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ABSTRACT
This work researched into internet advertising and its impact on consumer buying behavior using SLOT Nigeria Limited as a case study. It set out to determine whether e-mail advertising can be used to create brand awareness and the usefulness of interstitial adverts in encouraging trial purchase it also investigated into the relationship between website sponsorship and brand loyalty. The methodology used in this study was quantitative as data were gathered using questionnaire as primary source of data- statistical package for social sciences. (SPSS) was used for computation of simple percentage and regression analysis. This study discovered that e-mail advertising, interstitial adverts and website sponsorship are useful in fulfilling basic advertising objectives of creating awareness, encouraging trial purchase and building brand loyalty. It is recommended that firms should take advantage of the increasing number of internet users in fulfilling the basic objectives of advertising. 
KEYWORDS: E-mail Advertising, Interstitial Adverts, Website Sponsorship.




CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
	 Advertising is an important promotional tool for any marketing campaign so much so that whenever we think of marketing we think of advertising although it is just one of the marketing tools. It is a form of selling that tries to make consumers buy goods and services. Advertisers must be aware of the factors that influence buying behavior or habits and then use advertising strategies on this knowledge. Advertising can be classified in a number of ways of which internet advertising is one. Internet advertising is one of the newest types of advertising as a result of acceptability of internet as the most powerful media for advertising without geographical barriers. Internet advertising is described as a form of promotion that uses the World Wide Web for the expressed purpose of delivering marketing messages to attract customers (Sood, 2025).
	Essentially, consumer buying behavior is a description of how people decide to spend their available resources. It does not only cover all actions directly involved in obtaining, consuming, and disposing of products and services but also the decision that precede and follow those actions. Indeed, it is a field of inquiry to understand, explain, and predict human action in consumption role. One of the most significant part of consumer buying behavior is consumer adoption process which builds  up the process of creating awareness  for a new innovation(product), it advocates customers to try a new and eventually adopt or reject it. Understanding this concept is imperative for a company so as to create market awareness, trial purchase, repeat purchase, and e-loyalty traditionally known as brand loyalty.  
	It is true that people have started realizing that internet can serve as a one stop point for all their needs. Be it communication, entertainment, shopping, information search, internet serves as a panacea for all their requirement. This account for why a significant percentage of Nigerians  glue themselves to the internet and access it on a regular basis. This is an opportunity for organization to exploit this revolution. Is internet advertising effective and efficient compared to the traditional form? Does it fulfill the basic objectives of advertising in terms of creating awareness, generating sales, and building positive image?
1.2 	Statements of the problems
	Volume of consumers are online everyday for their personal work but few notice ads and banners displayed on web pages. In recent times various businesses employ internet advertising such as e-mail advertising, interstitial adverts, and sponsorship with a view to creating brand awareness, generating sales through trial and repeat purchase as well as building brand loyalty by creating positive image. Despite huge investment in internet advertising, businesses still find it difficult to fulfill the basic objectives of advertising online.
Therefore, the specific problems identified for this study are:
1. Inability to create brand awareness through e-mail advertising
2. Difficulty in using interstitial adverts to encourage trial purchase
3. Failure to build brand loyalty by employing website sponsorship

1.3 	Research Objectives
	The general objective of this study is to critically examine internet advertising and its impact on consumer buying behavior.
However, the specific objectives are:
1. To determine whether  e-mail advertising can be used to create brand awareness
2. To investigate into the usefulness of interstitial adverts in encouraging trial purchase
3. To ascertain whether website sponsorship can be employed to build brand loyalty
1.4 	Research Questions
	 For the purpose of this research work, the following research questions were formulated to find solution to the research problems:
1. How can e-mail advertising be used to create brand awareness?
2. To what extent is interstitial adverts useful in encouraging trial purchase?
3. What is the effect of website sponsorship on brand loyalty?
1.5 	Research Hypotheses
	The following hypotheses were formulated for the purpose of this research work:
Ho1: 	E-mail advertising does not create brand awareness
Hi1: 	E-mail advertising creates brand awareness
Ho2: 	Interstitial adverts does not encourage trial purchase
Hi2:	Interstitial adverts encourages trial purchase
Ho3: 	Website Sponsorship cannot be employed to build brand loyalty
Hi3: 	Website Sponsorship can be employed to build brand loyalty 

1.6 	Significance of the Study
	The success of this work provides a significant contribution to knowledge and also useful to both individual and organization. The following are some of the significance of this study:
	This work will reveal the reason why organizations should key into the use of internet advertising. It will expose the rationale behind the study of consumer buying behavior.
	The study will review the work of previous researchers relating to internet advertising and consumer buying behavior. Organizations and individual will be exposed to how internet advertising can influence brand awareness, trial purchase, and brand loyalty.
	Lastly, the study will serve as a reference to future researchers on similar research topic.
1.7 	Limitations of the Study
	This study will be limited by a number of factors. One of these factors is that it will be limited to Ilorin and it environ, as the whole population and sample are from the same geographical area.
	Another limitation of this study is that despite the numerous types of internet advertising attention is focused on only three and consumer adoption process is equally given full attention.
1.8 	Scope of the Study
	Conceptually, the researcher will narrow the scope of the research to three types of internet advertising and how they are employed to influence consumer buying behavior. The study will cover a period of two years using SLOT Nigeria Limited as a case study.
1.9   Definition of Terms
Internet Advertising: This is referred to as any advertising effort that use the web and e-mail to drive direct sales via electronic commerce
Consumer Buying Behaviour: This is described as the behaviour of the ultimate consumer of a product or service or to organization dealings.
Consumer: This is the person(s) to whom the advertisement and products/services are directed. Here they are also known as buyers of a company’s product.
Brand Awareness: Brand awareness is a key consideration in consumer behavior, advertising management, brand management and strategy development. The consumer's ability to recognise or recall a brand is central to purchasing decision-making.
Trial Purchase: the concept of breaking down 'sales' into product trial and repeat purchase and how to maximise repeat purchase through customer loyalty.   Product trial is where a customer samples a product for the first time
Brand Loyalty: Brand loyalty is a pattern of consumer behavior where consumers become committed to brands and make repeat purchases from the same brands over time. Loyal customers consistently purchase products from their preferred brands, regardless of convenience or price.
E-mail Advertising: E-mail advertising, or permission marketing, is a method of advertising via e-mail whereby the recipient of the advertisement has consented to receive it. This method is one of several developed by marketers to eliminate the disadvantages of e-mail marketing.
Website Sponsorship: A specific and distinct section of content located on a Web site that is often sponsored by a single advertiser. Sponsorship of content areas, which could consist of a home page or a specific channel, often contains any embedded and interruptive formats for the advertisement.





