CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION 
The chapter discussed the methodological approaches that were used to answer the research questions and achieve the objectives of the study. The chapter covered the research methods, research design, the study population, sample size and sampling techniques, source of data and procedure for data collection, data analysis method, and the limitation of the methodology. 
3.2	RESEARCH DESIGN 
The procedure used in selecting research design in this study was synthesizing several design alternatives which emphasize different design objectives, to characterize the alternatives in terms of precision, cost, and operational problems, and to achieve a consensus on the best overall design.  
This study however adopted the survey research design. The survey research design method was used in this study, by collecting data through questionnaire from population of interest. It involved using a self-designed questionnaire in collecting data from the respondents. This data collection method collects the opinion, views and perspective of respondents regarding the issue of research interest.  It allows collection of data which was analyzed quantitatively. This was chosen in order to make reference to phenomena as they exist in real life and it is relatively economical in terms of time and resources. This is because of the large sample size of the study and the sample size comes from a wide geographic area.  
 
 
3.3	POPULATION OF THE STUDY 
The population of this study comprises all registered students of Kwara State Polytechnic, Ilorin, which is estimated to be approximately 20,000 students based on recent institutional records and published reports. These students, drawn from various departments and academic levels across the institution, represent a diverse and accessible group who are regularly exposed to various forms of advertising both on and off campus. Their status as active consumers within the polytechnic environment makes them particularly relevant for examining the influence of advertising on consumer behavior in a tertiary institution context (AllAfrica, 2007; Kwara State College of Education, Ilorin)
3.4 	SAMPLING TECHNIQUES /SAMPLE SIZE
	Stage 1
	The population for this study is 20,000 across the five institutions making the entire population of students in Kwara Polytechnic. The institute include:
1.	IFMS -	Integrated Financial Management System with 4000 population 		
2.	IICT  - Institute of Information and Communication Technology with 4500 population
3.	IOT	- Institute of Technology with 5000 population 
4.	IES -  Institute of Environmental Studies with  4000 population 
5.	IAS -  Institute of Applied Sciences with  2500 population 
	TOTAL 							N20,000
Stage 2: 
Two out of the five institution were randomly selected which were IICT and IFMS the two selected institutes have; 
IICT; Mass communication, computer science, library science, (OTM) Office technology and management. 
IFMS; Public Admin, Banking and Finance, Marketing and Accountancy
Stage 3
	The two department from the  institute  two were further randomly selected which were.
	S/N
	Department
	Population
	Size

	1.
	Mass communication 
	2,000
	22

	2.
	Computer science
	2,500
	28

	3.
	Public Admin 
	2,000
	22

	4.
	Marketing
	2,500
	28

	
	TOTAL
	9,000
	100



	The sample size for this research is total sample 100
3.6 	DATA COLLECTION INSTRUMENTS 
The research instrument for this study was the questionnaire. According to Ojo (2005) questionnaire is an instrument containing some questions and/or statements (some with suggested alternative answers) for which the respondent is expected to provide answers to the questions or confirm the statements. The questionnaire that was used in the study was divided into sections. Section A contained information about the respondents that is their gender, marital status, age, educational qualification, years of working experience etc. Section B contained items on questions related to the research topic. With regards to the scoring of responses, the first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents. The second section that is “B” was ranged from 5-1 point scale in the following pattern. Strongly agree: 5 Agree: 4 Undecided: 3 Disagree: 2 Strongly Disagree: 1. 

 3.7	METHOD OF DATA ANALYSIS
The collected data was analyzed using the simple percentage method, supplemented by detailed discussions. This involved breaking down the data into percentages to provide a comprehensive understanding. The subsequent selections expand on this analysis, offering in-depth insights and discussions to elucidate the findings further. 

