radio

pegative impact of their service to
CONSUMETS. %
Most organizatio'n in Nigeria do net have the
required capability to carryout advertisement
effectively because they are not bandeq by the
law of Nigeria, as a result of this, they see
misleading advertisement 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 1t 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 telling 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 Plc as a
' case study.

1.3 Objective of the study -
To examine the effect of advertising oOn
consumer protection in the Foods Industry i

Lagos State, Nigeria.

Research Hypothesis )
i. There is no significant relationship bf{?ﬁﬁ’;
advertising and consumer protection 1
Foods Industry in Lagos State, Nigena.

Literature Review

: i well as
Advertising is the means of informing as

- duct
: : blic to buy a pro
influencing the general P‘i ¢ oral messages-

or services through visua ced to creaté
product or service 1S advemstential buyers
awareness in the minds of Pod(izums such as
through various advertising M€

53

o

Promoti(:)rgeti and ‘web advertising. It is a
commodity aI 1ct1v1ty for marketing a
Production. Iélt il e lfi DL
M raﬁr:] dlstqbutlon, adverpsmg serves
Adverl,'tisi tool in the marketing process.
; Ng 18 used for communicating
usiness information to the present and
Prospective customers. It usually provides
nformation about the advertising firm, its
product qualities, place of availability etc.
Ac.ivertising is the integral 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 turn 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 imporiance in
the modern world where tough competition in
the market and fast changes in technology,
altered our lifestyle.

oard and in recent

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."ll*he most
widely accepted definition of advertising is the
one which is given by the American Marketing
Association, according to which advertnsmg is
nany paid form of non-personal presentation
and promotion of goods, services and ideas by
an identified sponsors" ( Kaz_ml.& Batra, 2008).
But the definition has some limitations because
t does not talk about the persuasion aspect of

dvertising, without which it is very difficult to
:chieve advertising objectives. A survey of

recent advertising and marketing textbooks
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 gbvious that there is_ No universally
ﬂi jefinition of advertising; however
*"-'Lreculﬁng elements such as paid, pop-
9 J, ientified SpONSOTS, mass media, act
""r,-;lasiﬂn makes advertls}ng to be
n‘f”e 4means of mass communication, may
i‘ form-visual, oral or written to promote
_,_31,5:1 through persuasive f:or*r_lmunicatlox.l to
capre-determined objectives, changing
:rgmforciﬂg the desired attitude of the
;gners atthe point of purchase.,

,uverlising message 15 considered as an
wiant component in advertising
canjcation process. It is the thought, idea,
sk image, or other infermation that the
wiserwishto convey to the target audience.
au advertising message is presented is
“dly important in determining its
sieness. An ideal advertising message
*ommand and draw attention, hold the
L aouse desire for possession of the
“landelicitaction (Gupta, 201 2).

1iff“CtIVEness of an advertising message
;*é;ﬂ large extent on its visual contents.
. ST must locate an appeal, theme,
.. “ Unque selling proposition. An
A “‘;“%:Dpeal refers to the approach used
% of t?éser to attract !h_e attention or
St onsumer and influence their
S o s the product, service or idea.
| ?%{irngzt:l:e of different kinds of appeals,
s amgts to persuade and influence.
Ting plan non-verbal elements in
.' ‘L’”Sumz a dominan: role in attracting
it 'S NA po0d number of
Mgy . : uses very little written
5 1y v ’mamly focus on the visual
™ e in\ey the message. The visual
}“-'f' tha inf thf? advemsement_s not only
y ng C]ai;nﬂtmn, but also reinforce the
Sopg 1S Audiences often develop
, Uiy T image based on certain
. ip B Pictorial representation
..?ﬁilereca]ven‘sements which increases

Valye,
}‘ Ity

% Lo, .
tﬁ]i‘cra: - onnectivity and trust between
€ consumers and adds value
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lection in the Foods
Industry iy

Lagos State Nigeria

to th ' l
© Product. Since the advertiser expects to

¢ attitude about the product

T 5
hich will lead to POsitive actions in the mind

cgrtoons and caricatures, which need to be
discussed for

application and importance of humor in Indian
advertising,

Advertising Media

Regardless of how well designed and
appropriate 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 cla§siﬁed
into two major categories: Print media and
Electronic media. Print media encompasses
mediums such as Newspaper, posters,

magazine, journals, packaging and other
laneous media like handbills, brqchure,
whereas electronic media al§o
oadcast media deals with radio

miscel
catalogue etc.
referred to as broadc:
and television in particular.

