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ABSTRACT
This study investigates audience perception regarding the influence of pop-up advertisements on consumer choices in the clothing industry. With the rapid growth of digital marketing, pop-up ads have become a prevalent strategy used by fashion brands to attract and retain customers online. The study explores how consumers perceive these ads in terms of appeal, frequency, relevance, and intrusiveness, and how these factors influence their clothing purchase decisions. A mixed-method approach involving surveys and interviews was employed to collect data from a sample population of online shoppers. Findings reveal that while pop-up advertisements can effectively raise awareness and drive interest in clothing products, many consumers find them disruptive and tend to ignore or close them without engagement. However, well-targeted and aesthetically pleasing pop-ups were noted to have a positive influence on brand recognition and purchasing intent. The study concludes that the effectiveness of pop-up advertisements in influencing consumer choice depends largely on personalization, timing, and content relevance. Recommendations are made for marketers to adopt user-friendly and strategic approaches in designing pop-up ads to enhance consumer experience and conversion rates.
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CHAPTER ONE
1.1	INTRODUCTION
Background of the Study
Online Shopping platforms have revolutionized the field e of digital advertising, as they have introduce pop-up advertisement as a Common element in the Online Consumer journey.
Pop-up adverts are Small, attractive advertisements that pop up on aUsers Screen Often Obscuring the Contents being Viewed. In the area of Clothing Choices, These pop-up adverts present powerful opportunity tor marketers to draw Consumer attentionandaffluence purchasing decisions. It is Vital for bothadvertises and clothing retailers to Understand the dynamics of how Consumers perceive and react to these Strategies in a highly Competitive Online marketplace.
Online advertising originated in the early 1990’s ,when the internet became commercialized and websites Started to Sell Space to advertisers, Similar to how print media Operates. The first Online banner ad was launched by AT&Ton Hotwired,A digital publication, in 1994. The advertsachieved an impressive click -through rates of 44%, Compared to the average o f 0.06% today. The Success of the banner adverts Stimulate the Interest of other advertisers and publishers, who began to experiment with  different formats, targeting method ,and pricing models. Some of the early Innovations in online advertising Include the Introduction of ad servers, Such as double clicks that allowed advertisers to track and measure the performance
of the adverts, the establishment of the Interactive Advertising Bureau (IAB),a trade association That Set  Standards and guidelines for the Industry, and the development of Search engine advertising, which enabled advertisers to bid on Keywords and display adverts relevant to user queries.
Pop-up advertisement, which are types of Online display adverts, were invented by Ethan Zuckerman in 1997, as a way to generate revenue for Tripod.com, a web hosting service Zuckerman later apologized For Creating pop-up adverts Continued to proliferate In the Online Space, as they were s perceived to be more effectivethanbanner adverts in Capturing use attention and generating clicks. pop-up Adverts were also used to Circumvent The rise of ad blockers, which are Software tools that prevents adverts from been displayed on web pages. Pop u-p adverts have evolved overtime, becoming more Sophisticated and personalized, as Well as adopting different Shape and Sizes, Such as pop-under, interstitials, and overlays	The Online Clothing retail environment is one of the domains where pop-up adverts are widely used, as clothing. Is a popular and profitable Category of onlineShopping?
According toStatista, the Globalonline fashion market was valued at 533$ billion in 2018, and it’s expected to grow to $872 billion by 2023. Pop-up advertsin the online Clothing retail environment Can Serve Various purposes, Such has promoting discounts, Offering Capons, Suggesting products, Soliciting Feedbacks, or Collecting email address
New Communication Technology (NCT) is Significant to Online advertising, as it enable marketers to reach and engaged with consumers In more Innovative and personalized ways.
NCT refers to the latest developments and Innovations In the field o f Communication, Such as digital media, Wirelessnetworks, artificial Intelligence, and the Internet of things. NCT Can enable faster, more reliable, and more InteractiveCommunication among people, devices, and Systems. NCT Can also create new opportunities and challenges for Various Sectors, Such has education, health, business and entertainment. NcT is Constantly involving and changinghas new technology emerge and existing once improve. 
This study aims to explore the subtitle of consumers Perception regarding pop-up adverts and Their Influence on The Consumer choices when Choosing Clothing items.the study will Investigate the factors that Contribute to positive or negative perception of pop-up adverts in the clothing Sector and how These perceptions veries amongkwaraState polytechie Students: The study willprovide useful InsightsFor advertisers, Clothing retailers, and Scholars In understanding the Impact o f pop tip adverts on consumer’s choice of cloths.

1.2	Statement of the problems
Pop-up advertisements are widely used in the online clothing retail environment, but there is lack of knowledge about how these Intrusive forms of digital advertising effect consumers choices In this Sector. This study aims to fill this gap by exploring the Subtleties of consumer perception regarding pop-up adverts and their Influence on their regarding choices when Choosing Clothing items.
This research Work is designed to detect the audience perception of the Influence of pop-up advertisement on Consumer’s Choice of clothes amongkwaraStäte Polytechnic students.
1.3	Research Objectives
i. To access the frequency and Visibility of pop-up advertisement In the Online Clothing environment.

ii. To examine Consumer awareness and recall of pop-up advertisements on ConsumersDecision making Processes For clothing


iii. To Investigate the perceived Influence of pop-up adverts On kwara State polytechnic Student’s choice of Clothes.

iv. To explore factors Contribute to positive or negative perception of pop-up advertisements in the Clothing Sector?

1.3	Research Questions
i. How frequently do pop-up adverts appear in the online clothing retail environment?

ii. To What extent are Consumers aware and are able to recallPop-up adverts in the Context of Clothing Choices?

iii. How does kwara State polytechnic students perceive the influence of pop-up advert on their Choices of clothes when Selecting clothing Items?

iv. What factors Contribute to positive or negative perceptions of pop-up advertisements in theclothing Sector ?

 1.5Significance of the Study
This research work is Significant as it provides usefulinsights for advertisers, clothing retailer and Scholars In Understanding the Influence of pop-up advertisements On Consumer Choices of Clothes. The Findings will Contribute to the development of more effective marketing strategies and Improve the overall  Online Shopping experience for Consumers.
      The Study will help researchers with more information on audience perception of the Influence of pop-up adverts On Consumers Choice of Clothes among kwara State polytechnic Students .It will be relevant In assisting Students to Understand pop-up adverts Influence their choices of clothes. It will also provide relevant material for students and other researcher undertaking similar research.
1.6 Scope of the Study.
The Study explicitly Targets The Students of kwara state polytechnic, Ilorin.
      The essence of this research work is to primarily Study the audience perception of the Influence of pop-up adverts noConsumers  Choice o f clothes. The research Intends to focus on Students of kwara State polytechnic for easy analyse of data. This will reduce Cast and avoid Complexity That may arise as a result of having a very large population.
1.7 LimitationsOf the Study
The research Study is restricted only for kwara State polytechnic Student, So we Can’t have a general Overview of what audiencefeels towards the Influence of pop-up advertOn Consumes Choice of Clothes.
The Conclusion of this research is also based on the data Collected and provide by the respondents. The research work is limited. Hokwara Stale polytechnic as the participant do not represent The general population.
Also, theSample SizemightbetooSmalltoberepresentative of theentirepopulationofConsumersthatpop-upadvertsInfluences on their choices of clothes. The method used for data collection might not be reliable or valid 
 1.8	Definition ofKey terms
The following are the key terms used in this research work,
· 	Pop-up advertisement small ,visually  engaging advertisement that appear suddenly on a users screen often overlaying the content been viewed, pop-up adverts are Specific type of Online advertising to attract website Visitors. They are characterized by their ability to Open new windows, often appearing Unexpectedly and Interrupting activities On the websites being browsed. They are Commonly implemented using Java Script and are employed by advertises to Capture potential Consumer attention.
• Audience: Audience are referred to as assemble spectators or listeners at a public event Such as a play, film, Concert orMeeting
· Consumer: Consumer is aperson or people who purchases good. And Services forPersonal Use
· Perception; Perception is The knowledge gained from the process of Coming to know or understand Something. it is the View, Opinion, Contribution, ideas ofpeople about a particular phenomenon
· Consumer perception! The Subjective view and Interpretations that Individual hold regarding the Impact of pop-up averts Ontheir decisionMaking process
· Online Clothing Retail Environment The digital Space where Consumers browse, Select and purchaseClothing items From Various Online platforms



















