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Abstract

This study surveys undergraduate students’ views on the effect of television advertisement on their purchase of
indomie noodles. 392 respondents, drawn from the Business Administration unit of Abia State University were
studied. The structured questionnaire was administered on the select respondents. The SPSS version 20 students
t-test was used to test stated hypotheses. Finding disclosed that television advertising has a significant influence
on students’ preference, patronage and repeat purchase of indomie noodles. The study recommends that
Advertising messages should be clear, credible and precise so that the target market will not give different
meanings to it and that noodles marketers should see television advertising as a long-term investment into the life
of products and not be discouraged by the early, immediate low returns of advertisements.
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1. Introduction

The dynamism and complexities in the world of business today have led business organizations into a state of
competition as to making better decisions. Emphases on an effective communication tool that will guide consumers
buying decisions are being adjusted to suit both parties and so strategies are being put into place to win consumers’
loyalty. According to Okpara, (2012) a good product requires the creation of awareness and conviction for
purchase by customers. Promotion being the major tool of communication in the world of business has being
defined by Okpara, Anyanwu and Inyanga (1999) as the way and means of packaging and disseminating a
potentially commercial message by a seller to a buyer in order to elicit the intended response from the latter. This
bridges the gap of ignorance and creates deeper awareness in potential buyers. When customers are not well
informed about the existence of a product, it depletes sales volume compared to when it is effectively publicized,
and so advertising plays a major role to inform, persuade and remind customers about the existence of a product,
thus stimulates demand.

Effective advertising is made possible through a medium (Okpara & Agu, 2016). These media range from the print
to the electronic or broadcast media, including the Information Communication Technologies (ICTs) (Awa & Kalu,
2016). The television is an electronic media used as a medium of advertising. Television Advertising is a span of
television programming produced and paid for by the organization that conveys a message for promoting a wide
variety of goods, services and ideas (Stephen, 2010). This seeks to influence the consumption of products. In
Nigeria, TV advertising remains a major medium in marketing instant noodles, especially to children.

This study tends to evaluate the impact of television advertising on Indomie noodles consumption behaviour of
university students.

1.1 The Problem

As important as television advertising is in the creation of awareness about the existence of a product or service,
it appears most firms still do not understand its strength as a patronage driver. Television advertising as a medium
of communication has gained importance in the marketing of products. It has become a prime medium with its
attractive features of sight, colour and motion.

Television advertising is costly with often an uncertain effect and sometimes. In some cases, it may take a while
before it makes any noticeable impact on sales. Yet, insightful firms view advertising expenses as investment.

Observation has shown that many undergraduate university students who live on campuses consume noodles
regularly. But there is no known television advertisement that targets this set of consumers. Noodles marketers
believe that the general television ads that targets children and working class consumers can serve this group.
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This study is poised to ascertain the impact of television advertising on noodles consumption among students of
Abia State University.

1.2 Objectives of the Study

This study is guided by the following objectives.

1. To investigate the extent to which television advertising influences the patronage of indomie noodles.

2. To determine whether television advertising increases consumers’ preference of indomie brand of noodles.
3. To ascertain whether television advertising creates a repeat purchase of indomie noodles.

2. Review of Related Literature

2.1 Television Advertising

A television advertising or commercial is a form of advertising in which goods, such as indomie instant noodles,
services etc are promoted through the medium of television. This type of advertising possesses certain
characteristics of which, the use of songs, jingles and humour, catchy jingles and phrases (indomie like no other)etc
to generate sustained appeal which may remain long after the advertising campaign. Advertising that made use of
television as a medium of communication is referred to as Television Advertising.

Anyawu(2003; 183), grouped television advertising into four distinct groups. He noted that television commercial
shares the same denominator with both radio and cinema advertisement because the adverts in both, exist in time
and not in space. Media buyers buy airtime in the case of broadcast media and space in case of print media.
Anyawu(2003) stressed on the following groups:

1. Qualities of good TV commercials;
i. Words and illustration that will arrest viewers’ attention in the first five seconds.
ii. Early registration of the brand name.
iii. There must be an evidence of the fulfillment of the promised benefits.