Outdoor advertising fl‘neig?b?{l 8)1; gfkliicgzlsc

i of poster, : ;
e 1;10;1;33:;: wl?ich are mainly printed
S for outdoor purpose. Recent
i mediums includes internet, d!g!ta],
advertlEZlmgnliue advertising. The most bnlhax}t
Wec}) oaxfilgix?al advertising ideas will be wasted 1f
an

through the right media
not rescﬂted 5 :

they are t Izce and at the right time. Hence tfhc
in the ngholi- right mediill 15 all unpfnr.tant A.;
Seif'cz?r?g the objectives of advetienls,
achie
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deliVEl'ing a definite message. It is a e
through which an advertigmg meSsageSags
infomxation 1S passed on to the prospectiv;
customers, readers, viewers, and listeners.

print is one of the oldest and the most high]
regarded media of advertising and alsg 3 ver};
challenging one. Executing a creative idea in
this mediurfl- calls for various skills such as
creative wrnting, visualization, designing etc
Print advertising 18 tl_le most popular ami
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 comprnsing 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 Iis
remarkable, that has the advantage of making a
longer impact on the mind of the consumers.
The majority of the advertising in India 1s
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,.blllboafrd
efe’(Ahuja and D' Souza, 2009). Since pritt
media are characterized by a publication b§SCd
environment: selective targeting 1S possible,
and there is a greater involvement of the
audience.

Specialty advertising provides 1oW cost aﬁlclez
. as gift novelties for the customers CODStlttl:izh
calendars, ball pens, dairies, begs e ers
bears the names and logo of the adverse é
printed on the articles to byild a br?ngt ?rlljeiigia
with every purchase. Selection ofialls which
s an important factor in adVert151r1igc;nofthe
must be capable of attracting the a.tten
consumers and at the same :

5 ion
economical to reach a larget sect
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determines ¢
Company_

advertising message appeal also
he advertising media for a

Consumer Protection

i?;‘:;lsltne;ngrot.ection means safeguarding the
ey nights of consumers. In other
Ords, 1t 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
gricvances. The most common business
malpractices leading to consumer exploitation
are: sale of adulterated goods, sale of spurious
goon, 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 an_d
deficiency of services. But they hayd]y use their
rights due to lack of awareness, 1gnorance or
lethargic attitude. However 1o View of _t_he
prevailing malpractices and their vulnerability
there to, it is necessary to proque them physical
safety. protection of e_conomlc interests, access
to information, satisfactory product standarq,
and statutory measures for redress of their
evances. The other main arguments in favour
of consumer prqtectmn are social
responsibility, increasing awareness, consumer
satisfaction. princl.plc of slocml justice,
principle of trusteeship and survival and growth

of business
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< of Consumers
‘ﬁh? [;(fenﬂed}" the former USA President, in

7 ape to consumer had'giycn six right_s to
P e These rights are right to sgfety, right
|l - formed, right 10 choose, right to be
ﬁpb’f lﬁght to redress and right to represent.
1 ts had paved the way for organised
| mer movement in the USA and later it
?;ﬂd Jl over the world. In India, the
| qmer Protection Act, 1986 has also

e Tigh

‘;mded for the same rights to consumers, Let
;ha\'e a brief idea about these rights of

SUTETS.

iponsibilities of Consuniiers

=2 mclude to be quality conscious, beware
inisleading advertisements, responsibility to
et a variety of goods before making
deetion,  collect proef of transaction,
mumers must be aware of their rights,
‘mplaint for genuine grievances and proper
kofproduct/services

1J1 from the responsibility enumerated
it the consumers should be conscious of
f}'fdul}'towards other consumers, society and
;qf"ﬂ?nd make responsible c]1010?. In other
ey de;T purchases and consumption should
" to waste of natural resources and
“Wandenvironmental pollutton.

o
X f““‘far%n?ecq Theory: .ﬂ\‘braham'Maslo;f
gy 115 hierarchy of needs in 1943,
-?‘-‘:'cholggiiﬂe effects through the +cn’ure
-*‘?eamofcommllfllly. Under his theory,
. Mority ulfill their needs pased ona five-
lipgyy,c o Stem. The needs include, in order
by, ICE: thslo]ogical (survival), safety;
;-_'.,‘QSIEQm‘ ClI'ld- self- W Business
s o selt actualization. Bu
Yoy it Mmarketing classes adap_ted
f‘d"*ling ®0ries to explain the need to t'allor
::h“lllz:r Messages to consumers in 2
:."ﬂ"igns Way. Successful marketing
L u:nus[ not only bring awareness t0 2
1. bie also establigh its place somewhere
f’i"ﬁledtmrchy of necds. Consumers are
Y of [lo Prioritize purchases toward the
hieramhyn so it is vital that

Advertisi
ng and Consymer Protection in the Foods
Industry in Lagos State Nigeria

companies draft 3 meg
of need or urgency -
have been able to ug
very effectively by
for consumers. Mo

sage that instills a sense
0 consumers. Marketers
€ motivation-need theory
dcreating an artificial need
_ em luxury ¢

espec-lally good at highlight;llll-; tl?:zzi‘(eetgfs ;;fl
Secunity features of their vehicles over the
aesthetic. In the consumer's mind, they need to
spend thc? money on an expensive luxury car
because it is the only way they can provide
adequate safety features for their family.