CHAPTER TWO
LITERATURE REVIEW
 2.1 Conceptual Framework
This Chapter Comprehensively explores the audience Perceptions of the influenceOf PoP-up adverts On Consumer’s choices of Clothes among Kwara state Polytechnic  StudentsIlorin. There are Various factorsInfluencing how young adults Perceive and engage with  adverts. The Chapter is organized under the following heading 
i. review of concept 
ii. theoretical framework
iii. review of related study
iv. summery 
Review of concept
He following concept where reviewed 
Adverting
Internet adverting
Pop-advertising
Perceivedintrusion of Pop-upAdverts.

2.2.1 Overview of Advertising
According to Belch &Belch(2020)business and organizations uses advertise sing as a Communication medium to market goods, services or Concerts to Specific target markets. It entails theStrategicbroadcasting of message acrossvariousmediaplatforms toinfluenceconsumer behaviour and raise Brand awareness.
He also asserts that advertising is “the  non-Personal Communication of information, usually Paid for and usually Persuasive, about Products, Services or ideas by identified sponsors though various media, Kotler et al (2021), stated that the maingoal of advertisingareto Create demandincrease sales,and Create a favourable impression of the marketed Products i n the eyesOf Consumers.
Acording to o’Guinn et al(2019)ancient civilizations used word-of-mouth, town criers, and signage to advertise their goods where advertising started. The creation of mass-Produced commodities and the emergence of news papers and magazines as Platformsforadvertising ,however ,occurred duringtheindustrial revolution in the18th and 19th centuries, and the Period saw a Considerable increase in advertising. Advancementsinthe 20th Century brought about significant developments in advertising including the emergence of radio, television andultimately,theinternet.These technologicaladvancementsgreatlyexpanded.
 the Scope and impact o f advertising enabling advertisers to reach breder

 Audiences and exert as more significant influence and revenue 
kotler et al, 2021)its Promotes Consumer demandAnd Consumption-ByUtilizing advertisingStrategies that raise and awareness and generate interest, companies can effectively -promote their Products and services , increasing sales and over raw businessgrowth(Belch &Belch 2000) Advertising is a Potent tool for businesses to establish Communication Channels with their target audience, drive product Promotion, Cultivate brand recognition. Its rich historical evolution and diverse functions haveSignificantly influenced howCompanies engage with Consumers and their wilder society 
2.1.2 The Evolution of Internet
Advertising.
Internet advertising has evolved significantly since its inception adapting to technological advancements and Changing user’s Behaviours. During the initial Stages of the internet development, statistics banner adverts emerged as a Prevailing form of online advertising these adverts appeared as rectangular images or text-based baners no websiteoften Positioned at
Top or sides of web PagesThey served as clickable links to advertisers websites or landing Pages- Static banner adverts initially attempted to monetize online Platforms and generate revenue (Coldfarb& Tucker, 2011)
Due to technological improvements, online advertising Changed to focus on Moreinteractive and exiting display adverts, Rich media formats, like expanding banners and interactive films, have emerged to grab viewers attention and boost: Interaction. Higher click through rates and better brand memoryOf these advertisements since they allowed viwes to interact with the Content Contained in the advert unit (wang et al,2016). The introduction of search engine advertising marked a Significant Shift in online advertising strategies. Search engine advertising such as Google Add words, enables businesses to display averts directly on search engine results Pages in response t o users search queries . These ads appeared alongside organicSearch results and were targeted based on Keywords and users intent. 
As mobileDevices gained popularity, advertising Strategies adapt to mobile landscape . Mobile advertsing aims to reach users on smartPhones and tablets through mobile apps and responsive websites. Research Conducted by Katuwamdeniya and Abeywardena (2019)revealed a remarkable Surge o f 1104% in internet users from 2000 t o 2019. This exponential growth has resulted in a Significant Increase in Individual utilizing the Internet for Various purposes, Such as Socializing, Online shopping, and engaging In entertainment activities. Online marketing for products and Services Can Increase Corporate earnings by providing a more efficient means of bringing together advertisers and Consumers.It gives online media Organizations a way to Compete for Client with traditional media companies which is transforming the media landscape.[Katuwamdeniya and abeywardana,2019].
2.1.3  Pop-up Adverts:
Pop-up advert are internet advertising that involves the unexpected emergence of new browser windows or tabs covering the content for a Web page. These advertisements are often triggered by Various behaviours, such as Visiting A website, Clicking a link, Or Scrolling down a page . Pop-up adverts frequently feature marketing messaging deals,ormultimedia material to attract Users and nudge them towards the offered goods and Services (Kim et al 2019) Due to their great exposure and ability to grab users atentionadvertisers have employed pop-up advertising extensively. They are an efficient marketing tactic for raising awareness and boosting website traffic. Pop-up advertising, however, has drawn a lot of attention and Criticism.
Pop-up advertisements are frequently criticised for being invasive and negatively affecting user experience- Accordingto research by kim et al (2019), users view pop-up- adverts as disruptive and Interruptive to theirSurfling habitPop-up adverts Can Cause Users t o feel invasive and Irritated, resulting in lousy user reactions. Users are Increasingly using ad-blocking software to preventsuch disruptions due to The irritation Created bypop-up adverts. 
Pop-up adverts are generally disliked, however, Some students have shown they Can Successfully Increase user engagement and Conversion rates. According to a Study by Sirohi&McLaughlin (2018) when pop-up adverts is effectively targeted and pertinent to the user’s Interest, It Can Increase Click- Through rates and result in more excellent Conversation rates.
The primary Objective of pop-up adverts isto drive web traffic by reredirectg users To a Specific website Where they Can make purchases or View Commercial Content. These adverts functions by opening anew webbrowser window, displaying a Single advertisement without User input.Pop-up adverts remain Controversial due to their Intrusive Nature and potential negative impact On user experience while Some students Suggest their effectiveness Ingenerating user engagement, the negative perception and Increasing use of ad-blocking Software Indicate a need for advertisers to adopt less Intrusive and more user friendly approaches in their advertising strategies. (Chatterjee, 2008)
Advantages of pop-up Advertisements.
Pop-up adverts has its own advantage.They Can be informative 
And engaging providing relevant Information to the users. It also depends on how they designed and implemented. If they are well designed and provide relevant Information, they Can be a useful tools for the audience. Here are few advantages ofPop-up advertisements. 
1.Pop-up advertisements Can be eye. -Catching and Can attract attention•
2.Pop-up advertisements Can be used to re-target users who have visited a website but didn’t  Convert the audience
3.Pop-up advertisements are used to text new ideas and concept with a small audience before investing in a larger audience
4.Pop-up advertisements are used to Collect data from user’s
Or about users, Such as their location or browsinghistory.
5.Pop-up advertisements Can be tailored to The user’s Interests, making them morerelevant and engaging.
6• Pop-upadvertisements can be used to drivetraffictoawebsiteor app.
7.Pop-upadvertisementsCan be targetedtospecific audiences based on demographics or interest.
    

