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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
The rapid growth of the internet has revolutionized how businesses interact with consumers, making internet advertising a critical tool in modern marketing strategies. Internet advertising provides businesses with an effective means to reach a global audience while offering personalization options to target specific consumer segments. In Nigeria, and particularly in Ilorin, the internet penetration rate has significantly increased, resulting in more consumers being exposed to online advertisements (Chatterjee et al., 2021)
The Internet is rapidly becoming an accepted communication/promotion medium for all types and sizes of businesses. It is especially significant in reference to the major marketing functions of advertising and sales. Advances in Internet technology have evolved the business world in a number of ways, including taking advertising techniques to a new level.
The advent of the internet has transformed the global advertising landscape, providing businesses with unprecedented opportunities to engage with consumers (Smith & Chaffey, 2020). Internet advertising allows for personalized, data-driven marketing that targets specific consumer segments, making it a cost-effective and impactful tool for modern businesses. In Nigeria, increasing internet penetration, estimated at 47.5% in 2021 (Statista, 2022), has significantly influenced how businesses communicate with consumers, particularly in urban centers such as Ilorin.
Ilorin, a growing city in Nigeria, is witnessing a shift in consumer behavior as more people rely on online platforms for shopping, entertainment, and social interaction. As a result, businesses are increasingly investing in internet advertisements to influence purchasing decisions, promote brand loyalty, and enhance consumer engagement. However, the extent to which these advertisements impact consumer behavior, including decision-making processes and purchasing patterns, remains an area requiring comprehensive research.
An Advertisement can be of different types like audio or visual form of marketing communication that doesn’t need any interference from any person. Different researchers define advertisement differently. David Ogilvy also known as the Father of Content Marketing in “Confessions of an Advertising Man” wrote, “What you say in advertising is more important than how you say it”. He also quote that “Every advertisement should be thought of as a contribution to the complex symbol which is the brand image.” Also “I do not regard advertising as entertainment or an art form, but as a medium of information.” The historical backdrop of publicizing can be followed by old human advancements. It turned into a significant power in entrepreneur economies in the mid-nineteenth century, given in papers and magazines. In the twentieth century, publicizing developed quickly with innovations, for example, regular postal mail, radio, TV, the web and mobile phones.
The online has become one of the major mediums of conversation, entertainment and is in need in process of replacing traditional entertainment, promotion products and informative media. Moreover, traditional marketing forms such as newspaper, magazines, television, radio, etc., are becoming a thing of the past. Most companies and organization nowadays are relying on digital advertisement and marketing techniques to improve their overall sales and revenue. Online marketing becomes so far proved to be effective and efficient when compared with other forms of advertising and marketing. Like other advertising media and online advertising frequently involves both a publisher, which integrates advertisement media and advertising often involves a publisher, who mixes advertising into its online content and an advertiser, who provides the advertisements to display on the publisher’s content. Other implied participants include advertising agencies who help make and place the ads copy, an ads server that technologically delivers the ad and tracks statistics and advertising affiliates who do independent promotional work for the advertiser.
Internet has grown tremendously in both its applications and number of users due to its unique characteristics of flexibility, interactivity, and personalization. The revolutionary change brought forth by information technology has an important impact on the daily lives. It has transformed the way we do business by allowing retailers to offer unlimited range of products and services to all consumers from around the world at any point in time. Many companies have turned to the Internet to advertise their products and services and pouring billions of dollars into Internet advertising to obtain greater return on investment on ads. The Internet enables consumers to access an unlimited range of products and services from companies around the world (Sharma et al., 2018).


1.2	Statement of the Problem
The effectiveness of internet advertising in influencing consumer behavior is widely debated. While some studies suggest that online advertisements significantly shape purchasing decisions, others argue that consumers often ignore or resist them due to information overload or distrust. In Ilorin, where internet adoption is growing, businesses frequently invest in online marketing without understanding its actual impact on local consumer behavior.
This gap in knowledge poses a challenge for businesses aiming to optimize their marketing strategies. There is a need to investigate how internet advertisements influence consumer attitudes, brand perception, and purchasing habits in Ilorin. This study seeks to bridge this gap by examining the effectiveness and impact of internet advertisements on consumer behavior in the city.