2. TV programmes where advertising can be carried out:

Programme sponsorship, network shows, TV shows/programmes, sports announcement, outside show promoters,
syndication

3. Approach to Broadcast Commercial: Monologue (one single voice), Humorous, Dialogue, Dramatization and
Musical.

4. Types of TV commercials:

Product as a hero, product demonstration, problem-solution, slice of life, celebrity/testimonial, spokesperson
presenter, endorsement, opportunistic style, people like me, storyline style, fantasy and teaser:

2.2 Challenges of Television Advertising in Nigeria
Some challenges encountered in the use of television advertising are as follows:

1. Television advertising is far from being flexible; there is absolute lack of control by the advertiser ie the
broadcaster and audience control the television.

2. Lack of selectivity: television adverts covers the public(mass). It is programmed to reach a general audience,
in which case, selectivity of audience becomes difficult.

3. Fragmented audience due to programme content’s ability to select its audience.

4. The escalating cost of television advertising makes the medium expensive for advertising.

5. Television is very expensive to purchase in Nigeria therefore, there is a limited reach to customers.
2.3 Consumption and Consumer Behaviour

Consumption is the act of buying and utilizing a product or service ultimately. Consumption can be done by an
individual, business or government. This means, consumption is the ultimate use of a product. Anyawuocha,(2005)
defined consumption as the use of consumer’s resource to satisfy his wants. The level of an individual’s
consumption is dependent on his level of income, accumulated income and all the amount of money which can be
borrowed to supplement his income. Anyawuocha (2005) Avery (2009) defined a consumer as a person who
actually uses the product or service available in the community.
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To Pride and Farrel (1980) as quoted by Ekpendu (2008) consumer behaviour is the decision process and act of
people involved in buying and using products. According to Anyanwu (2005), it is the process whereby individuals
decide whether, what, when, where, how and from whom to purchase goods and services. Busch and Houston,
(1985), Assael (1985), Obasi (2002), Inyanga(1998), Onah et al. (2004), Perner (2007) and Ekeke (2008) have all
given explanations on the concept of consumer behaviour. In all, the basic generalization of consumer behaviour
according to Inyanya (1998) is that it deals with behaviour of individuals in the market place.

Agu and Ogbuji (2008), while quoting Anyanwu (2005) observed that there are internal and external forces at
work that cause the individual to want certain products, prefer specific brands and stores over others. The internal
factors are consumer needs, motives, perception, attitude and learning. The external determinants include; family,
social, & cultural influences, business, economic factors.

The buying decision process for the ultimate consumer has been captured by many scholars such as Kotler and
Keller (2007). The key steps include: problem recognition, information search, evaluation of alternatives, purchase
decision and post- purchase behaviour.

The quality of efforts put in by the buyer, especially at the information search stage will influence the outcome of
the post-purchase experience. This is because the buyer will make efforts to avoid vendors or sellers that have
higher rates of service failure (Agu 2015; Okpara 2012, Agbonito et al. (2007).

Kotler(1986) Obasi(2002) Ibekwe (2008) reported the model by Howard and Sheet (1969) developed as a
framework that is widely applied to service consumer purchase decisions. The figure below shows it.
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Figure 1. Model of consumer Behaviour Based on Howard and Sheth (1969)

Source: Howard and Sheth (1969) quoted by Ibekwe, F. C. (2008) “Service consumer behaviour” in contemporary
Book on services Marketing. Owerri, Avan Global Press.

The model shows that a consumer decision to buy or not to buy a particular product takes place from the “Black
Box”, which possesses the major determinants of consumer behaviour such as social/ cultural influences,
psychological influences etc. The inputs (needs, stimuli, information etc) and a number of inhibiting factors that
tend to prevent the buyer from making positive move towards the purchase of the product are processed in the
black box before the output which is the final decision to purchase. Based on these, the following null hypotheses
were formulated:

HO:: Television advertising has not improved the patronage of indomie noodles.
HO:: Television advertising has not increased consumers preference for indomie noodles.