     Disadvantages of Pop-up 
Pop-up advertisements Can be disadvantageoustothe audience. They Can be annoying and Intrusive, interruptingthe User experience and they are poorly designed, they can Interrupt the user experience and they Can be seen as nuisance. Here are fewdisadvantages of pop-up adverts; 
· Pop-up advertisements Can slow down the loading time of websites.
· Pop-up advertisements Can Contribute to damaging the reputation of a brand.
· Pop-up advertisements are mostly expensive to produce.
· Pop-up advertisements Can Sometimes be misleading or Contain false Information.
·  Pop-upadvertisements are mostly and always difficulttoClose. 
·  Pop-up advertisements Can be Seen as Spam
·  Pop-up advertisements Can be difficultto target accurately.
Audience Reactions to pop-up Advertisement.
 Different audiences Can react to pop-up adverts in different ways. Some audiences may find them annoying and Intrusive, while Others may findThem helpfuland informative some audiences may have a negative reaction to the adverts, associatingthem with Spam or Intrusive marketing tactics. On the Other hand, Some audiences may have apositive reaction, appreciatingthe informationortheofferThat is being Presented. It depends On The Individuals audience and Their preferences and experiences with pop-up adverts.
Studies have shown that Studentsgenerallyhavea negative reaction to pop-up adverts. In onestudy, students. WereaskedtoratetheirOverallSatisfactionwith websites that used pop-up adverts. The results showed that students were Significantly less satisfied with website that used Pop-up adverts compared towebsites that didnot. In addition, thestudy found that Students were more likely to close Pop-up adverts than to engage with them. This Suggests that pop-up adverts may not be effectivein engaging student audience. However, it is Important to note that the effectiveness of pop-up adverts may Vary depending On The Contexts and audience.
2•1.4 Perceived Intrusion from pop-up Advertisements.
ThePerceived Intrusiveness of adverts arisesfromtheinterruptions  they Cause to Ongoing tasks and theOverwhelming Presence of multiple adverts On the Screen, leading to excessive Stimuli. Adverts irritation Is a Common reaction to adverts, Characterized by negative Feelings, Impatience and dissatisfaction experienced by consumers due toadvertising
Stimuli (morimoto&chang, 2009).
The Consumer’s engagement with Online ads follow hierarchical progression, Starting with attention, click-decision and retention (Chatterjee, 2001).Incircumstances when there’s’ Substantial personal or Customers who are exposed toadvertisements fora brand Category will be more inclined topay attention, centrallyprocess information, and click on advertising to expand on it (cho 1999), which will result in lasting memory and  Communication results.
A study Concluded In 2013 on Consumer Opinions regarding
Online advertising and audience targeting revealed that more
than 60% of the web users Surveyed disregarded Online
The adverts, while Only a tiny percentoge of 2.5% clicked on the adverts and made a purchase (Choice stream, 2013) A recent case study conducted on undergraduate students at the co-operative University ofKenya Found that30.26% ofIndividuals frequently enjoyed pop-up adverts, and 46•68% occasionally Clickedon them. However,theStudy reportedthat these Commercials Significantly Impacted Only 3.95% of People.
User experience plays a Crucial role In shaping attitudes towards pop-up adverts. Studies have Shown that Pop-up adverts Can elicit mixed responses from users, with Some Finding themUseful and others finding them Intrusive and annoying (Duffett, 2015) •Pop-up adverts Can also lead to negative user experiences, Such as decreased trust in website and a decrease in the likelihood of revisiting the Site (kaye& Johnson, 2004). Accordingto Kaye and Johnson, factors that Influence user experience Includes adverts relevance, Intrusiveness and frequency.
2.2 Theoretical Framework.
Theoretical framework is a set of Concept and Theories
That is used to Organize and Understand a particular topic.
The theoretical framework of this Study is based onthe Integration of twoprominent Theories in the fields ofCommunication and psychology. Two key theories found the foundation of this study, They are:
1. Elaboration Likelihood model (ELM)
2.Agenda Setting Theory:
These Theories provides Comprehensive and Coherent Framework for Understanding and explaining the Impact ofPop-up advertisements On Clothing choices, as they account for the Cognitive, effectiveand behavioural aspects and dimensions of  Consumer behaviour In the Online environment.
2.2.1  Elaboration Likelihood Model
The Theory wasdeveloped by Richard petty and join
Caccipoin 1979 & 1986 respectively. The theory aims to explain different ways of processing stimuli, why they are used and theiroutcomes on attitude change. Elaboration likelihood model Proposes two major routes to persuasion i The Central route and the peripheral route:
The Central route involved a high level of message
Elaborate In which a great amount or arguments is generated by the individual receiving the message the theory attempts to 
Explain how attitude are shaped, formed and reinforced persuasive arguments. The basic idea Is that when Someone is
Topresented withInformation Some level o f elaboration occurs.
Elaboration in thisContext means the effort Someone makes
To evaluate, remember and accept or reject message:

 Elaboration Likelihood Model Is relevant and applicable to the Context of pop-up Advertisements and Clothing Choices as it helps toexplain  how Consumers process and respond to these adverts, and how these adverts affect their attitudes and preferences towards the advertised Clothing products or Services. Pop-up advertisements may trigger either the Central or The Peripheral route to persuasion. Depending on The Consumers’ motivation and ability toprocess the adverts• For
Example, Pop-up adverts that are relevant, timely and attractive may elicit the Central route to persuasion, where The Consumer evaluates the adverts based on the context  and Quality, and forms favourable and Consistentattitudes and preference towards the advertised clothing products or Services.
The application of Elaboration Likelihood model tothe Context of pop-up adverts and Clothing Chokes, The Study aims
To provide a deeper  and more wide understanding of theCognitive Processes and mechanisms That undeliethe Consumer’s evaluationand response to these adverts, as well  as the factors and Conditions that influence the route to persuasion.
2.2.2.     Agenda Stetting theory 
The theory can be traced to the first chapter  of walterThat media Sets agenda for  the public tofollow. The theory holds That most of the picture store h Our heads, most of the things We think or worry about , most of The issue discussed are based on what we have read, listened to or watched in different media. The media Influences our thoughts and feelings about many topics, leading us otbelieve that Some topics  are more crucial to our Society than others.
The public is expected tofollow the agenda Set by the media, whether It is print or electronics. As a result, Important issues in our Society are bought up in the media, and people Start to think accordingly. For instance, insecurity in our Society would the most Significant Concern On the minds of the general population, if the media Spent more time and space reporting on it.