1. 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
online. Once the consumer colleets 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 }nﬂucqces.
including how the consumer envisions his or
herself after making the purchase. Under thf
EKB Model, marketers have two periods whel?.
their input is the most valuable.k Puﬂ"g tu:;
initial information stage, mar efers mus
th enough information

. wi
rovide consumers Wi ‘
Ebout the product to drive the consumer {o keep

' nder consideration for
e Compaﬁailf;gi;clisegomes a factor a_gain in
DRCh of external influcnces. Llfgslyle
ey hEs very good at instilling desire in the
b areto look or feel @ certain way with the
consumereven if the brand's product is not
éogziéntally different from the competition.

n

od a model of consumer
Engel {1978)'dev’?'l]1‘)igemodcl is also known as

i mer decision

scribes consu
BkD o el 1 isions are made 'when
f alternatives available,

B
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The model builds on the field

psychology theories and mod?et{ C:Eil?m
Howard's (1963) theory of buyer behavio d
Nicosia's (1976) theory of consumer decr' e!nd
process. However, with the EKR szS«'llml1
environmental factors are additional variable :
that influence the formation of consy -
decisions. The EKB is considered one ofntllfr
most important work in the field of consum -
pehavior (shiffman and Kanuk 2008), @

EXB 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 altemative
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.

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 four
section namely; information input, information
processing, decision Process and external
variables influencing the decision process. "ljhe
variables and the working and the \l.rorklbngt
relationship are similar to the EKB model nl'lle
have been slightly modified. Accordingto Sok
researchers, this is one of the majorbra?:‘{:
strengths because the added factorsi emumer
contemporary letmitionsyof §EO0S

weakness
behavior. the model also suffers the
: : bles, vagueness an

of s clear definition of varia =
complexity. The mode! attempts to

variables and specify function
between the various cons
model fails to adequately
cach of these influencer

al relationships
HO\NGVGT, the

explain s 0 'hgw
consumer decision

tructs.

February, 2020

(200;)& :}T]‘c the view of Loudon and Bitta
Variabl,e vl enwronmcnt‘a_l _and individual
el 'lz;‘ve ldl‘awn- criticism due to the
e s of their deﬁmn‘on and role within the
i process. They ‘turther explained that

miluence of the environmental variables is

{dentlﬁed, but their role in affecting behaviour
1snot well developed.

The EKB model hus been criticized as being too
restnictive to adequately accommodate the
variety 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 scrvice. However, it i1s 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. Tt rather depends on the situation 1n
which the consumer finds himself or herseif.
whether the problem is an extensive ora routine
problem-solving hehaviour.

Methodology

The descriptive survey research design was
adopted for the study. The population © the
study is 648,720 (Lagos State Burcau of
Statistics, 20121 while the simple random
sampling technique was used to select 120
individuals whe are customers of Cadbury
Nigeria Ple around Ikeja Local Government
Area of Lagos State, Nigeria. A structured
questionnaire. Jivided into two parts A and B,
was used in coliecting the required data from
the responden:s. The questionnaire was
measured on & 5-point Likert scale from
Strongly Agree .0 Strongly Dlsagreft while '_ha:
descriptive statistical tg_:chniqucs of Percentile
and Spearmarn ( orrelation were used to analyse

the data.

Results and Anzalysis o |
Atotal of 120 (uestionnalres Were (iiSll‘lb:‘.'QJ.i.,.:;.';
the respondents in w'1i!_-h m.ﬂy 06 we
filled and su 1:1bi¢ for lurther \e .
analysts. Thie ulso gives return rile BIEUY.,
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e Symmary of 12 sult of hypothesis [
g+

'

.‘P“" - >
4 of significant p=0.05

().000 '

 quthor s Compuitation, 2019

{

Lhrte
)
|
|
i
{

ansState, Nigeria.

r estll I the table Shqw:: thgt there exists
g positive relationship between
snsing and consumer  protection  with
ation coefficient or 3.538. In addition,
4 e p-value < 0,005 significance level,
duting that the relationship 1s significant
#hence the alternative hypothesis can be
mpled and we conclude that there is a
afient relationshin between advertising
o wonsumer protection tn foed industry of

Advertis
iSing and CO?Sumer Protection in the Foods
ndustry in Lagos State Nigeria

Conclusiop

Management and M

: arketi :
recognise that the 18 Executives should

protection of the righ
3 : 1 ghts of
i ::Zl:?er§ IS an important driving force
i S Improved sales performance and

omer loyalty. The study strongly

récommends to the management of Cadbury

Nigeria Plc and indeed other manufacturing

compar}ies, to develop and design consumer
protection policies as a competitive stratepy
within the business environment artl}zi
community. Also, the food manufacturing
companies in Nigeria must realize and uphold
cthical 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.
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