CHAPTER TWO
LITERATURE REVIEW
2.1 	Introduction 
	This study reviews Internet Advertising and its impact on consumer buying behavior which has been viewed by various authors and scholars who were interested in the subject. Some of the areas touched include the definition of Advertising and other variables which are, E-mail Advertising, interstitial Adverts, Website sponsorship, Brand awareness, Trial purchase, and Brand loyalty, which are relevant to the consumer buying behaviour and economic growth at large.
	However, this chapter is based on four (4) perspectives, which are conceptual framework, theoretical framework, empirical framework and gap in literature.
2.2 	Conceptual Framework 
         The purpose of this aspect of the study is to review and link the measurable variables of the two constructs associated with the study. Internet Advertising which is the independent construct consists of e-mail advertising, interstitial adverts, and website sponsorship while consumer buying behavior which is the dependent construct is measured through brand awareness, trial purchase, and brand loyalty. The relationship between internet advertising and consumer buying behavior can be diagrammatically described as shown below
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Source: The researcher 2025
2.2.1 Concept of Advertising
	Kumar & Meenakshi (2013) say that advertising is meant to make consumers buy product. It is a medium of information and persuasion. The effectiveness of an advertisement can be best judged by its ability to enhance sales. Advertisement can enhance sales only if they promise a benefit to the consumer. The promise must be persuasive, unique and relevant  to the consumer. To Kotler and Keller (2009) advertising is a paid form of non personal presentation and promotion of ideas, goods, or services by an identified sponsor. Ads can be a cost effective way to disseminate messages whether to build a brand preference or to educate people.
	Smith & Taylor (2010) assert that “advertisers have to think outside the box. The days of the dynamic dialogue have arrived, when advertisers engage customs in a two – way flow of communication through direct e-mail, telesales, the internet and more. There will be more links, more books, more 0800 number and web site addressed attached to every communication tool, including advertising.
2.2.2	  Internet Advertising 
	Internet promotion is one of the newer types of advertising and can be accomplished in a number of ways. Flash advertising refers to messages that jump onto your computer screen and often move around. They can be hard to close and are annoying,  but effective at gaining your attention. Pop up and scrolling ads are other examples of these types of advertising. Pay per click advertising refers to marketers paying to have their web pages placed high on search engine results pages. These are also called sponsored links (Sood, 2025). 
	Recently, Richards and Curran (2002) attempted to update the definition of advertising. After a series of interchanges with advertising experts, they developed the following definition “Advertising is a paid, mediated form of communication from an identifiable source, designed to persuade the receiver to take some action now or in the future.” By extension, it would seem quite logical to define Internet advertising as any form of communication that meets the definition of advertising and can be found on the Internet. Sounds simple, but, of course, it is not. Internet advertising is a multi-faceted phenomenon. True, the same could be said of many other kinds of advertising. Print advertising comes in many colors, shapes, and sizes; television advertising might range from a simple 10-second message to a long-format infomercial. Internet advertising has all those kinds of variations, too. But it also spans time and space (unlike print which is space bound and broadcast which is time bound) and seems different in other fundamental ways.

