CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
In recent years, the advent of online advertising has revolutionized marketing strategies across industries. The accessibility and pervasive nature of online platforms, including social media, search engines, and other digital channels, have transformed the ways in which businesses promote their products and engage with consumers. This shift in advertising landscapes presents both opportunities and challenges for local fabric producers and marketers seeking to reach broader consumer segments.
Moreover, consumer behavior in response to advertisements has become a focal point for marketers and researchers. Understanding how online advertisements influence consumer perceptions, preferences, and purchasing decisions concerning local fabrics is pivotal Various studies have explored the impact of digital advertising on consumer behavior in different sectors, unveiling valuable insights into the effectiveness of online promotional strategies.
In today’s day and age, it is irrefutable that advertising is a form of marketing that has captured the attention of predominant consumers throughout the world. With regards to the merchandise (fabrics) industry, since global developments and lifestyle changes are being made, the retail sector business models and strategies have changed. With the influence of electronic devices like smartphones and tablets, digital marketing has reached a new platform for consumers. Technological changes are continuously taking place. (Watson, 2013) According to Kozinnets, Andrea, Sarah & Valack, they found that both the social media and social media platforms contribute to every stage of the consumer decision making process model. Therefore, the “fashion conscious” people that are adherently with internet usage will be aware quicker than the others that usually derive information from any of traditional mediums. Traditional media such as printed media, radio, television advertising are replaced by social media advertising which has become an important channel of the marketing campaign” (Stephanie Agresta, 2010).
Online advertising is known as online marketing, Internet advertising, digital advertising or web advertising, is a form of marketing and advertising which uses the Internet to promote products and services to audiences and platform users (Wikipedia). A Online advertising is a form of communication which is utilized to persuade a specific group take some new action using online platforms such as Facebook. Twitter, instagram, TikTok and so on. Advertising is well-thought-out as a main and important element in the economic growth of the dealers and different businesses in competition (Ryans, 1996). Advertising is usually a paid form of promotional material by some sponsor and reached through various traditional media such as television, commercial, radio ad, outside advertising, newspaper editor, magazine mail or modern media such as blogs, websites and text message.

However, the developments and technological improvements have turned advertising to a more pervasive and stronger in its impact and effect (Allen, 2001). Early advertisers assumed that advertising could be very powerful what is read “comes via and strongly achieves the supposed and persuasive goals as “the early bullet or hypodermic needle” modes of conversation which has given upward push to the earliest idea of verbal exchange results, “who tells what to whom through what medium with what impact” outcomes of track on advertising effectiveness became studied via Gerald j. Gornin 1982. Present advertising is advanced with the development of mass production in the overdue 19th and early twentieth centuries. After the fulfillment of print advertising, the concept of radio advertising and marketing prevailed this turned into then exceeded out by way of the video marketing. Within the late Nineties the private television network initiated the trend of having provides. With the approaching of the 21st century the web marketing has dominated the sector market location and consumer community as properly. These days, the online advertising has proved its outcomes and impact on customers’ shopping for behaviours and marketer wishes all around the world.
Moreover, consumer behavior in response to advertisements has become a focal point for marketers and researchers. Understanding how online advertisements influence consumer perceptions, preferences, and purchasing decisions concerning local fabrics is pivotal. Various studies have explored the impact of digital advertising on consumer behavior in different sectors, unyeiling valuable insights into the effectiveness of online promotional strategies
Despite the extensive research on online advertising’s impact, limited empirical studies specifically concentrate on the local fabric industry. Consequently, there exists a research gap regarding the assessments of online advertisements’ influence on consumers’ perceptions and purchasing behavior regarding local fabrics. This study aims to bridge this gap by investigating the dynamics between online advertisements and consumers of local fabrics, thereby contributing to a deeper understanding of the role played by digital marketing in promoting these culturally significant products.
Through a comprehensive analysis of consumer responses, preferences, and attitudes towards online advertisements promoting local fabrics, this research endeavors to shed light on the intricate relationship between digital marketing strategied consumer behavior within the niche market of indigenous textile products.
1.2 Statement of the Problem
It is a known fact that online advertisements use persuasive techniques to appeal to consumers’ sense of buying. It is also inevitable that online advertisements have a lot of influence on human behaviour. This influence may be either positive or negative. The kind of influence depends on the kind of advertisement.
Many a time, consumers have turned down the content of advertisements due to various reasons. Some consumers maintain that the information content of the advert is not enough, while some say that the information content of the advert does not reveal the contents of the product.
Based on the context, this study is going to find out the impact of online advertising on consumer buying behavior with special reference to the consumers of local fabrics.
1.3  Objectives of the Study
i. To examine the usefulness of online adverts.
ii. To find out if online adverts have effects of consumers of local fabrics’ behavior.
iii. o study the impact of online advertisement on the consumers of local fabrics.
iv. To find out the types of age group that mostly receives online advert messages toward local fabrics.
1.4  Research Questions
1. What is the usefulness of online advert?
2. What impact do online advertisements have on consumers of local fabrics?
3. Do online adverts have effects on consumer of local fabrics’ behavior?
4. Do online advertisements influence the opinion of consumers of local fabrics on their purchasing behavior?
1.5  Significance of the Study
The present research report is focusing on quantifying the impact of online advertising on consumers of local fabrics, which raises the consumers’ intentions towards the product and buying behaviors. The buying behavior is strongly inspired by using the icon of the product that is constructed by way of the advertisers.
In addition, the result of the study will be of immense benefit to advertisers of local fabrics and other textile products as it willprovide a guide on planning, production and placement of online advertisements for theproduct. .
1.5 Scope of the Study
The scope of this study is restricted exclusively to the resident of Ilorin east LG. The purpose for selecting this resident is to ensure easy data collection due to financial constraints and limited time.
1.6  Limitations of the study:
The research seeks to go as far as to identify the extent to which impact online advertising has on consumers of local fabrics. However, it was limited by factors such as:
a) Inadequate time: The project submission deadline hindered the researcher’s ability to gather enough information from all relevant sources. Also, during the time of conducting this study,
The researcher was engaged in other academic activities..
(b) Lack of enough funds and resources.
(c) The possibility of some respondents giving false answer
1.7  Definition of  Key Terms
In this research work, the terms defined reflect how the researcher wants them to be understood in the context of this work.
1. Impact: A cognitive factor that tends to have an effect on an action, behavior or way of thinking.
2. Online advertisement: is also known as web advertising or internet advertising, is a marketing strategy that uses the Internet as a channel for sending promotional messages to consumers.
3. Consumer Behavior: The response of consumer having been exposed to internet advertisement, It refers to the actions of the consumers in the marketplace and the underlying motives for those actions.
4. Assessment: the action or an instance of making a judgment about something.
5. Fabric: A cloth produced especially by knitting, weaving, or felting fibers.