 This is why media effect theory Includesthe agenda settingtheory in it Category:
1.Attention; Observers Cannot learnUnless they pay attention to what is happening around them.Theobservers is Influenced by Surface characteristics of the person they Observed
2.Memory; Observers must only recognize the observed behaviour, but remember it.
3.Initiation : Observers must be physically and Intellectually Capable of producing the act.
4 Motivation: An Observers must be motivated to reproduce the
Action they have seen.
          The Agenda Setting Theory is relevant and applicable
The Context of pop-up adverts and clothing Choices, as it helps, explain how These adverts influence  the Consumers’ agenda by
Selecting and emphasizing Certain clothing products or Services
Over others pop-up advertisements may perform the agenda-Setting function by affecting the frequency, prommence and framing of theexposureoftheseproductsorServices,as well as theConsumer salience and important of these products or Services the consumer thinks about,as well as how the consumer think about this products and Services.
The Consumer Can be Influenced by Surface FeaturesOf the Clothing features That they Come across on the pop-up adverts,
They do not only get Influenced by it or recognize it but
They remember the Clothing items that is seen.
By applying The Agenda Setting Theory to the Content of pop-up advertrsementsand Clotning Choices, the Study airms to provide a broaderandmoreComprehensive understandingof
The media effects and mechanism that study aims to provide a broader and more comprehensive understanding of the media effects and mechanism that underlie the Consumer’sPerceptionand evaluation of the adverts,aswell asthefactors andConditions that Influence level of agendaSetting.

 2.3 Review of Related Studies
Acordingot Gold farband Tucker Study 2011, pop-up adverts are a form of online advertising designed to Capture Consumer attention Quickly. They are often Viewed as Intrusive, which Can affect Consume perception negatively
However, if Creatively designed and targeted, they Can Significanty Influence purchasing decisions by Increasing product awarenes
Research by Li and leckenby 2007 Indicates that Visual appeal and relevance In pop-up adverts play a crucial role ininfluencing Consumer preferences. For Clothing brands, presenting trendy designs, competitive prices, and personalization can enhance Consumer engagement: Consumers are more likely to respond positively to pop-up when they perceive the Contest as relevant and benefical to their need
Studies by Belanche et al. 2019 reveals That pop-up adverts from reputable brands are more likely to betrusted and Considered by consumers. 
Conversely, excessiveor poorlyexecutedpop-upads can lead to adfatigue and damage the brands reputation
A study by HofstedeInsights 2015 Suggests that Cultural norms Influence Consumer preferences or modesty, style, and brand messaging. Clothing ads, including pop-ups, that align high-Quality image, vibrantcolours and Creativedeigns Can Significantly Impact Consumers clothing choices.
A study by cho and Cheon (2004)note that excessive frequency or poor timing Can lead toads fatigue, Causing Consumers to block or Ignore advertisements. To mitigateThisadvertisers need to balanceVisibility with non-Intrusiveness.

According to Chen and kim ,pop-up ads were found to have a significant influence on fashion consumer behaviour, increasing Purchase Intention and brand loyalty.
According to Smith and chaffey(2020)Pop-ups are atypeof digital advertising designed to grab the audience’s attention Quickly. These ads can lead to Increased brand recall but are oftenperceived as intrusive, potentially leading to negative brand association
In the Context of Clothing, Studies by Gupta and Kaur(2019) found that aestheticallyrelevant pop-ups Significantly Influence Consumer attitudes towards advertised products. 
Ahmad et al. (2021) discovered that Visual elements Such as Colors, design, and celebrity endorsements in advertisements play a Crucial role in Shaping Consumers preferences. For digital pop-ups, these factors Can enhance the Consumers willingness to explore or purchase the advertised products.
A key aspect of audience perception lies in the balance between relevant and annoyance. Jung and kang(2018) revealed that Consumers tend toengage positivelywithpop-upthat align with their Interests or recent browsing behaviours .however,excessive or irrelerantadvertisements oftenresultin “banner blindness” where users Ignore or close the ads without engaging
Studies by Li and wang (2019) emphasized That repeated exposure to pop-up advertisements Could either build trust or skepticism based on the
Quality and reliability of the message. For Clothing brands, ensuring transparency in pricing, return policies, and product descriptions inessential  to Convert ad View into purchases.


CHAPTER THREE
RESEARCH METHODOLOGY 
        Research methodology is the systematic process used to conduct a research study ,it’s involves identifying the resources questions, choosing a research design, collecting and analysing data and drawing conclusions from the findings. There are different Types of research methodology, but The most Common types are qualitative and Quantitative• Qualitative research isfocused on peoplesexperiences and perceptions,while quantitative research is focused on measuring and analysing data. Theresearch methodology used for this Study is quantitative research.
3.1 Research Design
The Study adopted a descriptive Survey research design. This designwas Chosen because it’s allows for the collection of data from a large population, which can be analysed to Identify patterns and trends. Research design is defined as a Structured framework guiding the researcher incollecting, analyzing, and Interpreting data to address a Specific problem or Hypothesis. Accordingto ololube(2022), research design logic and Systematic blueprint that determines the methods and procedures for Conducting research to ensure  accuracy, relevance, and reliability of findings. It provides the researcher with a clear roadmap, detailingWhat data is needed, how it will be collected and the means for analyzingit.
 3.2 Population of the Study
Nworgu (2015) population In research Is a well-defined group of Individuals, Objects, or events that Share SimilarCharacteristics and arerelevant to a specific study. It serves as the Complete Set of elements to which the researcher Intends to generalize the Study findings. According toEtikan and Bala (2017) population refers to the total Set ofUnits or elements, Such as Individuals or Objects, that have a Common Observable characteristic and are the focus of a research study. It is from this group that the sample is drawn for data collection.
    The study area for this research is Kwara State Polytechnic Ilorin. Kwara state Polytechnic is known to have a significant number of students. Based on the research carried out, the population study for the entire student of Kwara State Polytechnic for 2022/2023 academic session was estimated at 59825 making kwara state Polytechnic  the 10th populated Polytechnic in Nigeria 