2.2.3 E-mail Advertising 
	E-mail advertising is a type of direct digital marketing that uses electronic mail (also called e-mail or e-mail) as the marketing communication delivery method. E-mail marketing is used in a number of ways by organizations and marketers for brand and customer loyalty building, acquiring or converting customers, company advertisement, or for communicating promotional offers and more.
	E-mail marketing is directly marketing a commercial message to a group of people using electronic mail (e-mail). In its broadest sense, every e-mail sent to a potential or current customer could be considered e-mail marketing (Jackson & De Cormier, 1999). E-mail marketing can be carried out through different types of e-mails:
E-mail newsletters
[bookmark: Email_newsletters]	E-mail Newsletters are direct e-mails sent out on a regular basis to a list of subscribers, customers. The primary purpose of an e-mail newsletter is to build upon the relationship of the company with their customers/subscribers.
Transactional e-mails
[bookmark: Transactional_emails]	Transactional e-mails are usually triggered based on a customer’s action with a company. Triggered transactional messages include dropped basket messages, purchase or order confirmation e-mails and e-mail receipts. The primary purpose of a transactional e-mail is to convey information regarding the action that triggered it. But, due to its high open rates (51.3% compared to 36.6% for e-mail newsletters), transactional e-mails are a golden opportunity to engage customers; to introduce or extend the e-mail relationship with customers or subscribers, to anticipate and answer questions or to cross-sell or up-sell products or services (Bellman, et al,. 2001). 
Direct e-mails
	Direct e-mail involves sending an e-mail solely to communicate a promotional message (for example, an announcement of a special offer or a catalog of products). Companies usually collect a list of customer or prospect e-mail addresses to send direct promotional messages to, or they can also rent a list of e-mail addresses from service companies. E-mail marketing is a format for e-mail-based campaigns in which standalone advertisements are sent to a targeted lists of recipients. 
2.2.4  Interstitial Adverts
	Although accounting for a relative small portion of internet advertising revenues, interstitials include pop-ups and pop-unders which are the most controversial format of internet advertising. Interstitials are perceived to be intrusive because they put audiences in a forced exposure mode (Cho, et al., 2000). In traditional media, TV commercials are an example of forced exposure because they normally interrupt an audience's viewing process either within or between programs. On the other hand, newspapers ads are examples of voluntary exposure because readers may or may not look at them whenever reading a newspaper. The internet has the capacity to display ads in both voluntary and forced exposure modes. Banner ads are normally viewed in a voluntary fashion like magazine ads though there are complaints about their ubiquity as eyesores on the Web, which cause some users to use ad-blocking filters to avoid the display of banner ads in their browsers (Dalton, 2010).
	Moreover, mobile advertising guidelines created by the Mobile Marketing Association (MMA) include in-app interstitial ads that are integrated into applications rather WebPages. IN 2015, a Google representative stated that he would like to make interstitials a negative ranking factor in Google search.
	Interstitial are full page ads that appears before the destined webpage. They can be further classified as prestitial ads or interstitial ads. A prestitial ad (splash ad, welcome ad) displays before the homepage and an interstitial ad displays between two content pages. Both types work the same way. With Adspeed, you can display any ad or zone as an interstitial ad.
	Interstitial are full screen ads that block out the app’s other content. They often freeze on the screen for a select number of seconds until a “X” out button presents itself.
Pros: Interstitials ads overcome mobile’s biggest hurdle-Limited real estate- by consuming the entire screen. Unlike banner ads, interstitials force users to interact by clicking out or clicking through the ad. Due to these actions, interstitials grab user’s attention and maintain high conversion rates.
Cons: Interstitial ads hinder users from completing a desired action by forcing them to stare at the ad until they can click out. Many users find this irritating, so integrating too many of these mobile ads may lead to app uninstalls. 
	Interstitial ads are full-screen ads that cover the interface of their host app. They’re typically displayed at natural transition points in the flow of an app, such as between activities or during the pause between levels in a game. When an app shows an interstitial ad, the user has the choice to either tap on the ad and continue to its destination or close it and return to the app.
2.2.5 Website Sponsorship
	According to Meenaghan (2001) Website sponsoring can be seen as the buying of ad space on a page in order to get more traffic to your own website to increase your sales. Sponsoring has been around for a long time and it’s not just online, it can be seen everywhere from religious events to cookie sales. When you’re sponsoring something, it usually costs money and you get to put your logo or banner on the website, flyer, product, etc.
	Sponsorship integrates editorial content and advertising. Sponsorships are well suited for the web because the commercial side of the web consists of a series of firms biding for the same target markets.
2.2.6  Overview of Consumer Buying Behaviour 
	Blackwell et al., (2001) define consumer behavior as “the activities people undertake when obtaining, consuming, and disposing of products and services. In the opinion of Blythe (2008) consumer behavior is the dynamic interaction of affect and cognition, behavior, environmental events by which human beings conduct the exchange aspect of their lives.
	Blackwel, et al., (2001); consumer behaviour is the activities people undertake when obtaining, consuming and disposing of product and services.
	Bennett (2007) defines Consumer behaviour as the dynamic interaction of affect and cognition, behaviour, environmental event by which human beings conduct the exchange aspect of their lives.
	Consumer behaviour is the study of how individuals, groups, and organizations select, buy, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants (Kotler & Koller, 2009).
2.2.7  Factor influencing consumer Buying Behaviour 
	A number of researches have been carried out by academics and scholars on identifying and analyzing those factors affecting the consumers’ buying behaviour and as a result, various types of factors have been identified. These factors have been classified into different types and categories in different ways by different authors. For instance, Wiedermann et al., (2007) classified them into internal and external factor. On the other hand, Winer (2009) divided them into social, personal and psychological factors. Despite the fact that they have been classified into different groups by different authors they are similar in scope and purpose (Rao, 2007).
	Lastly, cultural factors affecting consumer behaviour are related to cross-cultural differences amongst consumers on local and global scales. Culture can be defined as “the ideas, customs, and social behaviour of a particular people or society” (Oxford Dictionaries, 2015) and the tendency of globalisation has made it compulsory for cross-cultural differences amongst consumers to be taken into account when formulating and communicating marketing messages.
2.2.8 Consumer Decision Making Process 
	Blackwell et al., (2006) identify the five stages of consumer decision making process as follows: problem/need recognition, information search, evaluation of alternatives, purchase decision made and post-purchase evaluation.
	Each stage is then defined by a number of researchers varying slightly but leading to a common view about what each stage involves. For example, first stage, need recognition occurs when an individual recognizes the difference between what they have and what they want/need to have. This view is also supported by Neal and Questel (2006) stating that need recognition occurs due to several factors and circumstances such as personal, professional and lifestyle which in turn lead to formation of idea of purchasing.
2.2.9 Brand Awareness 
	While studying the business world one can come to know that most of the business’s objective is to enhance their  sales as well as their profits. For this purpose organizations try to encourage people towards its Products and services for purchase and customer lifetime value means steam of purchases over the life time period. 
	Brand awareness passes on that how to aware current and potential customers towards your product and service. Brand awareness is the probability that, consumers are familiar about the availability and accessibility of a company’s product and service. If an organization has a successful brand awareness it means that the products and services of the organization have a good repute in the market and simply acceptable (Gustafson & Chabot, 2007). 
2.2.9 Trial Purchase 
	Oyebode and Anafi (2014) state that consumers may decide to try the product and see if it can satisfy his or her need. This is trial purchase decision. In this situation small size or small quantity may be purchased for trial. If the product proves satisfactory it will now become favorite brand. Product trial is the stage where the consumer “kicks the tires”. Nothing helps a consumer make a decision about your product more than actually trying your product out. There are many ways this is accomplished. For example, your company can provide your consumer with a free trial or a proof of concept campaign. In this stage it is very important to set the customer expectations correctly and deliver on said expectations. 
2.2.11   Brand Loyalty 
	Brand loyalty is very important for the organization to enhance their sales volume, to get premium price, to retain their customers rather than seek.
	There is a significant difference between replicate purchase and brand loyalty because replication purchase is buying of brand frequently and loyalty is the result going on by actions (Bloemer, 2006). Brand loyalty occur when client have significant relation towards the brand expressed by replicate purchase. Such loyalty will be beneficial for the firm because ultimately clients will be agreed to purchase at premium and may also be involved in introducing new client to the firm (Reichheld, 2010).The customers who are brand loyal do not evaluate the brand, they just make a purchase confidently on the basis of their experiences (Sidek, Yee, & yahyah, 2008).There are two types of loyal customers. The behavioral and the emotional, the behavioral customers will become loyal with brand but not emotional however the emotional customers will also be emotional with the particular brand in which they are interested (Jones et al., 2004). 