1.3	Objectives of the Study
The objectives of this study is to analyze the impact of internet advertisements on consumer behavior in Ilorin, which includes;
Objectives:
i. To identify the types of internet advertisements most commonly used by businesses in Ilorin.
ii. To examine the influence of internet advertisements on consumer purchasing decisions in Ilorin
iii. To evaluate consumer attitudes toward internet advertisements in Ilorin.
iv. To determine the challenges faced by businesses in using internet advertisements.
1.4	Research Questions
i. What types of internet advertisements are most commonly used by businesses in Ilorin?
ii. How do internet advertisements influence consumer purchasing decisions in Ilorin?
iii. What are the attitudes of consumers in Ilorin toward internet advertisements?
iv. What challenges do businesses face when implementing internet advertising strategies in Ilorin?
1.5	Significance of the Study
This research on the impact of internet advertisements on consumer behavior in Ilorin is significant for several key stakeholders, including businesses, marketers, academics, policymakers, and society at large. 
The findings of this study will provide valuable insights for businesses in Ilorin regarding the effectiveness of their internet advertising strategies. Businesses often invest considerable resources in online marketing without fully understanding its influence on their target audience. The findings will help businesses in Ilorin optimize their internet advertising strategies to better influence consumer behavior and achieve higher returns on investment.
Marketing professionals can gain insights into effective online advertising methods tailored to the local context. The research will contribute to the body of knowledge on consumer behavior and internet advertising, serving as a reference for future studies. Insights from the study can guide policymakers in promoting a conducive environment for digital marketing and e-commerce in Ilorin.
In conclusion, this research holds immense significance for various stakeholders, offering solutions to real-world challenges and contributing to the sustainable growth of digital marketing and consumer engagement in Ilorin.
1.6	Scope of the Study
This study focuses on the impact of internet advertisements on consumer behavior in Ilorin. It covers businesses that use online advertising and consumers exposed to such advertisements. The study examines various forms of online advertisements, including social media ads, banner ads, and email marketing. The geographical scope is limited to Ilorin.
1.7	Definition of Terms
Internet Advertisement: Refers to promotional content delivered through online platforms such as social media, search engines, and websites.
Consumer Behavior: The decision-making processes and actions of individuals when purchasing goods or services.
Ilorin: The capital city of Kwara State in Nigeria, serving as the geographical focus of this study.
Social Media Ads: Paid advertisements displayed on platforms like Facebook, Instagram, and Twitter to target specific audiences.
Banner Ads: Graphical advertisements embedded on websites to promote products or services.
Purchasing Decision: The process by which a consumer decides whether to buy a product or service.


CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
The emergence of the internet as a tool for advertising has revolutionized the business landscape. Businesses leverage internet advertisements to reach diverse audiences efficiently and effectively. This chapter reviews the existing body of knowledge on the impact of internet advertisements on consumer behavior. It delves into the conceptual framework, key concepts such as internet advertising and consumer behavior, theoretical perspectives, and empirical studies to provide a comprehensive understanding of the subject matter.
Niazi and Hunjra (2012) explained that advertisement is a way of communication to convince a consumer to create a buying decision about a product or service and conveying information to consumers. This paper researches the connection between environmental respondents and emotional respondents, which are autonomously variables with dependent variable i.e. consumer buying behaviour. 
Dhaliwal (2016) explained that advertisement performs an essential role in the modern period as it becomes the perceptions and attitudes of the customer culture that strikingly influences the customer buying behaviour. Any business can take on the road to benefit when it attracts and retains the consumers with profit and this goal is reached when a company builds a strong consumer attention for its product and service. All these vast guns have executed significant efforts to secure quality advertisement and fabrication of active consumer attention through suitable activities that positively influence the consumer buying behaviour because people get knowledge about the product through advertisement and other promotional tools and develop perception through company activities and his previous experience with that company and past purchase respectively. 
Shrestha (2019) presented that advertisement is each paid mode of non-personal presentation also promotion of ideas, goods and services by a classified sponsor through print media (i.e, newspaper and magazines), broadcast media (i.e, radio, and television) network media (i.e, telephone, cable, satellite, wireless), electronic media (i.e, audiotape, videotape, webpage)and display media (billboard, signs, poster).