CHAPTER TWO
LITERATURE REVIEW
2.1. Conceptual framework
A conceptual framework is a description of the way a researcher understands the factors and/or variables that are involved in the study and their relationships to one another. The purpose of a conceptual framework is to articulate the concepts under study using relevant literature (Rocco and Plakhotnik, 2009)and to clarify the presumed relationships among those concepts (Rocco and Plakhotnik, 2009; Anfara and Mertz, 2014).
A conceptual framework is a structure of interrelated concepts that provides a basis for understanding, studying, and analyzing a specific phenomenon. For the impact of online advertising on consumers of local fabrics, the conceptual framework could include the following components:
2.1.1 The Concept of Online Advertising.
Online advertisement is a promotional tool that uses the internet and world wide web to deliver marketing messages to attract customers (Tutaj, 2012). Ha (2017) defines online advertising as deliberate messages placed on third-party web sites, including search engines and directories available through internet access. The author adds that online advertising can be categorized into a variety of functions, including creating awareness, attractiveness and visual image and slogans. Online advertising is a form of promotion that uses the internet and world wide web to deliver marketing messages to attract customers.
Example of online advertising includes contextual ads on search engine results pages, banner ads, blogs, rich media ads, particular networking advertising, interstitial ads, online classified advertising, advertising networks and e-mail marketing, including e-mail spam etc.
Online advertising can be ‘considered as a valid option 16 traditional media and the reach and frequency acts as the standard measures for evaluating the effectiveness of online advertising (Dreze, 1998). The attention of the online consumers can be retained longer with the multimedia goncept of the web which expose to more entertaining and exciting (Ghose& Duo, 1998). The most important barrier for online advertising acts to be the no proof of ROI or other effectiveness measure (Bush & Harris, 1998). Online advertising equips the marketers with powerful weapons of communication which plays a vital role in creating an effective branding conveyance. The information and data can be displayed in a number of ways such as text, images, videos, and sound and thus results to be a flexible medium. The businesses are shifting to the online or virtual business as the marketing strategy are changing with the new trends of technology, intending to focus on online advertising.
Online advertising is being important and interesting to be understood since the rapid development of digital channel and the amount of internet users. It is also being important remembering nowadays people use more than one screen devices that may be consist of mobile device, personal computer, or television in one time to perform their task. Online advertising gives opportunity to expand the market. On the consumer’s perspective, online advertising gives opportunity to directly interact with the company. Therefore, this study aims to explore understanding of online advertising and its effectiveness both from consumers and advertiser’s point of view.
2.1.2 Types of Internet Advertisement
As the internet evolves, so do online advertising options. Today, there are many different types of advertising that you can integrate into a digital marketing strategy. As the landscape of digital advertising changes, it is important to stay up to date on the latest trends, techniques, and strategies. These different online advertising options can be combined to form a 360° campaign, or they can be used individually.
1. SEM (Search Engine Marketing) & SEA (Search Engine Advertising)
SEM is a broad term encompassing all the strategies used to improve visibility in search engines. This includes SEA, or paid advertising, which appears at the top of search engine results pages (SERPs). By creating an ad with a compelling title, description, and straightforward call to action, you can effectively capture the attention of your target audience. Your ad will be displayed based on the quality of your website and the established CPC (Cost Per Click). SEM is an excellent option if you are looking for a way to reach a large audience of potential customers quickly and easily.
2. Native Advertising
This term is associated with a less conventional type of online advertising designed to blend in with the surrounding content. It uses a strategy that shies away from banner ads or sponsored content to gain users’ trust by offering solutions to their problems or interesting content. This means that the ad looks and feels like the other content on the page, so users are less likely to ignore it. For instance, you can create a blog where you talk about topics related to your sector and include something useful for your users rather than just focus on advertising. The benefits of native advertising include increasing engagement, better click-through rates, improving brand image, and creating more conversations. The best thing about native advertising is that it is not intrusive; therefore, it’s more highly valued by the general public and people who use ad blockers.
3. Display Advertising
This format involves placing graphic ads on websites, social media platforms, and other online properties. They are aptly named ‘display ads’ because they are prominently placed within specific sections of websites, such as blogs. These ads can be obtained through direct purchases or platforms like Google Adwords. The cost is typically calculated based on CPC (Cost Per Click) or CPM (Cost Per Thousand Impressions), allowing you the option to choose the most suitable pricing model for your campaigns.
4. Mobile Advertising
Mobile advertising is crucial in any effective marketing strategy considering the ubiquity of smart phones and tablets. To maximize the impact of your advertising campaigns, adapt them to mobile platforms or utilize a responsive design that ensures optimal viewing across all screens. In today’s digital landscape, investing in mobile platforms expands your reach, improves user interaction, and increases your website’s SEO through Google’s Mobile First algorithm. Embracing mobile advertising unlocks many benefits for your business.
5. Social Media Advertising
Social media is an integral part of our everyday lives. Creating ad campaigns on these platforms is essential for generating brand awareness and acquiring potential new customers. Social networks offer extensive segmentation possibilities, making them ideal for targeting specific audiences with new products and services. Whether your goal is to drive conversations or to implement a branding strategy. Social media advertising is a great choice.
6. Email Marketing
Email marketing is a tried-and-true method of reaching your target audience and generating leads. It is also a cost-effective way to advertise, as you only pay when someone opens your email. With the right tools and strategy, you can see a high return on investment from your email marketing campaigns.
2.1.3 EFFECTS OF ONLINE ADVERTISING ON CONSUMERS
Online advertising offers some advantages for consumers. Consumers who want to look for product references or find information before purchasing do not need to pay for magazines or newspapers. Consumers also receive useful information so they do not have to spend time searching for information about the product or service they want to buy Several studies have found that many internet users avoid online advertising because it is considered annoying. The study from Kelly, Kerr, and Drennan (2019) stated that avoidance towards advertisements by internet users occurred because it was not relevant to the interests and themessages was considered untrustworthy online advertising methods including banners, pop-ups, and pop-under irritate Internet consumers. This is unexpected because conventional media, such as television advertisements, has long been chastised for being obtrusive and the leading source of aggravation from advertising. According to studies, internet consumers are more goal-oriented and assess online advertising harsher than advertisements in traditional media. Users’ unfavorable perceptions of obtrusive advertisements cause them to abandon the website.
According to a Jupiter Research poll, 69 percent of visitors find pop-ups irritating. And 23 percent say they would not return to the site because of the advertisements.
Users’ sentiments toward ads, corporate branding, and website environments are beginning to erode as a result of their demand for quick gratification and their inability to fulfil their tasks while online. Intrusive online ads are likened to a television viewer who is unable to leave the room or change the channel during a commercial; users are discouraged and helpless because there is little they can do to avoid these ads other than interrupt their task, scroll past ads, or close pop-up/pop-under windows.
2.1.4: BENEFITS OF ONLINE ADVERTISING
Online advertising, however, is much less expensive and reaches a much wider audience and will probably give you more profit than traditional advertising. It has a lot of advantages that traditional advertising haven’t even dreamed about. This new form of advertising gives such wide possibilities, that it makes your head spin: video advertising, advertising on social networks, mobile advertising, e-mail advertising, banner advertising, Google Search advertising and a lot more. These are the benefits of online advertising:
1. Less Expensive: A main benefit of online advertising isthat it has a much affordable price when compared with the traditional advertising costs. On the internet, you can advertise at a way more inexpensive cost for a much wider audience.
2. Wider Geographical Reach: Online advertising gives your campaigns global coverage, which helps your online campaigns reach more audiences. This will definitely help you achieve superior results via your online advertising strategy.
3. No Rigorous Payment: This is another appealing benefit of online advertising. In traditional advertising you have to pay the full amount of money to the advertising agency, no matter the results. In online advertising however, you have to pay only for the qualified clicks, leads or impressions.
4. Easy Result Measurement: The fact that it’s so easy to measure makes online advertising more appealing than the traditional advertising methods. You can find a lot of effective analytics tools in order to measure online advertising results, which helps you know what to do and what not to do in your following campaigns.
5. More Targeted Audiences: In comparison with traditional advertising, online advertising helps you to easily reach the targeted audience, which leads to your campaign’s success.
6. Speed: Online advertising is faster than any of the offline advertising activities and you can start sending out your online ads to a wider audience, the moment you start your advertising campaign. So if you have a large targeted audience online at the time of triggering your online advertisements, then your ad will be served to majority of the audience in no time
2.1.5 Disadvantage of online advertising
Customers Ignore Ads
Consumers are so used to seeing advertising on television, hearing radio commercials and flipping through advertisements in magazines, they’ve developed an aversion to all forms of advertising. This is also the case with online advertising. Where consumers can avoid clicking banner advertisements, bypass ads in online videos they watch and close pop-up advertisements as soon as they come up on their screens. Customers are in control of which advertising messages they want to click and respond to.
Technical Viewing Problems
Website downtime, lags in website or video loading and browser complications can reduce the number of times consumers see online advertisements and how well they see them. When technical issues occur, companies lose the opportunity to broadcast advertisements for their products and services and may lose potential sales. Viewing problems can occur because of problems with a website or if a consumer is using a smart phone or other mobile device to view a website, has a slow connection speed or does not have the correct applications and programs installed on his computers for proper viewing  
Consumers Get Distracted
When customers visit a website they typically have a goal in mind, whether it’s to catch up on the latest celebrity gossip, read the news, chat with friends, download music or shop for a specific item. Websites present customers with various options that can easily distract them and pull their attention from your online advertisements.
Too Many Options
The Internet offers a wide range of websites on which companies can place advertisements. This can be overwhelming, especially for small business owners.
With so many options, it’s difficult to narrow down the choices to the websites that will attract the most potential customers and sales.
Ad Fatigue:
Ad fatigue occurs when customers become overwhelmed with the number of ads they see online, resulting in reduced engagement with ads.
2.1.6 Corporate Website as means of Advertising
A corporate website is a website used by organizations to transmit information about their products or services. There is disagreement among marketers whether corporate websites shouldbe considered as an advertising media, but in recent years there has been a growing consensus that it should. A study conducted by Singh and Dalal (1999) showed that companies websites can perform similar functions (to inform and to persuade) as other media network and should therefore legitimately be considered as an advertising medium.
Singh and Dalaal (1999) explained that a website advert differs from a traditional advert in essential ways. For instance, it is accessible to the consumer on-demand at any time of the day, and a surfer may as well visit a web site from any place. Furthermore, a website offers a user the ability to interact with the site and to navigate to various pages. A company can as well make tremendous amounts of information available on its website using a combination of media, text, graphics, And video. Moreover, the content of a company’s website can be continually updated.
Designing useful advertising messages is a key ingredient in creating an ideal customer. The website must provide the right information content, and it should have a design and outlook thatpersuades a viewer to explore the site as well as engage in other favorable behaviors such as bookmarking the page and revisiting the site. If the website fails in its informative/persuasive role, the visitor is likely to move on to other attractive sites
2.1.7 Online Advertising Credibility
Credibility is the consumer’s perception towards the credibility, trustworthiness, believability, and convincible of an online advertisement. Şalem, Che and Mohamad (2016) perceivedadvertisement credibility influences customer’s purchase decision. Consumers who use the internet are more concerned about risks to privacy. This is because consumers provide personal information about themselves. This personal information can be accessed by unauthorized users (Dwyer, Hitiz& Passerini, 2007). Perceived privacy risk can be defined as the consumer’s perception of risk when marketers attempt to collect, use or distribute information about consumers and their behavior (Myerscough, Lowe & Alperty/2006). Customers are faced with the risk of their private information being accessed by unauthorized users because the information can easily be transferred between social media sites (Rose. 2011).
According to Dinev, Hart and Smith (2013), customers perceived privacy risk could be reduced by providing customers with control (over their information) and by increasing their level of trust. Zimmer, Arsal, Al-Marzoug and Grover (2010) established that information relevance directly influences perceived risk. When a consumer perceives the information being collected as relevant, their level of perceived risk is reduced, and therefore they are more willing to give personal information. Marketers using third-party social media channels should ensure that their marketing campaigns don’t encourage any party to involve in practices that would violate the social media company’s privacy policy. At the same time, marketers should also ensure that they are abiding by the policies as well. Furthermore, companies that administer their websites or other social media platforms should maintain comprehensive policies that disclose the company’s data collection, use, and storage practices, and any responsibilities that third parties have regarding privacy and data security (Steinman & Hawkins, 2010).
Trustworthiness is consumers’ confidence in the source, which includes the characteristics ofhonesty, objectivity and good faith. Trust influences online purchaser and enhances the customer’s intention to buy (McCole, Ramsey, & Williams, 2010). Souter and Kerretts-Makau(2012), opine that consumers must have confidence about the product information and reliability of the trading partner. people are now more than ever concerned more with issues surrounding improper use of personal data, identity theft and other security issues like credit card fraud. Trust, which is closely related to security, is a crucial factor in the online buying process. In general, the buyer cannot feel, smell, or touch the product; neither can they look into the salesperson’s eyes (Steinman & Hawkins, 2010). Therefore, these ways of developing trust are excluded on the internet. However, brand trust usually contributes to a reduction of uncertainty. So, it is evident that brand trust can help to overcome some of the internet’s disadvantages, e.g. to overcome perceptions that the internet is an unsafe, dishonest, and unreliable marketplace. Third-party approval is also a tool to generate trust.
2.1.8 Consumer Behavior
Pant (2007) defines consumer behavior as the study of individuals, groups or organizations and the processes they use to select, secure, use and dispose of products, services, experiences or ideas to satisfy needs and the impacts that these processes have on the consumer and society. Consumer behavior is also defined as the study of how people buy, what they buy when they buy, and why they buy. It refers to the buying process that occurs to anyone willing to buy, from individuals to households, groups or organizations (Kotler & Keller, 2011). Consumers’ behavior is influenced by internal and external stimuli. Three of the most common stimuli arecultural factors, social factors and personal factors. Besides, the consumer’s factors such as perception, motivation, memory and learning comprise an influence on how the consumer responds to the marketing stimuli. (Kotler & Keller, 2007).
There are different ways of measuring consumer behavior; conducting market research regularly allows businesses to know their customers and take them into account when makingbusiness decisions. This dramatically improves business performance and profits. Factors influencing consumer behaviour include economic factors, sociological factors and psychological factors.
2.2 THEORETICAL FRAMEWORK:
Eisenhart defined a theoretical framework as “a structure that guides research by relying on a formal theory constructed by using an established, coherent explanation of certain phenomena and relationships” (1991, p. 205). Thus, the theoretical framework consists of the selected theory (or theories) that undergirds your thinking with regards to how you understand and plan to research your topic, as well as the concepts and definitions from that theory that are relevant to your topic. Lovitts (2005) empirically defines criteria for applying or developing theory to the dissertation that must be appropriate, logically interpreted, well understood, and align with the question at hand.
Theoretical framework provides a conceptual basis for understanding and analyzing a phenomenon. The impact of online advertising on consumers of local fabrics can be examined within a theoretical framework that incorporates concepts from consumer behavior and digital marketing. Factors such as online presence, social media engagement, and cultural appeal play key roles in influencing consumers’ perceptions and purchasing decisions. Analyzing these elements within a theoretical framework can provide insights into the dynamics of online advertising’s impact on the consumption of local fabrics. Therefore, This study is to investigate theconsumer purchase decision and find out if online advertising is a determining factor. In order todetermine the factors that influence the preferences of the millennial generation, anunderstanding of how consumer’s generally think and behave in buying situations is vital. Understanding consumer behavior and knowing customers have and never will be simple.Consumers may say one thing but do another (Engel et al., 1979). These issues have led tothe development of several theories to understand the consumer purchasing decisión process.
There are numerous theories trying to explain consumer behavior. These models generally deal with various stimuli, influential factors, the decision-making process and outcomes. This study will be based on the use and gratification theory and the magic bullet theory (hypodermic needle) and AIDA model.