2.3 	Theoretical Framework
	Advertising is described as any paid form of non personal presentation and promotion of idea by an identifies sponsor. Irrespective of type, advertising is expected to fulfill the basic objectives in terms of creating awareness, generating sales and building positive image. Consumer behavior is concerned with all aspect of purchasing behavior from pro-purchase activities through to post – purchase consumption and evaluation activities. Various authors identified significant number of theories that could explain advertising and consumer behavior phenomena.

2.3.1	    AIDA Model
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Source: Adapted from Schramm, Willbur (1974)
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	Even though the world of advertising has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Advertising and marketing objectives are met by the effective use of this model.
            The phrase AIDA, in marketing communication was coined by American advertising and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.
Theory	
	The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement.  According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
2.3.2 	Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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Source: Adapted from Schramm, Wilbur (1974)
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	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback  is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach  younger audience  who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration.  For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually  change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
2.3.3 Theory of Reasoned Action (Fishbein, 1967)
[image: TRA english.gif]

Source: Adapted from Davis et al,.(1989) 
	The Theory of Reasoned Action (TRA) is a model that finds its origins in the field of social psychology. This model developed by Fishbein and Ajzen (1975) defines the links between beliefs, attitudes, norms, intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (1975) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 1975) 
This theory can be summarized by the following equation: 
Behavioral Intention = Attitude + Subjective norms 
	According to TRA, the attitude of a person towards a behavior is determined by his beliefs on the consequences of this behavior, multiplied by his evaluation of these consequences. Beliefs are defined by the person’s subjective probability that performing a particular behavior will produce specific results. This model therefore suggests that external stimuli influence attitudes by modifying the structure of the person’s beliefs. Moreover, behavioral intention is also determined by the subjective norms that are themselves determined by the normative beliefs of an individual and by his motivation to comply to the norms. 
	TRA also claims that all other factors which influence the behavior only do so in an indirect way by influencing the attitude or subjective norms. Fishbein and Ajzen ( 1975 ) refer to these factors as being external variables. These variables can be for example, the characteristics of the tasks, of the interface or of the user, the type of development implementation, the political influences, the organizational structure, etc. (Davis, Bagozzi and Warshaw,  1989). A meta-analysis on the application of the theory of reasoned action showed that the model can produce good predictions of choices made by an individual when facing several alternatives (Sheppard, Hartwick, and Warshaw,  1988). 
	The theory of reasoned action (TRA) is one of the three classic models of persuasion, and is also used in communication discourse as a theory of understanding. The theory of reasoned action was developed by Martin Fishbein and Icek Ajzen in 1967 and was derived from previous research that began as the theory of attitude. The theory aims to explain the relationship between attitudes and behaviors within human action. TRA is used to predict how individuals will behave based on their pre-existing attitudes and behavioral intentions. An individual's decision to engage in a particular behavior is based on the outcomes the individual expects will come as a result of performing the behavior.
2.3.4		Theory of Planned Behavior (Ajzen 1985)
[image: File:Theory of planned behavior.png]
	Source: Adapted from Davis et al,.(1989) 
	In 1985, Ajzen extended TRA to what he refers as the theory of planned behavior (TPB). This involves the addition of one major predictor—perceived behavioral control. This addition was introduced to account for times when people have the intention to conduct the behavior, but the actual behavior is thwarted because of subjective and objective reasons.[8] In the theory of planned behavior, the attitude, subjective norms, and behavioral control have "important although differently weighted effects on a person's intention to behave".[5]
In spite of the improvement, it is suggested that TRA and TPB only provides an account of the determinants of behavior when both motivation and opportunity to process information are high. Further research demonstrating the casual relationships among the variables in TPB and any expansions of it is clearly necessary.[9] The model also mentions little about the memory process.
Concepts of key variables
Normative beliefs and subjective norms
· Normative belief: an individual's perception of social normative pressures, or relevant others' beliefs that he or she should or should not perform such behavior.
· Subjective norm: an individual's perception about the particular behavior, which is influenced by the judgment of significant others (e.g., parents, spouse, friends, teachers).
Control beliefs and perceived behavioral control
· Control beliefs: an individual's beliefs about the presence of factors that may facilitate or hinder performance of the behavior.[14] The concept of perceived behavioral control is conceptually related to self-efficacy.
· Perceived behavioral control: an individual's perceived ease or difficulty of performing the particular behavior. It is assumed that perceived behavioral control is determined by the total set of accessible control beliefs.
Behavioral intention and behavior
· Behavioral intention: an indication of an individual's readiness to perform a given behavior. It is assumed to be an immediate antecedent of behavior. It is based on attitude toward the behavior, subjective norm, and perceived behavioral control, with each predictor weighted for its importance in relation to the behavior and population of interest.
· Behavior: an individual's observable response in a given situation with respect to a given target. Ajzen said a behavior is a function of compatible intentions and perceptions of behavioral control in that perceived behavioral control is expected to moderate the effect of intention on behavior, such that a favorable intention produces the behavior only when perceived behavioral control is strong.


2.4	Empirical Framework
	Rodgers (2003) investigated the impact of online sponsor relevance from an association perspective. Sponsor relevance means a match between sponsors and sponsees in terms of shared semantic features, as a travel service sponsoring the travel section of a Web site. The results indicate that relevant sponsors are more likely than irrelevant sponsors to elicit stronger recall, brand evaluations and purchase intentions. Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the result suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. These online sponsorship studies from different theoretical perspective all suggest that it is essential for a company to select a fit event, cause or activity to sponsor because the perceived fit affects the outcome of online sponsorship.

2.5	Gap in Literature
	It may appear that people have written much on internet marketing and advertising. Most studies discussed the impact of online sponsor relevance from an association perspectives. Also some studies go further to discuss the perceived corporate motive of online sponsor. Some research actually cover perceived intrusiveness in interstitials as a function of the viewer mode and ad characteristics. 
	As against the above, little or no effort has been made to investigate into how variables such as E-mail advertising, interstitial adverts and website sponsorship affect consumer buying behaviour. This gap is what this research will be carried out to fill.