HOs: Television advertising has no significant impact on consumers repeat purchase behaviour towards
indomie noodles.
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3. Theoretical Framework

The AIDA theory and the Hierarchy of effect model guided this study. The AIDA theory is an acronym used in
marketing which connotes attention, interest, desire and action. The AIDA theory was developed by St. EImo
Lewis in the late 1800s. This theory represents the stages marketers must take a customer through in an advertising
process. The theory depicts the buyer as passing through attention phase down to the action (purchase) phase.

Advertising must first get the customers attention and even arouse interest the company’s product or service
(George & Michael 2003). Strong level of interest should create desire to own or use the product. The action stage
in this theory involves getting up the customers to make a purchase commitment.

This theory is related to this study because advertising must first, draw attention, then arouse interest before a
desire is being created, to go for the product (action). Hereby, television advertising follows this procedure to
promote and increase sales.

3.1 The Hierarchy of Effect Model

This model is used for determining advertising effect. This hierarchy is seen as a movement from the black box
(where the buyer has no knowledge of what is in the box) to an open box (where the buyer knows the content of
the box). When a producer manufactures a product item, he and the employees know about it. According to
Anyanwu (2006), a customer who is totally unaware of the product goes through the following steps before a
purchase is made.

Brand ignorance: Here, the potential buyer is ignorant and unaware about the existence of a product.

Awareness: The customer is unaware about a product (brand) and so, the task is to build brand awareness
perhaps brand/name recognition with simple messages repeating the product till consumers are aware of
the brand.

c. Knowledge: The target audience might have product awareness but unknown to them is the fact of what
the product could do much more. Hence, this stage involves creating brand knowledge about the product.
This is where the comprehension of the brand signs and what it depicts.

d. Liking: The customer develops a favourable attitude towards the product. If on the other hand, the
audience do not like the product, the hierarchy comes to an abrupt end.

e. Preference: The target audience might like the product but prefers others to it. In this case, the
communicator must try to build consumer preference by promoting quality value performance and other
unique selling prepositions. (USP)

f.  Conviction: The consumer believes in the product and being convinced that the product could meet its
need with his desired satisfaction.

g. Purchases: Finally, some target consumers might have conviction but lack the purchase ability (power),
they might wait later or for more information on buying. This is the final lap of the hierarchy of effect.

3.2 Empirical Reviews

Queen (2013), conducted a study on the Impact of Advertisement on Noodles Consumption. The purpose of the
study was to measure the extent to which advertisement influences the behaviour of consumers of Indomie noodles.
The sample size for the study was 75. A survey research was adopted for the study. A structured questionnaire was
used for data collection. Three research questions were made for the study. The data collected was analyzed using
chi-square. The study found that advertising has in no small measure helped to improve consumer preference for
the product to other noodles. This study is related to this present study because the researcher adopted a survey
research design with emphasis on advertising which the present study is carrying out, thereby serving as a guide
to the present study.

Joshua (2011), conducted a study on the influence of television advertising on consumption of indomie noodles.
A case study on the female staff tertiary institutions. The scope covers Taraba State. The purpose of the study was
to determine the extent to which television advertising influences the consumption of Indomie noodles. The
population of the study consists of 565. The study adopted a survey research design and a structured questionnaire
was used for data collection. The study consisted of four research questions. The reliability coefficient of the
instrument was 0.86 using Cronbach Alpha method. Three experts validated the instrument. Data collected was
analyzed using mean statistic, standard deviation and t-test was used to test the hypotheses at 0.05 level of
significance. The individual mean was computed using the Statistical Package for Social Sciences(SPSS). The
study found that message on television advertising influence consumption of indomie noodles among the female
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staff of tertiary institutions in Taraba State. Joshua (2011) is related to this present study because the researcher
adopted a survey research design and the emphasis is on television advertising, which this present study is carrying
out a research on, therefore it will serve as a guide to this study.