3.3 sample size and sampling techniques
         Sample size refers to the specific number of units or elements selected from the population for a study. According to Erik and Bala(2017), sample size is defined as the subset of the population chosen to represent the entire in a study, with the aim of achieving accurate and reliable conclusions about the population. The sample size must be large enough to ensure the validity and reliability of the findings while considering resources constraints.
          Sampling techniques refers to the process or method used to select a subset of individuals, items, or events from a population for the research purposes. According to Taberdoost (2016). It is the procedure through which representatives sample is drawn from the population to minimise bias and enhance generalizability. Sampling techniques can be broadly categorised into probability sampling (E. G convenient sampling). There are six(6) institutions in kwara state polytechnic using the simple random sampling techniques, according to kothari (2004) is a method where each member of the population has an equal chance of being selected. Four institutions were selected and they are IICT, IEMS, IES, and IAS
        Using the purposive sampling techniques, a sample size of 100 respondents from the four institutes were selected. IICT contributed to a  sample size of 25 respondents. IFMS contributed a sample size of 25 respondent, IAS contributed a sample size of 25 respondents. Therefore the sample size for the Study were 100 respondents
3.4 Research Instrument.
        Kerlinger (1973), explained research instruments as a tools or devices tat are used to collect data, such as questionnaire, interviews, or tests to measure variables and relationship in research.
         According to Creswell and Creswell (2017), it refers to specific tools or techniques employed by researchers to gather data, including survey, interview or observations.
         The research instruments used in the study was the questionnaire, A questionnaire is a list of questions to be answered by a respondent to get their views about a subject. Questionnaire are used to gather appropriate data in order to measure the desired variables. It determines the outcomes of a research exercise. A total number of twenty 20 items were drawn and administered to the respondents. They were divided into two sections: Sections A contained items on the demography of the respondents and Section B answered the research questions. 

Items 1-5 answered questions on the demography of the respondents. 
Items 6-7 answered research question one. 
Item 8-9 answered research question two. 
Item 10-11 answered research question three. 
Item 12-20 answered research question four.

3.5 Validity of the instrument
        According to Kerlinger (1986) ,validity is the degree to which an instrument measures what it is intended to measure, ensuring that the results accurately represent the concept or construction being studied. According to Creswell and Creswell (2017) , Validity is the accuracy and appropriateness of the inference drawn from the research instrument, ensuring that the instrument measures the intended construct or variables.
       Validity pertains to the extent to which the instrument accurately measure ls what it is intends to measure. The measuring instrument employed is the questionnaire. This section present the method employed to ensure the validity of the research instructment (questionnaire) used in this study. The questionnaire used for this study was thoroughly reviewed and scrutinised by the supervisor for clarity, precision and comprehension. 

3.6 Data Collection Method 
         According to Creswell and Creswell (2017), data collection method refers to the systematic process used to gather information for research, encompassing various techniques such as Surveys, experiment, case studies, and interviews. According to Kothari (2024), data collection method refers to the systematic procedure andand techniques employed to gather information for research, involving tools like interview, questionnaire, and observation. 
         Data was collected using the questionnaire which the researcher has adninistered to the respondents. Thus, the sampled respondents in Kwara State Polytechnic received the questionnaire using Google forms and responded through the same medium. 

3.8 Method of Data Analysis
        Creswell and Creswell (2017), the method if data analysis involves the systematic procedure used to organise, examine  and interpretation data, ensuring that the results addresses the research questions or objectives effectively. 
        According to Kothari (2004), the method of data analysis involves the systematic procedures applied to scrutinise, Interpret, and draw meaningful conclusions from collected data, ensuring the validity and reliability of research findings. 
        The data were analysed using descriptive statistics such as simple tables, frequency and percentages. They were adopted in the presentation and analysis of the data generated for the study. These statistical tools were used because they were suitable means of breaking down and analysing the generated data..

















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS 
4.1 Data presentation 
Data presentation refers to the process of communicating the findings and insights derived from data analysis in a clean concise and meaningful way. It involves visual and textual elements to showcase data in a format is easy to understand and interpret. the  purpose of this research work is to determine “Audience Perception of the Influence of pop-up adverts of clothes on Consumer’s choice of clothes, case study of Kwara  state Polytechnic students. 
This chapter is concerned with the presentation and analysis of data gathered the use of online questionnaires.  This gave a response rate of return of 100%
  The Study answered the following questions;
1. How frequently do pop-up advertisements appear in the online clothing retail environment?
2. To what extent are Consumer’s aware of and able to recall pop-up in the context of clothing choices?
3. Does Kwara State Polytechnic students perceive the influence of pop-up adverts on their choices of clothes when selecting clothing items 
4. What factors contribute to positive or negative perception of pop-up Advertisements in clothing sector?

ANALYSIS O DEMOGRAPHIC DATA 
Item 1-5 in the questionnaire answered  question on the demography of respondents 
QUESTION 1:SEX
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Male
	56
	56%

	Female 
	44
	44%

	Total 
	100
	100%


From the table above 56 respondents (56%) were male while 44 respondents were female 



QUESTIONS 2:AGE
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Under 18
	5
	5%

	18-24
	30
	30%

	25-34
	54
	54%

	35-44
	8
	8%

	45 and above 
	3
	3%

	Total 
	100
	100%


Source field survey 2025
From the table above 5 respondents fell under the age bracket of under 18, 30 respondents (30%) fell under the age bracket of 18-24,54 respondents (54%) fell under the age bracket of 25-34,8 respondents (8%) fell under the age bracket of 35-44 while 3 respondents (3%) fell under the age bracket of 45 and above. 
QUESTIONS 3:OCCUPATION 
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Students 
	66
	66%

	Employed 
	21
	21%

	Self employed 
	11
	11%

	Unemployed 
	2
	2%

	Total 
	100
	100%


 Source field survey 2025
  From the table above 66 respondents (66%) were Students, while 21 respondents (21%) were employed, while 11 respondents (11%) were self employed, while 2 respondents (2%) were unemployed. 






QUESTION 4:MONTHLY INCOME RANGE. 
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Below #5000
	6
	6%

	#5000-#10,000
	11
	11%

	10,000-#20,000
	32
	32%

	Above #20,000
	31
	31%

	Prefer not to say 
	20
	20%

	Total
	100
	100%


Source field survey 2025
From the table,6 respondents (6%) were collecting a monthly range of below #5000, 11 respondents (11%) were in #5000-10,000 monthly income while 31 respondents (31%) were in above #20,000 while 20 respondents (20%) prefer not to say their monthly income range.
ANALYSIS OF DATA FROM SURVEY 
Research Questions 1:How Frequently do pop-up advertisements appear in the online clothing retail environment?
 Items 5-7 answered Research question one.