CHAPTER THREE
METHODOLOGY
3.1	Introduction
	This chapter highlighted the research philosophy, the methods that was adopted by the researcher, how the research design  looked  like, the population of study that was examined and the population size that was randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.2	Research Method
	Research is the process of arriving at dependable solution to a problem through objective planned and systematic collection, analysis, interpretation and reporting of data and information. However, there are various methodologies available for investigating phenomenon in research. The nature of this research necessitated the use of the case study method, in which questionnaire was adopted in collecting data. However, a mixed research method was used for this study, this is because the research measure the effect of internet advertising on consumer buying behavior.
3.3	Research Design
	Parahoo (2001) describes a research design as a plan that describes how, when, and where data are to be collected and analyzed.
	The objective of the study is to examine internet advertising as a promotional tool for influencing consumer buying behavior. It will ensure the extensive use of both primary and secondary data and contact period will be cross sectional, due to time constraint and finance. Also, mixed research method will also be used for this study that is qualitative and quantitative method. This is because, this study will measure the effect of internet advertising as a promotional tool for influencing consumer buying behavior. Primary data will be obtained by administering well-structured questionnaire to the selected organization. 
3.4	Population of the study
	A population is made up of all considered element or subject relating to phenomenon of interest to the researcher. The entire population for this study consists of staff of SLOT Nigeria Limited, Ilorin. The total population estimated for this study is thirty (30).

3.5	Sample size determination
	According to Wimmer and Dominick (2011) sample size is a subset of the population that is, the representative of the entire population. The scope of this study is staff of SLOT Nigeria Limited, Ilorin Branch. According to Stanley (1995), if the population is 30, you study all and Bailey (1995) argued that if the population is 50 study all, but if it is more than this population, you choose the sample to study. Therefore, the target sample size for this study is 30.
3.6	Sampling Techniques
	The sampling technique used in this study is purposeful sampling technique. All members of the population were served with a copy of the questionnaire designed. The data gathered from the sample were presented, analyzed and interpreted, while the result of the findings is assigned to the hypotheses proposed for this study, after which the result is generalized on the entire population of the study. 
3.7	Sample Frame
	As discussed earlier, the total population consists of the staff of SLOT Nigeria Limited Ilorin.




3.8	Sources of data collection
	The data used in this research will be sourced using both primary and secondary data. However, Questionnaire as a primary source of data is designed to gather information from the sample drawn from the population of the study. 
	However, data will be collected by serving a copy of the questionnaires designed to all members of the study sample. The completed questionnaires will be collected on spot or as dictated by respondents.
	However, secondary data will include textbooks, journals, articles and other printed materials.
3.9	Reliability
	To ensure the reliability of the instrument used, variables which emerged from this research topic constructs will be used in designing this questionnaire. 
	However, for the purpose of this research work, Test/retest system of reliability where the questionnaire will be distributed twice to the respondents in order to attain accurate and reliable result for the study will be adopted.
3.10 Validity
	Validity determines whether the research truly measures that which it was intended to measure or how truthful the research results are.
	Face validity sometimes called surface validity will be used in this respect.
	This research will be taken to senior academic officer for proper corrections.
3.11	Ethical Consideration
	Ethical issue can be described as when a researcher embarking on planning of his/her research seeks access to organizations and to individual collect, analyze and report data. The researcher considered the Bryman and Bell (2007) ethical consideration, specification and adhere strictly to codes of ethics throughout the process of conducting the research.
	Participation in surveys was made voluntary to respondent. Respondent was not mandated or coerced to respond. The privacy of the respondent will be respected and not intruded. Disclosure of respondent identity will be avoided in order to prevent intruding on personal information. Also, the researcher will ensure official consent of the responding organization before data are collected in the organization.
	The study will avoid falsification, fabrication and misinterpretation of data, elements of bias will be avoided in presentation of results that will be obtained. Inappropriate use of data such that will affect respondent will be avoided and data that will be collected from respondent will be considered confidential. Also the works of other researchers and authors used in the research will be referenced using America psychological approach (APA.).
3.12	Method of data analysis 
	Data collected will be analyzed using descriptive statistical techniques that is regression analysis with the aid of statistical package for social sciences (SPSS 23.0 version), to test the hypotheses formulated for the study.
	The rationale for using simple regression analysis is because it is a statistical tool that explores the relationship between two variables (dependent and independent variables).













CHAPTER FOUR

DATA PRESENTATION, ANALYSIS, INTERPRETATION AND DISCUSSION OF FINDINGS
4.1	INTRODUCTION
	This section focuses on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and simple percentages. The bio data of the respondents was first dealt with after which the main focus of the study was treated. It should be noted that statistical package for social sciences (SPSS) was used for analyzing frequencies and testing research hypotheses.
4.2	PRESENTATION OF DATA
	A total number of 30 questionnaires were distributed. The total number of 30 copies were collected.
						Response Rate		
	
	Frequency
	Percentage

	Completely filled
	30
	100%

	Incompletely filled
	NIL
	NIL

	Total
	30
	100



4.3	DATA ANALYSIS AND INTERPRETATION
The questionnaire was divided into two parts;
· Demographic data
· Test of questionnaire
4.3.1	ANALYSIS OF DEMOGRAPHIC DATA
TABLE 4.3.1.1 
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	10
	33.3
	33.3
	33.3

	
	female
	20
	66.7
	66.7
	100.0

	
	Total
	30
	100.0
	100.0
	



Source: field survey, 2025

The table above shows the sex distribution of the respondent. It shows that 33.3% are males and 66.7% are also females. The implication implies that there are more female in SLOT Nigeria Ltd. than male.
TABLE4.3.1.2
	Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	10
	33.3
	33.3
	33.3

	
	B.sc/HND
M.sc
	12
 8
	40.0
26.7
	40.0
26.7
	73.3
100.0

	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025

From the table above, 33.3% of the respondents are SSCE holders, 40% are B.sc/HND
Holders, while 26.7% are M.sc holders. This implies that we have more B.sc/HND holders among the respondent.

TABLE 4.3.1.3
	Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	22
	73.3
	73.3
	73.3

	
	Married
	8
	26.7
	26.7
	100.0

	
	Others
	NIL
	NIL
	NIL
	

	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025

From the table above 73.3% of the respondents are single; while 26.7% are married The implication is that SLOT Nigeria Ltd. have more single staff than married. 