Uses and Gratification Theory
The theory known as functional theory states that it suggests that audience do not just accept media content, rather, they actively endeavor to use media content to serve their purpose and interests (Sauders, Anderson& Conger, 2004): the uses and gratifications theory has roots in the 199s, when research became interested in why people advertise on internet, such as Facebook, Wattapps, Instagram. These early studies were primarily descriptive. Seeking to classify the response and attitude of consumer toward internet advertisement (Wimmer & Dominick 1999, P. 248).
Referring to Uses and Gratification Theory (UGT), it can help explain how online media fulfils the needs and wants of this generation. UGT posits that individuals actively seek out and use media to satisfy their needs and wants. According to Ngai, Moon, Lam et al. (2015), the uses and gratification theory aids marketing managers in properly planning anddesigning their online websites to enhance customer experience and engage with consumers. The theoretical framework of UGT can help academicians understand the relationships between online advertising and consumer purchase behavior byhighlighting the role of individual needs and wants in shaping media use and consumpion. In a nutshell, the study enhances the understanding of social media advertising knowledge by offering additional proof about the impact of social media advertisement might have on the classification of the product on the regarded social media sites value. Which eventually influences theconsumers’ purchase behavior.
The impact of online advertising on consumers of local fabrics’ behavior is to participate and select media for a variety of communication alternatives in response to their expectations desire.