QUESTION 5: HOW OFTEN DO YOU ENCOUNTER POP-UP ADVERTS ONLINE?
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Daily 
	74
	74%

	Weekly 
	19
	19%

	Monthly 
	3
	3%

	Rarely 
	1
	1%

	Never 
	3
	3%

	Total 
	100
	100%


Source field survey 2025
From the table above 19 respondents (74%) comes across pop-up adverts daily while 19 respondents (19%) comes across pop-up adverts weekly while 3 respondents (3%) comes across  pop-up adverts rarely while 3 respondents (3%) has never comes across it.
QUESTION 6:WHICH DEVICE DO YOU PRIMARILY USE WHEN YOU SEE POP-UP ADVERTS 
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Smart phone 
	80
	80%

	Laptop\computer 
	15
	15%

	Tablet 
	5
	5%

	Total 
	100
	100%


 Source field survey 2025
From the table above 80 respondents (80%)  use smart phone when they see a pop-up adverts,  15 respondents (15%) use laptop/Computer when they see a pop-up adverts while 5 respondents (5%) use Tablet when they see pop-up adverts 
QUESTION 7: HOW DO YOU USUALLY REACT TO POP-UP ADVERTS?
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Click and explore 
	51
	51%

	Close immediately 
	23
	23%

	Ignore 
	20
	20%

	Other
	6
	6%

	Total 
	100
	100%


Source  field  survey 2025
From the table above, 15 respondents (51%) click and explore the pop_upadverts  l, 23 respondents  close immediately , 20 respondents  ignored l, while 6 respondents  with other things to react  Iteams8-10 answered  research  question  two 
Research  questions  2 :- to what extent are Consumer’s  aware of and able t9 recall pop-up  adverts  in the context of clothing sector? 
Question  8:- how often do pop-up adverts feature clothing Items you are interested ? 
	Response 
	Frequently 
	Percentage 

	Always 
	42
	42%

	Often 
	9
	9%

	Sometimes 
	34
	34%

	Rarely 
	11
	11%

	Never 
	4
	4%



From the  table above 42 respondents  always feature clothing  items.9 respondents  are often  interested  in pop-up  adverts  34 respondents sometimes  interested in pop-up  adverts  while 11 respondents rarely and 4 respondents  never see pop up adverts  feature clothing  items .
QUESTION 10:HAVE YOU EVER PURCHASED AFTER SEEING A POP-UP ADVERTS?
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Yes
	51
	51%

	No
	49
	49%

	Total 
	100
	100%


Source field survey 2025
From the table above,51 respondents (51%) answered that they have purchased a piece of clothing based on pop-up adverts while 49 respondents (49%) answered that they have not purchased a piece of clothing based on pop-up adverts 
Research Questions 3 How does Kwara State Polytechnic students perceive the influence of pop-up adverts on their choices of clothes 
when shopping online 



QUESTION 11:DO YOU THINK POP-UP ADVERTS IMPROVE YOUR SHOPPING EXPERIENCE?
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Yes
	71
	71%

	No
	29
	29%

	Total 
	100
	100%


Sources field survey 2025
From the table above 71 respondents (71%) think pop-up adverts improve their shopping experience through pop-up adverts 

QUESTION 12: HOW LIKELY ARE YOU TO RECOMMEND A BRAND OR PRODUCT YOU DISCOVERED THROUGH A POP-UP ADVERT 
	RESPONSE 
	FREQUENTLY 
	PERCENTAGE 

	Very Likely 
	39
	39%

	Likely 
	31
	31%

	Neutral 
	12
	12%

	Unlikely 
	11
	11%

	Very Unlikely 
	7
	7%



From the table above 27 respondents strongly agree,42 respondents agree,16 respondents neutral,12 respondents disagree,while 3 respondents strongly disagree
 Question 15: Discount offers in pop up adverts encourage me to purchase clothing
	Respondent
	Frequency.
	Percentage 

	Strongly Agree.
	16.
	16

	Agree
	48.
	48

	Neutral
	10
	10

	Disagree.
	..   21 .
	21

	Strongly Disagree
	5.
	5

	Total.
	100.
	100



     From the table above 16 respondents strongly agree 48  respondents agree 10 respondent are neutral while 21 respondents disagree 5 respondents strongly disagree
Question 16: Brand reputation shown in pop up adverts affect my clothing choices.
	Respondent
Songly Agree.
Agree
Neutral.
Disagr.
Strongly Disagree
Total.
	Frequency.
21 .
39
14
..             23
3.
100.
	Percentage 
21
39
14
23
3
100


From the above table 21 respondents strongly agree,39 respondents agree,14 respondents are neutral,23 respondents disagree while 3 respondents strongly disagree.
Question 17: I prefer shopping for clothes online after viewing pop up adverts
	Respondent
	Frequency.
	Percentage 