Ibrahim (2009), conducted a study on the influence of television advertising on the consumers of alcoholic product
in Taraba State. The major purpose of the study was to determine the influence of television advertising on
consumers of alcoholic product in Taraba State of Nigeria. A survey research design was adopted for the study. A
total of 1920 consumers of alcoholic product were randomly sampled out of a population of 38379. A structured
questionnaire was used for data collection. The reliability of 0.89 was determined. Three experts validated the
instrument. Five research questions and five null hypothesis tested at 0.05 level of significance guided the study.
Frequency, mean was used to answer the five research questions, while z-test statistic was employed to test for the
null hypothesis. Ibrahim (2009) study found that television advertising influenced consumers of alcoholic product
to a great extent. It was recommended that advertisers of alcoholic product should improve on their advertisement
for greater impact and that deceptive advertising of alcoholic product should be discouraged. This study is related
to this present study because the researcher adopted survey research design, and the emphasis is on television
advertising, which present study is carrying out research on, therefore it will serve as a guide to this study. This
study dealt with influence of television advertising on consumers of alcoholic product but the present study focuses
on impact of television advertising on noodles consumption.

Kanu (2006) conducted a study on the influence of print advertising on purchase of women apparel by female
lecturers in tertiary institutions in Imo state. The purpose of the study was to determine the influence of print
advertising on purchase of women’s apparel by female staff in some tertiary institutions in Imo state. The
researcher had 188 lecturers as his sample out of the population of 2060. The study utilized a survey research
design. A structured questionnaire was used for data collection. The reliability coefficient of instrument was 0.87
using Cronbach Alpha method in determining the internal consistency of the instrument reliability. Three experts
validated the instrument. Five research questions and five null hypotheses were tested at 0.05 level of significance.
The data collected was analyzed using the mean and standard deviation on 5-linkert scale, while student t-test was
used to test null hypotheses. The study found out that print advertising influences purchase of woman apparel by
female staff in tertiary institutions in Imo state using credible media while maintaining the quality of advertising
product. The study recommended that the most effective media to female lecturers are newspapers and magazines
and the study would want the Federal Government to ensure that advertisers are not unfair and deceptive in
carrying out advertisement.

This study is related to the present study because both studies focus on advertising on products which is aimed at
promoting consumption of a product. The study also adopted a survey research design which the present study has
adopted, thereby serving as a guide to the present study while Kanu (2006) focused on influence of print advertising
on purchase of women apparel, the present study focuses on impact of television advertising on consumption of
noodles.

Chiwuike-Uba (2008) conducted a study on the influence of advertising on consumption of consumer goods. The
purpose of the study was to determine the kind of effect advertising has on the consumption of consumer goods
by government paid workers residing in Enugu state. The population used was 362 civil servants. The study
adopted a survey research design. A structured questionnaire was used for data collection. The reliability
coefficient of 0.86 using Cronbach alpha method was determined. Three experts validated the instruments. Four
research questions and two null hypotheses were tested at 0.05 level of significance. The data collected from the
subject was analyzed using mean and percentages while t-test was used to test the null hypotheses.

The study found that advertising influences consumption of food by the civil servants in Enugu state. The study
recommended that the advertisers should use radio and television as a media for advertising.

The study is related to the present study because both studies adopted a survey research design to execute the
studies. Therefore, the methodology adopted by the study will serve as a guide for the execution of the present
study. Though Chiwuike-Uba (2008) study dealt with influence of advertising on consumption of consumer goods
using different media, this present study focuses on impact of television advertising on noodles consumption.

4. Research Methodology

The study covered undergraduate students in Abia State University, Uturu. The subject scope of the research is
domiciled on promotion and consumer behaviour. Both primary and secondary data were employed. Being a
survey, structured questionnaire was on select students of the faculty of Business Administration. The instrument

was structure in the likert format and subjected to a reliability test using the cronbach’s al[ha which yielded an
acceptable correlation of 0.87. Study population was 18940 as at June 2018. Using the Taro Yeman, 392 sample
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size was determined. This was divided by 2 to arrive at 196 valid size for the study. The non-probability
(convenience option) sampling technique was adopted. Collected data were analyzed with descriptive and
inferential statistics. Stated hypotheses were tested using SPSS (version 20) one-sample t-test.

4.1 Decision Rule

The three null hypotheses will be tested using t-test statistics 0.05 level of probability. To test the null hypotheses,
the researcher will restate the null hypotheses and the student’s t-test will be used to determine the degree of
difference in responses of the respondents in each of the null hypotheses. Where the t-calculated is more than t-
tabulated value, the null hypotheses will be rejected otherwise it will be accepted.