Magic Bullet Theory
This theory was propounded by Harold Laswell (1948). The theory propagates the media as a force that has direct, immediate and powerful effects on its audience. This theory depicts that the mass media are directly responsible for controlling what people think and, in many ways how they behave (Defleur, 2009). The metaphorical words “bullet” or “needle” used shows a literary influence of how the media directly shoots or injects information into the heads of its audience. This information are designed to trigger a desired response (Harris, 1969).
There is a powerful connection between the sender (media) and the receiver (audience). Laswell believed that the peceiver at the other end of the chain is powerless to resist the power "impact" of messages sent from the media (Faris. 1952).
Defleur, with reference to the magic bullet theory describes the mass media as directly responsible for controlling what people think, and how they behave. He states that the media sway their audiences almost at will, bringing them to believe and behave in ways dictated by those who controlled their content (Defleur, 2009).
This describes the audiences’ inability to escape from messages injected or shot at themthrough the various media outlets. Immediate influence of the messages transmitted might notforce the audience (consumer) to respond or purchase. Rather, the aim of creating awareness of the product or service in the minds of the consumers will be achieved. This can affect the individuals purchasing decision in the long run (Defleur& Dennis, 1991).
The stimulus magic bullet theory which prevent and prepare a consumer towards online advertisement. This captures the major consumer response to advertisement.Assessed internet users’ attitudes towards advertising on internet platforms.
Assessed internet users’ attitudes towards advertising on internet platforms. However sample was limited to those who posted adverts on internet or groups. Internet transform consumer marketing in the same way that network television, facebook revolution consumer behavior.
Certain improvement of internet advertisement will increase and becomes easier to measure between the marketers and the consumer. Internet advertisement measured by sales, market share and brand choice such as price, prior use not being necessary.

2.3 Empirical Review
Some empirical studies have shown that student refer that the impact of internet advertisement towards consumer behavior has been most of the exciting events.
An empirical study conducted by (Belch 2002), advertising is a form of impersonal communication, the associated messaging being transmitted by means of extremely large addressable on internet. This study examines “the impact of advertisement on consumer behavior” from the title, it is crystal clear that within the number of people who are engaged in the advisement and marketing in the universities this study covered.
In this study, Belch among other thing guiding the impact of internet advertisement on consumer behavior were concurred to the fact that they make sure tangible and intangible products are advertised on internet.
In this world of researcher, “with regard the impact of internet advertisement on consumer behavior 74% admitted to use Facebook as an alternative to other for advertisement”. In a nutshell, the author summarized other key points of his findings are follows.
Impact of internet advertisement have become a mainstream activity and have become a major mode of advertisement especially the up growing youths who wants to engaged themselves in advertising is about 50% of the world population on Facebook. Any paid form of non personal presentation and promotion of ideas good and services by an identified sponsor which is placed on a network formed by co-operative inter-connection of network. (Belch 2002).
However, another empirical study which is related to this work is a research conducted by Christopher, Adebayo and Oyebamiji. (2002). Advertisement agency Lagos state, Nigeria. They studies marketing and advertising on consumer behavior.
One of the major finding of the study shows that the respondent had attempted to make sure the consumer make internet as their way of advertisement. Thus, the users of sites often examine it and probably know the gratification they could drive from the internet towards advertisement on consumer behavior Christopher et al (2002).
According to (Gardner, 1985). It is also repeated exposure to the advertisement to determine the desired effects, buf this repeated exposure can lose effectiveness when the frequency exceeds ascertain level.
Advertising has been remains a very important area of interest this being due to it impacts on human society and consumer behavior.
Furthermore, another empirical study which is related to this work of Athma and Joseph, (2018) studied the effectiveness of internet advertising on consumer buying behaviour towards mobile phones using internet users; from Vengeri, a town in Kozhikode Municipal Corporation of Kerala as a case study. Fifty copies of questionnaire were administered to collect relevant information for the study. It was found out from the study that male and female are influenced by internet advertising, but females are not more influenced than male Similarly, the age group and income group are not factoring that determine how much internet advertisement can influence consumer buying behavior.
Ashraf and Alkubise (2012), this study seeks to explore the factors that contribute to the effectiveness of online advertisements and affect consumer purchasing intention from the perspective of developing countries. Based on a five dimensions theoretical model, this study empirically analyzes the effect of online advertisement on purchasing intention using data collected from 339 Jordanian university students. Results show that Income, Internet skills, Internet usage per day, advertisement content and advertisement location are significant factorsthat affect the effectiveness of online advertisement. However, two notable findings emerged: first was the key significant role of website language and secondly and maybe most importantly is the impact of other people opinions on the effectiveness of online advertisement.
Salem et al., (2016), in his study focused on the determinants of online advertising and the role of the mediating variable “attitude towards online advertising” in the relationship between perceived advertising value and consumer purchase intent. The results show that online advertising value depends positively on its informative, credibility and entertainment value. They also indicate that credibility and online advertising value affect consumers’ attitude towards this type of advertising. Finally, the study shows that attitude plays a mediating role between perceived advertising value and purchase intent.
Jenyo and Soyoye (2015) evaluated online marketing and consumer purchase behavior: a study of Nigerian firms’ samples of thirty (30) companies are drawn from Lagos metropolis to participate in the research and one hundred and twenty (120) questionnaires administered to draw conclusion and analysis from their responses. This explicitly indicates that there is a significant relationship between online marketing and consumer purchase decision in Nigerian firms. Also, there is a significant relationship between consumers purchase decisions and infrastructure for the Internet. Finally, there is a significant relationship between consumers purchase decisions andInternet security.