TABLE4.3.1.4
	Work Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1-5 years
	26
	86.7
	86.7
	86.7

	
	6-10 years
11years and above
	4
NIL

	13.3


	13.3


	100.0



	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025
From the table above, 86.7% of the respondents are between 1-5 years, while 13.3% are between 6-10 years. This implies that we have more respondents who have work experience between 1-5 years.
4.3.2 TEST OF QUESTIONNAIRE 
In the below tables SD –Strongly Disagree, D- Disagree, U- Undecided, A- Agree and SA- Strongly Agree 
TABLE 4.3.2.1.1 
	E-mail  advertising is more reliable in terms of recall and remembrance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	1
	3.3
	3.3
	3.3

	
	Disagree
	2
	6.7
	6.7
	10.0

	
	Undecided
	4
	13.3
	13.3
	23.3

	
	Agree
	8
	26.7
	26.7
	50.0

	
	strongly agree
	15
	50.0
	50.0
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025
		
The table above shows the opinion of respondents on whether E-mail advertising is more reliable in terms of recall and remembrance, 1% strongly disagree, 2% disagree, 4% undecided, 8% agree and 15% strongly agree. It implies that the respondent strongly agree that E-mail advertising is more reliable in terms of recall and remembrance.  


TABLE 4.3.2.1.2
	E-mail advertising creates brand awareness

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	6.7
	6.7
	6.7

	
	Disagree
	3
	10.0
	10.0
	16.7

	
	Undecided
	8
	26.6
	26.6
	43.3

	
	Agree
	2
	6.7
	6.7
	50.0

	
	strongly agree
	15
	50.0
	50.0
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025
The table above shows the opinion of respondents on whether E-mail advertising creates brand awareness, 6.7% strongly disagree, 10.0% disagree, 26.6% undecided, 6.7% agree and 50.0% strongly agree. It implies that the respondent agree that E-mail advertising creates brand awareness.
TABLE 4.3.2.1.3
	The rate of brand awareness is usually high with the use of e-mail advertising

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	6.7
	6.7
	6.7

	
	Disagree
	5
	16.6
	16.6
	23.3

	
	Undecided
	18
	60.0
	60.0
	83.3

	
	Agree
	2
	6.7
	6.7
	90.0

	
	strongly agree
	3
	10.0
	10.0
	100.0

	
	Total
	30
	100.0
	100.0
	



Source: field survey, 2025

The table above shows the opinion of respondents on whether the rate of brand awareness is usually high with the use of e-mail advertising, 6.7% strongly disagree, 16.6% disagree, 60% undecided, 6.7% agree and 10% strongly agree. It implies that the respondent undecided that the rate of brand awareness is usually high with the use of e-mail advertising.
TABLE 4.3.2.1.4
	It  is inexpensive when considering the ratio of cost to the reach of the target audience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	6.7
	6.7
	6.7

	
	Disagree
	3
	10.0
	10.0
	16.7

	
	Undecided
	11
	36.7
	36.7
	53.4

	
	Agree
	10
	33.3
	33.3
	86.7

	
	strongly agree
	4
	13.3
	13.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: field survey, 2025

The table above shows the opinion of respondents on whether it is inexpensive when considering the ratio of cost to the reach of the target audience, 6.7% strongly disagree, 10.0% disagree, 36.7% undecided, 33.3% agree and 13.3% strongly agree. It implies that more respondent are undecided that it is inexpensive when considering the ratio of cost to the reach of the target audience.

TABLE 4.3.2.1.5
	E-mail advertising is an important medium of marketing communication for building and maintaining closer relationship with customer

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	3
	6.0
	6.0
	6.0

	
	Undecided
	10
	20.0
	20.0
	26.0

	
	Agree
	22
	44.0
	44.0
	70.0

	
	strongly agree
	15
	30.0
	30.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025

The table above shows the opinion of respondents on whether E-mail advertising is an important medium of marketing communication for building and maintaining closer relationship with customer, 6% disagree, 20% undecided, 44% agree and 30% strongly agree. It implies that more respondent agree that E-mail advertising is an important medium of marketing communication for building and maintaining closer relationship with customer.
TABLE 4.3.2.2.2
	Interstitial advert is very useful in encouraging trial purchase. 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	3
	6.0
	6.0
	6.0

	
	Disagree
	5
	10.0
	10.0
	16.0

	
	Undecided
	13
	26.0
	26.0
	42.0

	
	Agree
	17
	34.0
	34.0
	76.0

	
	strongly agree
	12
	24.0
	24.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025

The table above shows the opinion of respondents on whether Interstitial advert is very useful in encouraging trial purchase. , 6% strongly disagree, 10% disagree, 26% undecided, 34% agree and 24% strongly agree. It implies that the respondent agree Interstitial advert is very useful in encouraging trial purchase. 
TABLE 4.3.2.2.3
	Interstitial advert leads to sales generation. 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	4
	8.0
	8.0
	8.0

	
	Disagree
	5
	10.0
	10.0
	18.0

	
	Undecided
	10
	20.0
	20.0
	38.0

	
	Agree
	8
	16.0
	16.0
	54.0

	
	strongly agree
	23
	46.0
	46.0
	100.0

	
	Total
	50
	100.0
	100.0
	



Source: field survey, 2025
Table 4.3.2.2.3 shows the opinion of respondents on whether Interstitial advert leads to sales generation. , 8% strongly disagree, 10% disagree, 20% undecided, 16% agree and 46% strongly agree. The table implies that the respondent strongly agree that Interstitial advert leads to sales generation. .
TABLE 4.3.2.2.4
	Forced exposure ads such as interstitial pop-ups and pop-under are on decline in recent years as a result of increased resistance by internet users.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	3
	6.0
	6.0
	6.0

	
	Disagree
	2
	4.0
	4.0
	10.0

	
	Undecided
	9
	18.0
	18.0
	28.0

	
	Agree
	21
	42.0
	42.0
	70.0

	
	strongly agree
	15
	30.0
	30.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025

The table above shows the opinion of respondents on whether Forced exposure ads such as interstitial pop-ups and pop-under are on decline in recent years as a result of increased resistance by internet users., 6% strongly disagree, 4% disagree, 18% undecided, 42% agree and 30% strongly agree. It implies that the respondent agree that forced exposure ads such as interstitial pop-ups and pop-under are on decline in recent years as a result of increased resistance by internet users..
 