4.2 Data Presentation and Analysis

Table 4.1 Distribution and Retrieval of Instrument

No of copies No of copies retrieved ~ Difference Percentage of lost ~ Percentage of retrieved
Distributed & used (copies lost)  copies and used copies
196 180 16 8.00% 92.00%

Source: Field survey, 2018.

Table 4.1 shows that a total of 196 copies of the questionnaire were distributed to respondents, a total of 180 (92%)
copies were retrieved and used. However, a total of 16 copies of the questionnaire were lost. This represents about
8% of the distributed questionnaire. This implies the analysis is based on the 180 copies that were retrieved and
found useful for the purpose of the study.

Table 4.2 Gender of respondents

No Options Frequency Percentage

1 Male 50 28.00%
Female 130 72.00%
Total 180 100

Source: Field Survey, 2018.

The table above shows that 50 (28%) are males and 130(72%) are females, making the female folks more than the
male.

Table 4.3 Marital Status

S/N  Options  Frequency Percentage

2 Single 138 77.00%
Married 40 22.00%
Divorced 2 11.00%
Total 180 100

Source: Field Survey, 2018.

The table above indicates that 138(77%), 40(22%), 2(11%) of the respondents are single, married and divorced
respectively.

Table 4.4 Distribution of respondents according to age

S/N  Options Frequency Percentage

3 17-24 70 38%
25-29 100 56%
30-34 5 3%
35-39 5 3%
Total 180 100

Source: Field Survey, 2018
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Table 4.4 shows the distribution of the respondents age. Respondents within the age of 17-24 are 70(38%), 25-29
are 100 (56%), 30-34 are 5(3%) and 35-39 are 5(3%).

Table 4.5 Distribution of respondents according to Educational Qualification

S/N  Options Frequency Percentage

4 O’Level 75 43%
OND 30 16%
HND 45 25%
B.Sc 30 16%
Total 180 100

Source; Field Survey, 2018

The table above shows that 75(43%), 30(16%), 45(25%) and 30(16%) of the respondents are O’level, OND, HND
and B.Sc respectively.

Table 4.6 Responses showing the extent television advertising influences consumers’ patronage of indomie
noodles

Questions Options Frequency Percentage
5 Television advertising has influence on my patronage of Strongly 110 61%
Indomie noodles agree
Agree 60 33%
Undecided 10 6%
Disagree
Strongly _ _
disagree
Total 180 100%
6 Television advertising influence my opinion on consumption of ~ Strongly 130 72%
Indomie noodles agree
Agree 40 22%
Undecided 4
2%
Disagree 5 3%
Strongly 1 1%
disagree
Total 180 100
The extent at which consumers are influenced by television Strongly 135 76%
advertising on indomie noodle is high agree
7 Agree 43 23%
Undecided 2 1%
Disagree - -
Strongly - -
disagree
Total 180 100%

Source: Field Survey, 2018

Table 4.6 above, shows the extent at which television advertising influence consumers patronage on Indomie
noodles which is very high. This is seen in the responses of the respondents, where 61% of the respondents strongly
agreed that television advertising has influence on the patronage of Indomie noodles, 72% also strongly agreed
that television advertising influence the opinion and consumption of Indomie noodles and 76% strongly agreed
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that the extent at which consumers are influenced by television advertising on Indomie noodles is very high in
questions 5,6 &7 respectively.

Table 4.7 Responses depicting how television advertising improve consumers preference of Indomie noodles.