CHAPTER THREE
RESEARCH METHODOLOGY
3.0 introduction
Research methodology refers to the systematic procedures used to find answer to research question or to text hypothesis Emory S. Bogarde (1934).
This chapter demonstrates the core concepts of this study, which adopted several methods and techniques to develop an approach that matches the objectives of this study. The researcher adopted quantitative and descriptive research in this study to gather data on the behavior of local fabfics consumers in relation to online advertising. Moreover, this chapter highlights methodology regarding sampling design, data collection method, research instrument, construct measurement, data process and analysis method.
3.1 Research Design
This section describes and illustrates the methods and techniques utilized to conductthe research. The research design is a blueprint that provides structure and direction by illustrating how the main variables of the research endeavor relate to the research questions (Baran, 2022. Moreover, according to some researchers, the purpose of research design is to direct the research process in a structured and logical manner in order to facilitate decision making (Jaakkola, 2020).
It is term used to describe a number of decisions which need to be taken regarding the collection of data before they are collected. Babbie (2001:80) Defined research design as the process of structuring of investigation aimed at identifying variable and their relationship.
In relation to the above definitions, this study is a descriptive design because it is concern consumers of fabrics in Ilorin city capital of Kwara State, East LG residents.
3.2 Population of the Study
Population means, all cases ог individuals that fit a certain specification. According to Kerlinger (1981), defined population as” all members of any well defined class of people, events, or subject which can be living or non living things”.
The population of study in research refers to the entire group of individuals or instances that meet the criteria for inclusion in a particular research project. It’s the broader group to which the researcher intends to generalize their findings.
The universe of this study is internet users who are exposed to internet. Users who are exposed to internet advertisement in llorin east LG residents, the capital of Kwara State. The total estimation of Ilorin East is 311,500 according to Google. This, people who are exposed to internet will be distributed questionnaire to respectively. The population was made up of internet users disregarding the National and international background and gender.
3.3 Sample Size and Sampling Technique
Sample size can be defined as the subset of a population required to ensure that there is a sufficient amount of information to draw conclusions (Sekaran & Bougie, 2010). Kumar et al. (2013) described/sample size in terms of the “total number of subjects in the sample” (p. 122). Simply, it refers to the number of respondents or observations to be included in a study.
Sample size is a critical aspect of research design and directly influences the reliability and generalizability of study findings. The appropriate sample size depends on various factors, including the research goals, study design, statistical methods, and the characteristics of the population being studied.
Kwara State was chose as the sample area for this research study and the city of Ilorin, East LG residents in particular. In this study, the researcher focuses on the youth at Ilorin east residents and the sample would be 100 respondents falling in the age category 20 to 35 years.
Moreover, sampling techniques Sampling is the process of selecting a sample from a population. Sampling procedures are critical in social science and other experimental research (Suresh et al., 2011). The two main types of sampling techniques are probability sampling and non-probability sampling (Elfil and Negida, 2017; Shorten, Moorley, 2014]. However, in this research work, the researcher only focused on the cluster sampling techniques.
Cluster sampling. It is a two-step procedure in which the overall population is divided into groups or clusters, typically locales such as villages, schools, wards, blocks, and other similar locations (Acharya et al., 2013). With the use of cluster sampling technique, the East resident of Ilorin was segmented to cover three districts and its environs at lorin east.
Accordingly, three districts were purposively selected from thelocal government (Ilorin East LG.), based on the population, perceived intelligent quotient of the respondents need for the study. The three selected districts and it’s environs are: Alalubosa, Okeose, Zango. Eleko. Apata-yakuba, Oyun, Kwara state polytechnic, OkeOyi. Also, a clustered sample reduces precision and increase the standard error (the difference between the result obtained from a sample and result which would have been obtained from the population). Because element with in a cluster tend to be alike (Osilala, 2005: 135).
3.4 Research Instrument
Research instrument used in this study is questionnaire. According to Krishan Kumar (1992) “a questionnaire is a written document listing a series of questions pertaining to the problem under study, to which the investigator requires the answers”. Schvaneveltd (1985) defined questionnaire as “a data-gathering device that elicits from a respondent the answers or reactions to printed (pre-arranged) questions presented in a specific order.” The primary data for the completion of this study was collected people of age category 20-35years. The questionnaire data collection method was used for the same. For this study, a questionnaire was prepared using Google Forms, comprising of twenty questions.
The secondary data collected by the researcher includes published research papers that validated the area of research and books were used as reference to understand certain topics and the link was provided on social media Apps such as WhatsApp and Instagram. The method used was homogeneous sampling. It is a purposive sampling technique that aims to attain a sample whose units share the same or very similar features or traits.
3.5 Validity and Reliability of the Instrument
Validity is concerned with whether our research is believable and true and whether it is evaluating what it is supposed or purports to evaluate. In this regard, Burns (1999, p. 160) stresses that “validity is an essential criterion for evaluating the quality and acceptability of research.” Generally, researchers use different instruments to collect data. Therefore, the quality of these instruments is very critical because “the conclusions researchers draw are based on the information they obtain using these instruments” (Fraenkel & Wallen, 2003, p. 158). While reliability deals with the consistency, dependability and replicability of “the results obtained from a piece of research” (Nunan, 1999, p. 14).
Therefore, questionnaire used for this study was thoroughly scrutinized by the supervisor for clarity, precision and comprehension. The instrument to be employed was designed to cover the area addressed by the research question and objective highlighted at the beginning of this report. The instrument was also designedto cover other area which will support the respondent of the main study. Also, the observation and questionnaires method is valid enough to generate actual solution for the research.
3.6 Data Collection Method
Data collection as a main stage in research can overshadow the quality of achieving results by decreasing the possible errors which may occur during a research project. Therefore, alongside a good design for the study, plenty of quality time should be spent in the collection of data to gain appropriate results since insufficient and inaccurate data prevents assuring the accuracy of findings (Kabir, 2016). On the other hand, although a suitable data collection method helps to plan good research, it cannot necessarily guarantee the overall success of the research project (Olsen, 2012).
Data was collected using the questionnaire which the researcher administered Google Forms to the respondent out of 100 copies of questionnaire distributed to the respondents. This represented a response rate method of data analysis sample tables, frequency and percentage were adopted in the presentation and analysis of the data generated for the study suitable means of breaking down and analyzing the generated data.