TABLE 4.3.2.3.1 
	Consumers find interstitial adverts annoying when searching for specific information.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	2
	4.0
	4.0
	4.0

	
	Undecided
	17
	34.0
	34.0
	38.0

	
	Agree
	13
	26.0
	26.0
	64.0

	
	strongly agree
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
Table 4.3.2.3.1 shows the opinion of respondents on whether Consumers find interstitial adverts annoying when searching for specific information, 4% disagree, 34% undecided, 26% agree and 36% strongly agree. It implies that the respondent strongly agree that Consumers find interstitial adverts annoying when searching for specific information.
	.TABLE 4.3.2.3.2
Consumers pay attention to interstitial adverts only when surfing through the net.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagree
	8
	16.0
	16.0
	16.0

	
	Undecided
	9
	18.0
	18.0
	34.0

	
	Agree
	17
	34.0
	34.0
	68.0

	
	strongly agree
	16
	32.0
	32.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025

The table above shows the opinion of respondents on whether Consumers pay attention to interstitial adverts only when surfing through the net., 16% disagree, 18% undecided, 34% agree and 32% strongly agree. It implies that the respondent agree that Consumers pay attention to interstitial adverts only when surfing through the net..
TABLE 4.3.2.3.3
	Website sponsorship has significant effect on brand loyalty. 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	5
	10.0
	10.0
	10.0

	
	Disagree
	11
	22.0
	22.0
	32.0

	
	Undecided
	8
	16.0
	16.0
	48.0

	
	Agree
	15
	30.0
	30.0
	78.0

	
	strongly agree
	11
	22.0
	22.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table above shows the opinion of respondents on whether Website sponsorship has significant effect on brand loyalty, 10% strongly disagree, 22% disagree, 16% undecided, 30% agree and 22% strongly agree. It implies that the respondent Website sponsorship has significant effect on brand loyalty. 
TABLE 4.3.2.3.4
	Website sponsorship is a means for building customers long term commitment.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	2
	4.0
	4.0
	4.0

	
	Disagree
	3
	6.0
	6.0
	10.0

	
	Undecided
	10
	20.0
	20.0
	30.0

	
	Agree
	12
	24.0
	24.0
	54.0

	
	strongly agree
	23
	46.0
	46.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025

From the above table, it shows the opinion of respondents on whether Website sponsorship is a means for building customers long term commitment, 4% strongly disagree, 6% disagree, 20% undecided, 24% agree and 46% strongly agree. The table shows that the respondent strongly agrees that Website sponsorship is a means for building customers long term commitment..
4.4 TEST OF HYPOTHESIS
Re-statement of hypotheses
HO1: 	E-mail advertising does not create brand awareness
Hi1: 	E-mail advertising creates brand awareness
H02: 	Interstitial adverts does not encourage trial purchase
Hi2:	Interstitial adverts encourages trial purchase
HO3: 	Website Sponsorship cannot be employed to build brand loyalty
Hi3: 	Website Sponsorship can be employed to build brand loyalty 
Ho1: 	E-mail advertising does not create brand awareness
H02: 	E-mail advertising creates brand awareness

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.075a
	.006
	-.015
	2.90331

	a. Predictors: (Constant), E-mail advertising


	

ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	2.277
	1
	2.277
	.270
	.606b

	
	Residual
	404.603
	48
	8.429
	
	

	
	Total
	406.880
	49
	
	
	

	a. Dependent Variable:  Brand Awareness

	b. Predictors: (Constant),  E-mail advertising




The result from the model summary table above shows the relationship between E-mail advertising and brand awareness in SLOT Nigeria Ltd. to be 0.6% (R square 0.006). The Anova table shows the Fcal as 0.270 at 0.606 level of significance. This implies that E-mail advertising create brand awareness in SLOT Nigeria Ltd. Therefore, we reject the null hypotheses and accept the alternative hypotheses.

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	20.718
	2.720
	
	7.616
	.000

	
	E-mail advertising
	.076
	.146
	-.075
	-.520
	.606

	a. Dependent Variable: Brand Awareness



[bookmark: _GoBack]The coefficient table above shows a simple model that expresses that E-mail advertising create brand awareness in SLOT Nigeria Ltd. The model shows the constant and B which is the value of coefficient. Values from the table above for every increase in Brand Awareness, E-mail advertising contributed 7.6% (0.076). Thus we reject the null hypotheses.
Hypotheses 2
H01: 	Interstitial adverts does not encourage trial purchase
H02:	Interstitial adverts encourages trial purchase
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.075a
	.006
	-.015
	2.90335

	a. Predictors: (Constant), Interstitial adverts



	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	2.266
	1
	2.266
	.269
	.607b

	
	Residual
	404.614
	48
	8.429
	
	

	
	Total
	406.880
	49
	
	
	

	a. Dependent Variable: Trial purchase

	b. Predictors: (Constant), Interstitial adverts


The result from the model summary table above shows the relationship between Interstitial adverts and trial purchase of customers to be 0.6% (R square 0.006). The Anova table shows the Fcal as 0.269 at 0.607 level of significance. This implies that Interstitial adverts encourage trial purchase. Therefore, we reject the null hypotheses and accept the alternative hypotheses.

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	20.363
	2.053
	
	9.919
	.000

	
	Interstitial adverts
	.061
	.117
	-.075
	-.518
	.607

	a. Dependent Variable: Trial purchase


The coefficient table above shows a simple model that expresses that Interstitial adverts encourages trial purchase. The model shows the constant and B which is the value of coefficient. Values from the table above, for every 100% increase in customers trial purchase, interstitial adverts contributed 6.1% (0.061). Thus we reject the null hypotheses.
Hypotheses 3
H01: 	Website Sponsorship cannot be employed to build brand loyalty
H02: 	Website Sponsorship can be employed to build brand loyalty 

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.209a
	.044
	.024
	3.45673

	a. Predictors: (Constant), Website Sponsorship

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	26.128
	1
	26.128
	2.187
	.146b

	
	Residual
	573.552
	48
	11.949
	
	

	
	Total
	599.680
	49
	
	
	

	a. Dependent Variable: brand loyalty

	b. Predictors: (Constant), Website Sponsorship



The result from the model summary table above shows the relationship between Website Sponsorship and brand loyalty to be 4.4% (R square 0.044). The Anova table shows the Fcal as 2.187 at 0.146 level of significance. This implies that Website Sponsorship can be employed to build brand loyalty. Therefore, we reject the null hypotheses and accept the alternative hypotheses.
	
Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	14.185
	3.239
	
	4.380
	.000

	
	Website Sponsorship
	.257
	.174
	.209
	1.479
	.146

	a. Dependent Variable: Brand loyalty


	The coefficient table above shows a simple model that Website Sponsorship can be employed to build brand loyalty. The model shows the constant and B which is the value of coefficient. Values from the table above for every 100% increase in brand loyalty, productivity contributed 25.7% (0.257). Thus we reject the null hypotheses.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1	Introduction
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
The purpose of this study is to examine internet advertising and its impact on consumer buying behavior in SLOT Nigeria Ltd. Three hypotheses were put forward in the course of the research which were tested using regression analysis.
5.2	Summary of the Work
This research work started with the chapter one, the introductory part discussing the background of the study. This was followed by a clear definition of the statement of research problem that the researcher has observed. Objectives were drawn out to address the overriding objective- to examine internet advertising and its impact on consumer buying behavior in Nigeria. The research objectives form the basis for the research questions and hypotheses. This was done through the operationalisation of the two constructs (internet advertising and consumer buying behavior) 
Under internet advertising, variables were e-mail advertising, interstitial adverts and website sponsorship while for consumer buying behavior, the variables were brand awareness, trial purchase and brand loyalty.
The aforementioned variables were emphasized in the literature review section to provide a clearer understanding as regards the measurability and relations to their respective constructs. The works of scholars were reviewed to provide more depth to the understanding of the chosen topic. The literature review section examined conceptual frameworks of the constructs and their variables; theoretical framework and empirical framework as well as the gap in literature. 
5.3	Findings
The findings for this study are divided into two parts namely: theoretical findings and empirical findings. The theoretical findings are abstracted from the literature review in chapter two while the empirical findings are derived from data generated from the field by the researcher.
5.3.1	Theoretical Findings
This study reviewed some theories which are in one way or the other related to the subject-matter. These theories are AIDA MODEL (Lewis,1800), Social Marketing Theory (Wilber,1974), Theory of Reasoned Action (Fishbein,1967) and Theory of Planned Behavior (Ajzen,1985).

Lewis (1800) through his model called AIDA MODEL revealed that the model talks about the different phases through which a consumer goes before going to buy a product or service   According to him the acronym stands for Attention, Interest, Desire and Action.  These are the four stages that a consumer goes through when watching or viewing an advertisement. The role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product. Advertising and marketing objectives are met by the effective use of AIDA MODEL.  

	Another theory reviewed in this study is the Social Marketing Theory by Wilber (1974). This theory focuses on how socially valuable information can be promoted. Social and welfare organizations use this theory to promote and discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and directed through the channel that will be easily accessible to the intended audience.

	Furthermore, Theory of Reasoned Action of Fishbein (1967) was also reviewed. The theory defines the links between beliefs, attitudes, norms, intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (1975) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 1975) 

	Notwithstanding the above Ajzen (1985) Theory of Planned Behavior is also reviewed in this study. Ajzen extended TRA to what he refers to as the theory of planned behavior. This involves addition of one major predictor-perceived behavioral control. This addition was introduced to account for times when people have intention to conduct the behavior, but the actual behavior is thwarted because of subjective and objective reasons. In this theory attitude, subjective norms, and behavioral control have important although differently weighted effects on a person’s intention to behave. 
5.3.2 Empirical Findings 
1. The firm consists more of female than male as the frequency distribution from the research conducted shows that 33.3% are male and 66.7% are female. In addition to this, most of the staffs are single (73.3%).
2. Most of the staffs are within the work experience of 1-5 years which constitutes 86.7% of the whole respondents.
3. The study found out that E-mail advertising creates brand awareness in SLOT Nigeria Ltd. 
4. The study also found out that Interstitial adverts encourages trial purchase.
5. The study also found out that Website Sponsorship can be employed to build brand loyalty.
5.4     Conclusion
This study has examined the internet advertising and its impact on consumer buying behavior in SLOT Nigeria Ltd. The results of this study revealed that there is strong relationship between Website Sponsorship and brand loyalty. On the basis of the findings of this study, it can be concluded that internet advertising has positive effect on consumer buying behavior. The study found that internet advertising allows consumers to have sense of belonging as e-mail advertising creates the awareness of the firms’ brand to the consumers. It is concluded that e-mail advertising and interstitial adverts are the best form of advertisement for on-line companies as both make them to be relevant in the global and competitive environment.
5.5 Recommendations
Based on the findings of the study, the following recommendations are made: 
Firms should take advantage of the increasing number of internet users in fulfilling the basic objectives of advertising in terms of creating awareness, generating sales and building positive image.
Organizations are advised to put AIDA model into effective use in all internet related advertisements as it is established to be capable of meeting advertising and marketing objectives.
To embrace website sponsorship as it helps in creating and building long term commitment
Prospect current needs should be clearly understood before running e-mail advertising and interstitial adverts.
5.5.1 Suggestions for Further Studies
This research work focused on internet advertising and its impact on consumer buying behavior in SLOT Nigeria Ltd. The study examined the effect of  internet advertising and its impact on consumer buying behavior variables (E-mail advertising, interstitial advertising, brand loyalty, brand awareness, website sponsorship and trial purchase) on the firm performance. The researcher hereby suggests that further studies in the research topic be carried out using more advertising strategic variables.
5.5.3 Contribution to Knowledge
The study will be useful for managers to know the form of advertising that suit different situations as well as making the firm to be effective and efficient in its operation. Firms can use the result of the findings to make decisions that will help them to sustain or increase their chances of success. It is envisaged that this research work will educate the general public on the benefits of internet advertising variables to buying decision process and therefore assist them in making purchase decision. The study will also serve as resources base for other scholars and researchers interested in carrying out further research on this or similar topic.
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