S/N  Question Options Frequency Percentage
8 Television advertising has increase my brand preference Strongly 120 66%
positively agree
Agree 30 16%
Undecided 5 3%
Disagree 16 8%
Strongly 9 5%
disagree
Total 180 100
9 The high purchase and consumption of Indomie noodles isa  Strongly 115 64%
resultant effect of television advertising agree
Agree 45 25%
Undecided 13 7%
Disagree 7 4%
Strongly - -
disagree
Total 180 100
10 Catchy television advertising message influence consumers Strongly 95 53%
preference of Indomie noodles agree
Agree 70 38%
Undecided 5 3%
Disagree 9 5%
Strongly 1 1%
disagree
Total 180 100

Source: Field Survey, 2018

From Question 8, 120(66%) respondents strongly agree that television advertising increase brand preference,
30(16%) agreed, 5(3%) had not decided, 16 (8%) disagreed and 9(5%) strongly agreed. From Question 9, 115(64%)
respondents strongly agreed, 45(25%) agreed, 13(7%) had not decided, 7(4%) disagreed and none strongly
disagreed. In question 10, 95(53%) respondents strongly agreed, 70(38%) agreed, 5(3%) had not decided, 9(5%)
disagreed and 1(1%) strongly disagreed.

Table 4.8 Responses depicting how television advertising create repeat purchase on consumption of Indomie
noodles

Questions Options Frequency Percentage
11 Decision on repeat purchase of Indomie noodle is an Strongly agree 100 56%
influence of television advertising Agree 40 22%
Undecided 40 22%
Disagree - -
Strongly - -
disagree
Total 180 100
Strongly agree 120 66%
12 Television advertising sustains brand purchase and Agree 40 22%
confidence Undecided 5 3%
Disagree 10 6%
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Strongly 5 3%
disagree
Total 180 100
Consumers choice on purchase of Indomie is as a result of Strongly agree 110 61%
13 television advertising message Agree 40 22%
Viewed Undecided - -
Disagree 20 12%
Strongly 10 5%
disagree
Total 180 100

Source: Field Survey, 2018

From Question 11, 100(56%) respondents strongly agreed that television advertising creates repeat purchase on
Indomie consumption,40(22%) agreed, 40(22%) had not decided, none disagreed nor strongly disagreed. Question
12, 120(66%) respondents strongly agreed, 40(22%) agreed, 5(3%) had not decided, 10 (6%) disagreed and 5(3%)
strongly disagreed. Question 13, 110(61%) respondents strongly agreed, 40(22%) agreed, none had not decided,
20 (12%) disagreed and 10(5%) strongly disagreed.

Table 4.9

Test of Hypothesis One

Ho: Television Advertising has not significantly improved consumers’ patronage of indomie noodle.
To test this hypothesis, the data on question 5 were used and SPSS one-sample t-test applied.

Result

One-Sample Statistics

Statistic Bootstrap®
Bias Std. Error 95% Confidence Interval
Lower Upper
N 180
Patronage Mean 4.5556 -.0020 .0440 4.4667 4.6389
Std. Deviation .60002 -.00242 .03030 .54068 .65577

Std. Error Mean .04472
a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Table 4.10
One-Sample Test
Test Value =3

T Df Sig. (2-tailed) = Mean Difference 95% Confidence Interval of the
Difference
Lower Upper
Patronage  34.782 179 .000 1.55556 1.4673 1.6438

Table 4.11

Bootstrap for One-Sample Test

Mean Difference = Bootstrap®

Bias Std. Error Sig. (2-tailed) 95% Confidence Interval
Lower Upper
Patronage 1.55556 -.00203 .04400 .001 1.46667 1.63889

a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples
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4.3 Interpretation

The one-sample statistics shows a mean value of 4.56 with lower and upper mean values of 4.47 and 4.64
respectively. This implies that an average respondent sampled strongly agreed that advertising impacts on
patronage of indomie.

4.3.1 Decision

Given the value of t-test calculated (37.78), and P-value (Sig.2 tailed) of (.000) which are greater than t-critical
(1.96) at degree of freedom (179) and alpha (.05), we therefore reject the null and accept the alternate hypothesis
which implies that television Advertising has significantly improved consumers’ patronage of indomie noodle.

4.3.2 Test of Hypothesis Two

Ho: Television Advertising has not significantly improved consumers’ preference of indomie noodle.
To test this hypothesis, the data on question 8 were used and SPSS one-sample t-test applied.