	SA.
	15
	15

	A
	44.
	44

	N.
	12
	12

	D.
	..    24.
	24

	SD.
	5.
	5

	Total.
	100.
	100



4.2. Analysis of research
     In this section,the data collected from survey on the topic "Audience perception of the influence of pop up adverts of clothes on consumers choice of clothes (A Case Study Of Kwara State Polytechnic Students) will be discussed.The data was contained in 100 fully completed copies of the online questionnaire retrieved from the respondents out of 100 copies of questionnaire that was distributed and administered.
Research Question One: How frequently do pop up advertisements appear in online clothing retail environment?
     The data on table 5 and 6 were used to answer this research question.
  The data on table 5 shows that 74 respondents sees pop up adverts daily, 19 respondents encounter pop up adverts weekly,while 3 respondents sees pop up adverts monthly while 1 respondents encounter pop up adverts rarely and 3 respondents has never encountered pop up adverts online.
      The data on table 6 shows that 80 respondents use smartphone when they see a pop up adverts,15 respondents use laptop/ computer while 5 respondents use tablet.
   The data on table 7 shows that 51 respondents click and explore the pop up adverts ,23 respondents close it immediately 29 respondent ignore it and 6 respondents deals with other thing to react.
     From the fundings,we tend to know, and it's is evident that the students of kwara state polytechnic are very conversant and often come across pop up adverts when shopping for clothes online And more than half of the respondents in kwara state polytechnic also agreed to the fact that pop up advertisement are helpful and sometimes seen when they shop for clothes items online.
Therefore,the data on 5,6 and 7 answered research questions on and it has been concluded that pop up adverts advertisement appear in the clothing retail environment very often.
Research Question Two: To what extent are consumers aware of and able to recall pop up adverts in the context of clothing?
     The data on table 8 shows that 42 respondents always feature clothing items, 9 respondent are often interested in pop up adverts, 34 respondent sometimes interested in pop up adverts while 11 respondents rarely and 4 respondents never see pop up adverts feature clothing items
    The data on table 9 shows that 72 respondents finds pop up adverts for clothing helpful,17 respondents does not find it helpful while 11 respondents are not sure of it.
    The data on table 10 shows that 51 respondents answered that they have purchased a piece of clothing based on a pop up adverts, and 49 respondents answered that they have not   From this findings,it is obvious that pop up adverts actually influences the choices of clothes of Kwara state polytechnic students when shopping online.And most of the students answered that they have purchased a piece of clothing based on a pop up advert according t their responses that were provided Therefore,the data on table 8-9 answered research question two and the overall conclusion is that the consumers are much interested in pop up adverts that they came across as it was shown and revealed that they were able to purchase a piece of cloth based on the pop up adverts the once came across and it also influences their choices of clothes .
Research Question Three: How do kwara state polytechnic students perceive the influence of pop up adverts on their choices of clothes when selecting clothing items?
    The data on table 11 and 12 were used to answer this.
     The data on table 11 shows that 71 respondents answered that pop up adverts can sometimes be intrusive while 29 respondents answered that they are not.
   The data on table 12 shows that 39 respondents are very likely to recommend a brand or product through pop up adverts, 31 respondents are likely to recommend a brand, 12 respondents are neutral and 11 respondents are unlikely while 7 respondents are very unlikely to recommend a brand through pop up adverts.
    From this fundings,it is obvious that Kwara state polytechnic students agreed to the claim that pop up and adverts sometimes portray dishonest  portray dishonesty according to the response that was collected and gathered. more than half of the respondents in Kwara state polytechnic views pop up adverts as intrusive. Therefore, the data on the table 11 and 12 answered research questions 3 asking how kwara state polytechnic students view the influence of pop up adverts on their clothes of choice when selecting clothing items
Research Questions Four: What are factors contributes to the positive or negative perception of pop up advertisement in the clothing sector?
    This data on table 13-19 where used to answer this question research, the research question is meant to find out the factor that contributes to bother the negative or positive of pop up adverts in the clothing sector, to figure out the negative perception of the pop up advertisement in the clothing sector table 13 shows that 35 respondents strongly agree that they have purchased Clothes after seeing a pop up 
Adverts while 34 agree and 11 respondents answered neutral 14 respondents disagree and 6 respondents strongly disagree
     The data on the table 14 shows that 37 respondents strongly agree that pop up adverts influence their decision to buy clothing, while 42 respondents agree, 16 respondents answered neutral, 12 respondents disagree and 3 respondents strongly disagrees
    The data on table 15 shows that 16 respondents strongly agree that discount offers in pop-up adverts encourage then to purchase clothing, 48 respondents disagree and 5 respondents strongly disagree.
   The data on the table 16 shows that 21 respondents strongly agree that pop up adverts affect their clothing choices, 39 respondents agree
, 14 respondents answered neutral 23 respondents disagree and 3 respondents strongly disagreed
     The data on table 17 shows that 15 respondents prefer shopping for clothes online after viewing pop up adverts 44 respondents agree,12 respondents answered neutral,24 respondents disagree and 5 respondents strongly disagreed
   The data on table 18 shows that 12 respondents strongly agreed that pop up adverts improve their overall online shopping experience,48 respondents agree,14 respondent  are neutral,19 respondent disagree while 7 respondent strongly disagree
    The data on table 19 shows that 13 respondents are likely to recommend a clothing brand the discovered through a pop up adverts,46 respondents agree,11 respondent answered neutral,23 respondent disagree and 7 respondents strongly disagree.
    From this findings, we tend to know and it's is evident that the kwara state polytechnic students have viewed both the negative perception of pop up adverts and the positive perception of pop up adverts in the clothing sector.From the data gathered from the questionnaire and the response received
, Kwara state polytechnic students have more negative perception of pop up advertisement than its positive perception.
      In conclusion, alongside with this tables that shows the responses of Kara state polytechnic students, the data on table 18 also shows how much pop up adverts has an overall effects on your clothes shopping habit and it appears that 14 respondents disagree that pop up adverts doesn't have an overall effect on their clothes shopping habit, of which it has the highest vote.
4.3. DISCUSSION OF FINDINGS.
   This research work has been able to have an intense look at the audience perception of the influence of pop up adverts on consumers choice of clothes among the Kwara state polytechnic student's and it has been able to attain a fact that pop up advert influences the consumers choice of clothes because the consumer are very much aware of pop up advertisement in the clothing sector and they came across it very often  it's been gathered through the response that was given by the respondent that Kwara state polytechnic students agreed that pop up advertisement influences their choices of clothes when shopping even though they have diverse perception towards pop up advertisement as some of the students agreed that pop up advertisement sometimes show dishonesty bad most times while surfing on the net or in the process of selecting their clothing choices, it is agreed that pop up adverts can be intrusive.
     The findings here is in line with the findings of Hwang and Lee ( 2018) on the effect of pop up advertising on the attitudes and behaviours of college students towards online advertisement in which it was revealed in the research work that pop up advertisements negatively affect college students attitude of product towards online advertisement.Theresults of the research work showed that the more frequently the students encountered pop up adverts, the more negatively they perceived pop up adverts generally.
   The findings here is also in line with the research work of Enigmatic and serve(2011), as they explored the perception of pop up adverts among college students. in this research, it was gathered and revealed that college students perceive pop up advertisement as annoying, intrusive and distracting the study went further and found out that the students with higher level of internet waviness are more likely to have negative perception towards pop-up advertisement than those students who do not have interest in internet or surfing active  The findings gave credence to agenda setting theory and it explains how the media sets agenda for the public to follow. In the context of pop-up advertisement, agenda setting helped us to explain how most adverts influence the consumer’s agenda by setting and emphasizing certain clothing products or services over others. The pop up advertisements may also perform agenda setting function by affecting the frequency, prominence and framing of the exposure of the products or services as well as the consumer’s salience and importance of these products or services that the consumer thinks about.
   The findings also gave credence to the elaboration likelihood 
Model (ELM). As it explains the different way, of processing stimuli, the reason they are used and their outcomes on attitude change. in the context of pop-up advertisement, this model explains that they are diverse ways in which consumers consumers process and respond to various messages that a particular or several adverts is trying to communicate and how these adverts can affect the consumer attitude and preferences towards the advertised clothing products or services.In elaboration likelihood model we were made to understand that it's classified into two the peripheral route and the central route.
   The central route which was previously discussed in the previous chapter explains that it involves a high level of message elaboration in which a great amount of argument is generated by the individual receiving the message and the peripheral route explain that the audience or consumer will pay less attention to the message that is been passed across, while
 They are being influenced by the secondary factors accompanied with the message be it food, source, credibility, visual appeal, presentation, humour, etc.By
 Explaining this, pop up advertisement may trigger either the central route or the peripheral route to persuasion depending on the consumer’s motivation and ability to process the adverts.
       From the findings so far, it is crystal clear that the students of Kwara state polytechnic are influenced by pop up advertisement either negatively or positively when selecting their clothing choices. And the perception that Kwara state polytechnic students has towards the influence of pop up advertisement on the choice of clothes was reviewed and it was gathered that pop up advertisement has both negative effect and positive effect even if it doesn't have an overall effect on their clothes shopping habits. It was gathered that the students of karat state polytechnic perceives pop up advertisement as intrusive, distracting, annoying and boring.
      This means that pop up advertisement needs to be worked upon and give it a timely advantage and timing when it pops up on students who are trying to purchase products or services online.There are enough sentiments and negative comment regarding pop up advertisement,from the students already,so in order not to generate more hateful comments concerning pop up advertisements,it should be well designed, perfect timing and helpful to students to help them make their choices when selecting clothes online.
   Result are showing that the audience perception of the influence of pop up adverts on consumers choice of clothes among kwara state polytechnic as gathered,shows that it can be helpful yet distracting.afteranalyzing all the results, students who perceives pop up advertisement negatively are more than the students who perceive pop up advertisement positively.