3.7 Method of data analysis
Kothari (2004) data analysis includes comparison of the outcomes of the various treatments upon the several groups and the making of a decision as to the achievement of the goals of research.
Data analysis is the process of collecting, modeling, and analyzing data using various statistical and logical methods and techniques. The data was collected from primary source and the result of the observation that was created, conc


lusions would be drawn based on the reported resulted on the findings and related to the research question. Therefore correlations between the responses would be highlight. A total number of 100 questionnaires would be distributed to people residing kwara east residents through online to be answered appropriately and student of institute of Kwara Poly, particularly those reside at Ilorin east and others from another institution.
The secondary data would be done by assessing the status of the student toward social media. This secondary data would be analyzed by using the rating scale particularly the summated rating scale. The various activities would be in assigned numerical value and will be weight according to each response, the result will be sum up to determine to reinforce the finding form the questionnaires. The questionnaires response would be analyzed using basic statically tools which produced descriptive table and other descriptive data.

CHAPTER FOUR
DATA REPRESENTATION & ANALYSIS
4.0 INTRODUCTION
This chapter present analysis and findings of the study as set out in the research methodology. The result was presented on the impact of online advertisements on consumers of local fabrics among residents of Ilorin east L.G.A.
The analysis is based on the responses of the respondents on the project’s topic which states “Impact of online advertisement on consumers of local fabrics among residents of Ilorin east L.G.A.”
This commendable response rate was due to extra efforts that were made via courtesy calls made to remind the respondents to fill in & return the questionnaire.
The chapter covers the demographic information and the results based on the research questions and objectives. The findings were then presented in graphs as appropriate with explanations being given in prose thereafter.
4.1 DATA PRESENTATION
Data presentation in research work involves organizing, summarizing, and visually representing data to communicate findings effectively. It includes tables, charts, graphs, and other visual aids to help convey the results of the research in a clear and understandable manner.
However, in this project, the instruments for the study were administered to cluster selected respondents at Ilorin east residents and were distributed to 100 number of people that are expose to internet and have online platforms precisely. The questionnaire consists section (A&B) of 20 questions that are relevant to the study.
SECTION A: Analysis of Bio data of respondents
Table A: Sex of the respondents
	Gender
	Number of respondents
	Percentage

	Male
	53
	53

	Female
	47
	47

	Total
	100
	100


Source: field survey 2025
The sex of the respondent that participated in the research were according to the graph above. The information shows that male respondents are 53% while the female respondents are 47%. The information shows that people from different gender group were able to share their views & ideas that allows one to get assorted information from the several people participating in the research.

Table A: Age of the respondents
	Age
	Number of respondents
	Percentage

	15-20
	21
	21

	21-30
	73
	73

	31-40
	6
	6

	41 and above
	0
	0

	Total
	100
	100


Source: field survey 2025
The table shows that the respondents who fill with 15-20 are 21 representing 21%, 73 respondents representing 73% with the age range of 21-30 while 6 respondents representing 6% within the age range of 31-40.
Table 3: Marital status of the respondents
	Marital Status
	Number of respondents
	Percentage

	Married
	13
	13

	Single
	87
	87

	Divorce
	0
	0

	Other
	0
	0

	Total
	100
	100


Source: field survey 2025
The table above shows that 13 respondents representing 13% were married while 87 respondents representing 87% were single.
Table 4: Educational Qualification of the respondents
	Educational Qualification
	Number of respondents
	Percentage

	SSCE
	5
	5

	ND
	9
	9

	HND/BSC
	81
	81

	MSC/PHD
	5
	5

	Total
	100
	100


Source: field survey 2025
Table 4 shows the educational qualifications of the respondents. 5 respondents representing 5% had SSCE, 9 respondents representing 9% had ND, 81 respondents representing 81% had HND/BSC, while 5 respondents representing 5% had MSC/PHD.
Table 5: Distribution of the respondents by their Age
	Age
	Frequency
	Percentage

	Less than 25
	3
	6

	25–30
	7
	14

	30–40
	15
	30

	40–50
	20
	40

	50–60
	3
	6

	60 & above
	2
	4

	Total
	50
	100


Source: field survey 2025
The table above shows occupation of the respondents. It depicts 72 respondents representing 72% are students, 20 respondents representing 20% are self employed, 4 respondent representing 4% are civil servant while 4 respondents representing 4% fall under others.
Table 6: Religion of the respondents
	Religion of the respondents
	Number of respondents
	Percentage

	Islam
	90
	90

	Christianity
	10
	10

	Traditional religion
	0
	0

	Other
	0
	0

	Total
	100
	100


Source: field survey 2025
The table above shows religion of the respondents. It depicts 90 respondents representing 90% are Muslim while 10 respondents representing 10% are Christian.
Table 6: Do you like advertisements
	Responses
	Number of respondents
	Percentage

	Yes
	78
	78

	No
	6
	6

	Maybe
	16
	16

	Total
	100
	100


Source: field survey 2025
The table showing the interest toward online advertisement. 78% people likes online advertisement and 16% don’t like while 6% don’t pay attention.
Table 7: Do you watch online advertisement daily
	Responses
	Number of respondents
	% of Percentage

	Yes
	66
	66

	No
	23
	23

	Maybe
	11
	11

	Total
	100
	100


Source: field survey 2025
The table depicts that people watch online advertisements daily or not and it was realized that 66% watch online advertisement daily and 23% don’t while 11% vote for maybe they watch.
Table 8: Which mode of advertisement is effective according to you or influence you
	Responses
	Number of respondents
	% of Percentage

	Online platform
	83
	83

	Newspaper
	0
	0

	Radio
	6
	6

	Television
	7
	7

	Others
	4
	4

	Total
	100
	100


Source: field survey 2025
The table shows that 83% perceive online platform is more effective and influential and 6% vote for radio likewise 7% choose Television while 4% vote for other means of advertisement.
Table 9: Which of these online platforms do you use mostly
	Responses
	Number of respondents
	% of Percentage