4.4 Results

Table 4.12
One-Sample Statistics
Statistic Bootstrap®
Bias Std. Error 95% Confidence Interval
Lower Upper

N 180
Preference Mean - 4.2944 .0027 .0925 4.1003 4.4722

Std. Deviation 1.21304 -.00916 .08370 1.02732 1.36609

Std. Error Mean .09042
a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Table 4.13

One-Sample Test
Test Value =3

t Df Sig. (2-tailed)  Mean Difference 95% Confidence Interval of the
Difference
Lower Upper
Preference  14.317 179 .000 1.29444 1.1160 1.4729

Table 4.14

Bootstrap for One-Sample Test

Mean Difference  Bootstrap®

Bias Std. Error Sig. (2-tailed) 95% Confidence Interval
Lower Upper
Preference 1.29444 .00270 .09253 .001 1.10028 1.47222

a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

4.4.1 Interpretation

The one-sample statistics shows a mean value of 4.29 with lower and upper mean values of 4.10 and 4.47
respectively. This implies that an average respondent sampled agreed that advertising impacts on preference of
indomie.

4.4.2 Decision

Given the value of t-test calculated (14.32), and P-value (Sig.2 tailed) of (.000) which are greater than t-critical
(1.96) at degree of freedom (179) and alpha (.05), we therefore reject the null and accept the alternate hypothesis
which implies that television Advertising has significantly improved consumers’ preference of indomie noodle.
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4.4.3 Test of Hypothesis Three

Ho: Television Advertising has not significantly improved consumers’ repeat purchase of indomie noodle.
To test this hypothesis, the data on question12 were used and SPSS one-sample t-test applied.

4.5 Result

Table 4.15
One-Sample Statistics
Statistic Bootstrap®
Bias Std. Error 95% Confidence Interval
Lower Upper
N 180
Repeat Mean 4.4444 -.0005 .0730 4.2889 4.5887
purchase Std. Deviation 98719 -.00600 .08707 79998 1.13985

Std. Error Mean 07358
a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Table 4.16

One-Sample Test
Test Value =3

T Df Sig. (2-tailed) ~ Mean Difference 95% Confidence Interval of the
Difference
Lower Upper
Repeat 19.631 179 .000 1.44444 1.2992 1.5896
purchase
Table 4.17

Bootstrap for One-Sample Test

Mean Difference  Bootstrap®

Bias Std. Error Sig. (2-tailed) 95% Confidence Interval
Lower Upper
Iljfiehie 1.44444 00047 07304 001 128889 158875

a. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

4.5.1 Interpretation

The one-sample statistics shows a mean value of 4.44 with lower and upper mean values of 4.28 and 4.59
respectively. This implies that an average respondent sampled agreed that advertising impacts on repeat purchase
of indomie.

4.5.2 Decision

Given the value of t-test calculated (19.63), and P-value (Sig.2 tailed) of (.000) which are greater than t-critical
(1.96) at degree of freedom (179) and alpha (.05), we therefore reject the null and accept the alternate hypothesis
which implies that television Advertising has significantly improved consumers’ repeatpurchase of indomie noodle.

4.6 Summary of Findings
Based on the analyzed data, the following key findings were made in this study;

e It was discovered through this study that television advertising has significant influence on students’
patronage of Indomie noodles.

e It was equally discovered through the study that television advertising has significant impact on students’
preference of Indomie noodles.

e  That television advertising has significantly improved students’ repeat purchase of Indomie noodles.
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5. Conclusion

It is obvious that this study has revealed television advertising as a primary tool in the marketing decision variables
of a firm and its effective in the marketing of Indomie noodles. Based on the findings of the study, it could be
concluded that consumers’ patronage, preference and repeat purchase are positive determinants of television
advertising. Leveraging these key attributes would enhance competitiveness of Indomie noodles.

6. Recommendations
The following are some of the recommendations from this study;

e  Television advertising should be seen as an investment into the future of products and not to be evaluated by
its immediate returns.

e Itisalso advisable to identify a target market before televising, so to minimize cost for an increase in returns.

e In order to reduce the rate of advertising clutter, the government should give network incentives to reward
marketers whose advertisement people love and penalize those who produce advertisement that viewers hate.

e  Advertising messages should be clear, credible and precise so that the target market will not give different
meanings to it.

e  Deceptive television advertising meant that mislead consumers of noodles should be discouraged.
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