CHAPTER FIVE

SUMMARY , CONCLUSION AND RECOMMENDATIONS 
5:1 SUMMARY
The first chapter dwells on the introduction of the project topic, analyzing how online advertising originated in the early 1990s and how it revolutionized the field of digital advertising. Pop-up advertisements was explained and how it originated into the world of advertising. It also talked about how audience perceives the influence of pop-up adverts on their choices of clothes while using Kwara state Polytechnic students as the case study for the project work. 
 The project work adopted four research questions for the study and aims to analyses four objectives for the study . The chapter also discussed on the significance of the project work , the scope and the limitation of study. 
The second Chapter of the research work indicated the literature review, which comprise the conceptual framework which l includes; advertising, evolution of internet advertising, pop-up advertising, perceived intrusion of pop-up adverts, advantages and disadvantages of pop-up adverts and the audience reactions to pop-up advertisements. 
It also comprise of the  theoretical framework, where the research work adopted the use of Elaboration Likelihood model and agents setting  theory to provide comprehensive and coherent framework for understanding and explaining the impact of pop-up advertisment on clothing choice, as they account for the perceptions of consumes behavior in the online environment. The chapter also includes the appraisal of literature review of related study of other scholar works that are related to this research work. This is in order to give in-depth understanding that those finding have important implications for marketers and advertises who seeks to effectively target and engage with consumers especially students through online advertising. 
 Also, chapter three of the research work indicated the research methodology which made use of the quantitative research, the research design which adopted the survey method, population of the study which comprises of the students in Kwara state polytechnic from selected institutes. In the institution, sample size and sampling technique where the sample size that is given is 100 and the sampling technique is simple random sampling technique. The research instrument that are used to the questionnaire (Google form) and the data collection and analysis which was gotten from the finding s. 

 The chapter four of the presentation of data analysis and which comprises of analysis of available data gathered from the respondents through the questionnaire, the analysis of research questions and discussion of findings called the response of the respondents. 
 Finally, the chapter five of the research work discuss the summary, recommendations, and the likely conclusion of the study which indicates how to conclude the research work

5:2 Conclusions 
In assessing the audience perception of the influence of pop-up adverts on consumers choice of clothes. It has been gathered that pop-up adverts has been perceived more negatively by students than the students who perceive pop-up adverts positively. 
From the research instrument that was distributed online which is questionnaire (Google form) and from the responses of the  respondents, it was clearly agreed to that the students are influenced by pop-up advertisements both positively and negatively when selecting their clothing choices. 
And the perception of the students towards the influence of pop-up adverts on the choice of clothes are reviewed and it had been conducted that students perceive pop-up adverts to have a negative and positive effect even if it doesn’t have an overall effect on their clothes shopping habit. 
The students perceive pop-up adverts as intrusive, boring and distracting . This means that pop-up advertisements need to be worked upon. 

5:3 Recommendations 
Based on these finding, the following recommendations was given in order to improve more on pop-up adverts 

· Pop-up advertisements needs to be improved on and five a timely advantages and timing when it pops up on students who are typing to purchase products online. 
· Pop-up advertisements should have a perfect timing, well designed and helpful to students to help them make their choices when selecting clothes online. 

· Pop-up advertisement should be easy to quit . It should feature “YES” OR “NO” button clearly to allow people to click off the side of the pop-up to close. It should avoid hiding the exit option 
·  Pop-up advertisement should show only when the audiences are ready to see them. 
· Pop-up adverts should ensure that the contents or promotion that is shown is Relevant to the page the audience are on. 
· Pop-up adverts should make use of personality and creativity to keep people form quitting immediately. 
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KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
DEPARTMENT OF MASS COMMUNICATION
Dear Respondent,
I am a student of the Department of Mass Communication, Kwara State Polytechnic. I am carrying out a research titled "Audience Perception of the Influence of Clothes of Pop-up Adverts on Consumers' Choice of Clothes."
Please kindly provide answers to the following questions to the best of your ability. All information disclosed shall be treated with strict confidence and for research purposes only.
Thanks for your cooperation.
Instructions: Please tick (✓) the answer you consider appropriate. You may provide your answer where necessary.
Section A: Demographic Information
1. Age:
[ ] Under 18	[ ] 18–24	[ ] 25–34	[ ] 35–44	[ ] 45 and above
2. Gender:
[ ] Male	[ ] Female	[ ] Prefer not to say
3. Occupation:
[ ] Student	[ ] Employed	[ ] Self-employed	[ ] Unemployed
4. Monthly Income Range (If applicable):
[ ] Below ₦5000  [ ] ₦5000–₦10000   [ ] ₦10000–₦20000[ ] Above ₦20000
[ ] Prefer not to say

Section B: Usage and Interaction with Pop-up Adverts
5. How often do you encounter pop-up adverts online?
[ ] Daily	[ ] Weekly	[ ] Monthly	[ ] Rarely	[ ] Never
6. Which device do you primarily use when you see pop-up adverts?
[ ] Smartphone	[ ] Laptop/Computer	[ ] Tablet	[ ] Other (Please specify): ___________
7. How do you usually react to pop-up adverts?
[ ] Click and explore	[ ] Close immediately	[ ] Ignore	[ ] Other (Please specify): ___________

Section C: Perception of Pop-up Adverts
8. How often do pop-up adverts feature clothing items you are interested in?
[ ] Always	[ ] Often	[ ] Sometimes	[ ] Rarely	[ ] Never
9. Do you find pop-up adverts for clothing helpful in discovering new brands or products?
[ ] Yes	[ ] No		[ ] Not sure
10. Have you ever purchased clothing after seeing a pop-up advert?
[ ] Yes	[ ] No
11. Which device do you primarily use when you see pop-up adverts?
[ ] Smartphone	[ ] Laptop/Computer	[ ] Tablet	[ ] Other (Please specify): ___________



12. Do you think pop-up adverts improve your shopping experience?

[ ] Yes	[ ] No

13. How likely are you to recommend a brand or product you discovered through a pop-up advert?

[ ] Very Likely	[ ] Likely	[ ] Neutral	[ ] Unlikely	[ ] Very Unlikely

Section D: Consumer Choices and Behaviour
SA = Strongly Agree   A = Agree   N = Neutral   D = Disagree   SD = Strongly Disagree
S/N	Statement	SA	A	N	D/SD
14. I have purchased clothing after seeing a pop-up advert.
[ ] Strongly Agree	[ ] Agree	[ ] Neutral	[ ] Disagree	[ ] Strongly Disagree
15. Attractive designs in pop-up adverts influence my decision to buy clothing.
[ ] Strongly Agree	[ ] Agree	[ ] Neutral	[ ] Disagree	[ ] Strongly Disagree
16. Discount offers in pop-up adverts encourage me to purchase clothing.
[ ] Strongly Agree	[ ] Agree	[ ] Neutral	[ ] Disagree	[ ] Strongly Disagree
17. Brand reputation shown in pop-up adverts affects my clothing choices.
[ ] Strongly Agree
[ ] Agree
[ ] Neutral
[ ] Disagree
[ ] Strongly Disagree


18. I prefer shopping for clothes online after viewing pop-up adverts.
[ ] Strongly Agree
[ ] Agree
[ ] Neutral
[ ] Disagree
[ ] Strongly Disagree

19. Pop-up adverts improve my overall online shopping experience.
[ ] Strongly Agree
[ ] Agree
[ ] Neutral
[ ] Disagree
[ ] Strongly Disagree

20. I am likely to recommend a clothing brand I discovered through a pop-up advert.
[ ] Strongly Agree
[ ] Agree
[ ] Neutral
[ ] Disagree
[ ] Strongly Disagree