	Facebook
	21
	21

	WhatsApp
	48
	48

	Instagram
	20
	20

	Twitter
	8
	8

	Other
	3
	3

	Total
	100
	100


Source: field survey 2025
The table depicts that 21% individuals make more use of Facebook, 48% adhere to WhatsApp and 20% make use of Instagram more than other platforms while 8% vote for Twitter(X) and 3% choose other.
Table 10: How often do you come across sales messages regarding local fabrics on your most used online platform
	Responses
	Number of respondents
	% of Percentage

	Very often
	26
	26

	Often
	36
	36

	Occasionally
	24
	24

	Rarely
	14
	14

	Total
	100
	100


Source: field survey 2025
The table above shows 26% people come across sales messages relate to local fabrics on their most used platform very often, and 36% come across it often and 24% occasionally come across it while 14% rarely come across advertisements about local fabrics.
Table 11: How much influence do you feel online advertisements have on your buying behavior
	Responses
	Number of respondents
	% of Percentage

	Large influence
	39
	39

	Medium influence
	51
	51

	Low influence
	10
	10

	Total
	100
	100


Source: field survey 2025
The table shows 39% individuals are influenced largely on their buying behavior, 51% are influenced surely while online advertisements hardly influence buying behavior of 10%.
Table 12: Have you ever been affected after seeing local fabrics advertisement online and decided that i should buy it
	Responses
	Number of respondents
	% of Percentage

	Yes
	60
	60

	No
	40
	40

	Total
	100
	100


Source: field survey 2025
The table shows that 60% individuals had ever been convinced when come across advertisements of local fabrics and decided to buy it while 40% vote for no.
Table 13: Online advertisement influences opinion of the consumer on their purchase
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	36
	36

	Agree
	49
	49

	Neutral
	12
	12

	Disagree
	2
	2

	Strongly disagree
	1
	1

	Total
	100
	100


Source: field survey 2025
The table depicts that 36% strongly agree online advertisement influences opinion of the consumer on their purchase, 49% agree, 12% stuck between strongly agree while 2% disagree and 1% strongly disagree.
Table 14: Online advertisements have impact on local fabrics consumers’ buying behavior
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	23
	23

	Agree
	55
	55

	Neutral
	20
	20

	Disagree
	1
	1

	Strongly disagree
	1
	1

	Total
	100
	100


Source: field survey 2025
The table shows that 23% respondents strongly agree online advertisements have impact on local fabrics consumers’ buying behavior. 55% agree, 20% choose neutral while 1% disagree and 1% also strongly disagree.
Table 15: Online advertisement is an effective decisive factor for online shopping
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	5
	5

	Agree
	44
	44

	Neutral
	16
	16

	Disagree
	10
	10

	Strongly disagree
	25
	25

	Total
	100
	100


Source: field survey 2025
The table shows that 5% strongly agree that online advertisements is an effective decisive for online shopping. 44% agree, 16% choose neutral while 10% disagree and 25% strongly disagree.
Table 16: Online advertisement reassuring products’ benefits
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	28
	28

	Agree
	50
	50

	Neutral
	17
	17

	Disagree
	4
	4

	Strongly disagree
	1
	1

	Total
	100
	100


Source: field survey 2025
The table depicts 28% people strongly agree online advertisements reassuring products’ benefits and 50% agree, 17% choose neutral and 4% disagree while 1% strongly disagree.
Table 17: Consumer’s choice of a certain local fabrics product is related to exposure to online advertisement of the product
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	22
	22

	Agree
	50
	50

	Neutral
	23
	23

	Disagree
	4
	4

	Strongly disagree
	1
	1

	Total
	100
	100


Source: field survey 2025
The table shows that 22% strongly agree Consumer’s choice of a certain local fabrics materials is related to exposure to online advertisement of the product and 50% agree, 23% choose neutral while 4% disagree and 1% strongly disagree.
Table 18: Online advertisement is important in marketing a product, such as local fabrics
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	38
	38

	Agree
	52
	52

	Neutral
	9
	9

	Disagree
	0
	0

	Strongly disagree
	1
	1

	Total
	100
	100


Source: field survey 2025
The table shows 38% agree online advertisements is important in promoting a product and 52% agree, 9% choose neutral while 1% strongly disagree
Table 19: Consumer usually meet their expectations after being influenced by online advert to buy a particular product of local fabrics
	Responses
	Number of respondents
	% of Percentage

	Strongly agree
	24
	24

	Agree
	39
	39

	Neutral
	26
	26

	Disagree
	9
	9

	Strongly disagree
	2
	2

	Total
	100
	100


Source: field survey 2025
The table shows 24% usually meet their expectations after being lured by online advert to purchase a particular product of local fabrics while 39% also agree and 26% choose neutral while 9% people disagree and 2% strongly disagree.
4.2 Analysis of Research Questions
Research question 1
What is the usefulness of online advertisement?
The answer to this question could be traced to the table 14 and table 17. In table 14 36% respondents strongly agree that online advertisement influences opinion of the consumer on their purchase while 49% individuals agree to the assertion while 1% strongly disagree.
According to the table 17, 28% strongly agree that part of salient usefulness of online advertisements is, it reassuring products benefits and 50% agree while 17% were stuck in between the two level of concurs, 4% disagree that online advertisement doesn’t possess the trait being attributed to it while 1% total disagree.
Thus disclose part of the usefulness of online advertisement, which state the that it reassuring the benefit of a product and it influence the opinion of the consumers
Research Question 2
What impact do online advertisements have on customer of local fabries?
Table 13,14, and 17 posit the outright judgment to the question.
According to table 13, it shows that 60% individuals have ever been convinced. influenced, affected after come across online advertisement pertains to local fabrics and decided to buy it while 40% choose 'no'
It becomes known in the table 14 that another salent impact of online advertisement has on consumers is, it influences their opinion on their purchase when 36% respondents strongly agree and 49% agree while 12% stuck in between while just 2% disagree and only 1% strongly disagree.
This shows that online advertisement has immense impact on local fabrics consumers.
Research Question 3
Do online advertisements have effect in consumers of local fabrics buying behavior ?
Table 13 and 17 answers this question as the tables reveal the various effect online advertisement has on consumers of local fabrics.
According to table 13, 60% people accept that they had been convinced after seeing a local fabrics advert pertains to local fabrics and decided to buy it while 40% choose 'no'
Table 16 also posited that majority of respondents affirm it that online advertisement reassuring the benefit of products which local fabrics is included as 28% strongly agree that online advertisement reassuring the product's benefits and 50% agree while 17% choose neutral and 17% disagree and 1% strongly disagree.
This shows that online advertisement has immense effect on buying behavior of
consumers of local fabrics buying behavior.
Research question 4
Do online advertisements influence the opinion of consumers of local fabrics on their purchasing behavior?
Table 13, 14, 15 and 18 answer this question.
According to table 13, 60% individuals accept that they had ever been influenced and decide to buy a product of local fabries after seeing online advertisement relate to it while 40% choose they had never been influenced to make such decision.
Table 13 also shows that 36% strongly agree online advertisement influences the consumer on their purchasing behavior which local fabrics is precisely being discussed and 49% agree to this assertion while 12% choose neutral.
Table 15 also answer the question when 23% respondents strongly agree that online advertisement has impact on local fabrics consumers' buying behavior and 55% agree. 20% vote for neutral while 1% disagree and 1% strongly disagree.
Table 18 depicts that 22% of respondents strongly agree that consumers' choice of a certain local fabrics product is related to exposure to online advertisements of the product and 50% also agree while 23% vote for neutral and 4% disagree and 1% strongly disagree.
These tables shows that consumers of local fabrics are usually influenced in regard of their purchasing behaviour as a result of online advertisements of local fabrics they come across.
4.3 Discussion of findings
The data gathered via questionnaire has assisted the researcher to examine the impact of online advertisement on consumer of local fabrics.
Based on the gathered data, it's safe to say online advertisement has various impact on consumers of local fabrics, be it their purchasing behaviors, motive to buy a certain product of local fabrics and impulse buying as a result of sales messages related to local fabrics they come across online.
However, the study inferred that online advertisement is the most impactful, effective and influencing medium of advertising as majority of the respondents posited. This allows us considering the fact that the impact online advertisements have on the consumers of local fabrics is enormous.
Furthermore, it evidently shown based on the findings that, majority of the respondents prefer digital form of advertisement over any other form of media such as print. television etc.
soother major findings shows the impact of online advertisements on the consumer at local fabrics buying behaviors, 24% people strongly agree that they bought a product of local fabrics after being influenced by online advenisements and the inems at their need while 39% agree whereas 26% vote for neutral while 9% disagree with dhe statement while the rest 2% strongly disagree.
Another salient finding is that high number of respondents are active on social networking platforms. Social networking sites are a huge platform for displaying advertisements. While browsing and chatting online, or doing whatever the consumes deing, simultancously consumer will come across several advertisement on their social networking site relate to local fabrics which will result in attracting the user's

CHAPTER FIVE
SUMMARY, CONCLUSION, RECOMMENDATIONS
5.1 Summary
This research work is based on assessing the impact of online advertisements on consumers of local fabrics, as it tends to evaluate, gauge consumer how individuals (consumers of local fabrics) purchasing behaviors. preferences ,opinions are heing influenced as a result of sales messages they come across online pertaining to local fabrics products.
The study sought to establish understanding how online advertisements influence the opinions, buying behaviors of consumers of local fabries and ways local fabrics companies, merchants can adopt to achieve more axention of the eustomer and potential customers
The research work is divided into five chapters they include
Chapter one focused on the background of the study, statement of the problem research Objectives, research questions, significance of the study, scope of the study and definition of the terms.
Chapter two of this research work explained the conceptual framework, with the theoretical framework of Magic Bullet Theory, and Use and gratification theory. It also clearly explained the empirical review (review of related studies) as it dug into different individuals werk that are related to the studies.
Chapter three of this research work contains research Methodology adopted in the study, population of the study, sample size which is one 100 respondents and sampling teconique which uses Cluster, while the research used questionnaire as the instrument for data collection amidst the sampling size. It also stated the validity and reliability of the instrument, as welf as it stated the method of data analysis.
Chapter four explained how data gathered were Analyzed for proper understanding, it also contained how data were represented. Also it explain how research questions were Analyzed and provided discussion of the findings.
Chapter five clearly summarizes the chapters from chapter one to Chapter four, it also contained conclusion and recommendations of the study.
5.2 Conclusion
The study concluded that online advertisements have a vast impact on consumer of local fabrics and consumer of other products at large. Online is effective in providing higher reach and the certain of awareness.
However, despite the enormous usage of online and interaction with various online platforms, many respondents were able to recall the precise effects online advertisement ever had on them. This implies that the reliability of online advertisement is high.
The rescarch infers that online advertisement inspired the buying decision of consumers of local fabrics as findings revealed that more than half of the respondents selected were influenced by the buying decision.
However, the study also concludes that online advertisement has a significant relationship with the purchase decision of consumers of local fabrics.
With the improved adoption of fission of the internet, World Wide Web is becoming gradually a standard advertising platform. The necessity is to understand the target consumers and then plan prudently in order to gain maximum out of this new medium of advertisement.
5.3 RECOMMENDATIONS
Based on the findings, the following recommendations were adopted to enhance the positive and vast impact of online advertisement on local fabrics consumers and consumers of other products at large.
1. ﻿﻿﻿Merchants of local fabrics and other merchandise companies should invest more in online advertisements to increase the market share and previde preduct information.
2. ﻿﻿﻿Company should always conduct market research on different markets to ensure that the online advertisement initiatives being implemented suits the target markets to improve product buying.
3. ﻿﻿﻿Management of local fabrics businesses using online advertisement should carefully planning and designing their websites, platforms and promotional messages, so as to keep maintaining the credibility and reliability
4. ﻿﻿﻿Advertisements that are meant to be adopted should not be invasive and distractive in nature.
5. ﻿﻿﻿Advertisements that are meant to be given out should be innovative to attract more customers
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KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
Mass Communication Department
Dear Respondent,
I am a student of Mass Communication of the above-named school, currently researching on: Assessment the  impact of Online Advertisements on the consumers of local fabrics. [(A case study of Iloom Residents)]
Kindly assist by responding to the questionnaire to enable me write my project on the above topic.
All information supplied would be used in confidence and solely for academic analysis. Thanks you.
INSTRUCTION: Please kindly choose the answer you consider appropriate.
SECTION A
1. SEX: Male ( ) Female ( )
2. Age: 15 – 20 ( ) 21 – 30 ( ) 31 – 40 ( )
3. Marital status: Married ( ) Single ( ) Divorced ( )
4. Educational qualification: SSCE ( ) OND/NCE ( ) HND/BSC ( )
5. Occupation: Student ( ) Self employed ( ) Civil servant ( ) Other ( )
6. Religion: Islam ( ) Christianity ( ) Other ( )
SECTION B
7. Do you like advertisements? A. Yes ( ) B. No ( ) C. Maybe ( )
8. Do you watch online advertisements daily? A. Yes ( ) B. No ( ) C. Maybe ( )
9. Which mode of advertisement is effective according to you or influence you? A. Online platform ( ) B. Newspaper ( ) C. Radio ( ) D. Television ( ) E. Other ( )
10. Which of these online platforms do you use mostly? A. Facebook ( ) B. WhatsApp ( ) C. Instagram ( ) D. Twitter ( ) E. Other ( )
11. How often do you come across sales messages regarding local fabrics on your most used online platform. A. Very often ( ) B. Often ( ) C. Occasionally ( ) D. Rarely ( ) E. Never ( )
12. How much influence do you feel online advertisements have on your buying behaviour.
A. Large influence ( ) B. Medium influence ( ) C. Low influence ( )
13. Have you ever been affected after seeing local fabrics advertisement online and decided that I should buy it? A. Yes ( ) B. No ( ) C. Always ( )
Keywords
‘SA’ Strongly agree
‘A’ Agree
‘N’ Neutral
‘D’ Disagree
‘SD’ Strongly disagree
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