In a study carried out on the effects of online advertisements on consumer buying behaviour of branded garments in Pakistan(Afzal & Khan, 2015), it was interestingly discovered that there is no direct effect of online advertisements on the buying decisions of branded garmets whereas it was found that there is a significant indirect effect of online advertisements on consumer buying decisions because of advertising characteristics and consumer attitudes (Afzal & Khan, 2015).
Conversely, in another study carried out it was found that contrary to the the discovery of the study in Pakistan there was a direct link between online banner advertisements and the making of purchases or purchase decisions (Li and Leckenby, 2022) .
Scholars have also observed that advertising may evoke both positive and negative emotions when seeking to persuade. Indeed, Brown, Homer and Inman (2019), suggest that from a practical perspective, “the relative strength of positive and negative feeling effects potentially could guide advertisers’ decisions regarding executional strategies.” It has been suggested that ads use positive affect to make consumers like the ad and then buy the product, and negative affect to evoke an uncomfortable state that makes consumers want the “solution” offered by the advertiser.
2.2	Conceptual FrameworkTop of Form
The conceptual framework explains the relationship between internet advertising and consumer behavior. It is based on the premise that internet advertisements influence consumer perceptions, attitudes, and purchase decisions. Elements such as advertisement format, content quality, interactivity, and personalization play a pivotal role in shaping consumer behavior.
A simplified representation can be expressed as follows:
Internet Advertisement → Consumer Perception → Attitude Formation → Decision Making
This framework helps in understanding the channels through which internet advertisements impact consumer behavior, providing a basis for theoretical and empirical exploration.

2.2.1	Concept of Internet Advertisement
Internet advertising, also referred to as online advertising, involves promoting products, services, or brands through digital platforms. It encompasses various formats, including display ads, search engine marketing (SEM), social media ads, video ads, and email marketing. The primary goal is to capture user attention, drive traffic, and generate leads or sales.
Key features of internet advertising include:
Targetability: Advertisers can reach specific demographics based on user data.
Measurability: Campaign performance can be tracked in real-time using metrics like click-through rates (CTR) and conversion rates (CR).
Cost-Effectiveness: Compared to traditional media, internet ads can be tailored to suit various budget ranges.
Engagement: Interactive formats such as videos, polls, and gamified content foster higher audience involvement.
Studies indicate that internet advertisements significantly enhance brand visibility, with a positive correlation between ad exposure and consumer engagement (Smith et al., 2019).
2.2.2	Concept of Consumer Behavior
Consumer behavior refers to the psychological, social, and emotional processes that individuals go through when selecting, purchasing, using, or disposing of goods and services. It is influenced by various internal (e.g., motivation, perception, learning) and external (e.g., culture, family, social status) factors.
Key stages in consumer decision-making include:
Problem Recognition: Identifying a need or problem.
Information Search: Seeking relevant information about solutions.
Evaluation of Alternatives: Comparing options based on attributes.
Purchase Decision: Selecting a product or service to meet the need.
Post-Purchase Behavior: Reflecting on satisfaction levels post-consumption.
Internet advertising plays a critical role in shaping each stage of this process by providing tailored information, recommendations, and reviews (Kotler & Keller, 2016).
Understanding product buying habits is crucial for businesses and marketers as it allows them to tailor their strategies to meet consumer needs and preferences. Several key elements contribute to the concept of product buying habits:
1. Decision-Making Process:
· Problem Recognition: Consumers identify a need or a problem that can be addressed by purchasing a product or service.
· Information Search: Consumers seek information about available options, brands, and features through various sources, such as online reviews, recommendations, or personal experiences.
· Evaluation of Alternatives: Consumers compare different products or services based on criteria like price, quality, brand reputation, and functionality.
· Purchase Decision: After evaluating options, consumers make a decision to buy a specific product or service.
2. Influencing Factors:
· Internal Factors: These include personal characteristics such as motivation, perception, attitude, and lifestyle. Personal values, beliefs, and past experiences also play a role.
· External Factors: External influences include cultural, social, economic, and technological factors. Cultural values, social norms, economic conditions, and technological advancements can significantly impact buying habits.
· Psychological Factors: Consumers' perceptions, motivations, and attitudes are influenced by psychological factors like perception of the product, learning, and memory.
· Social Factors: The influence of family, friends, peers, and social groups can shape consumers' buying decisions. Social trends and cultural norms also play a role.
3. Habitual Buying Behavior:
· Habitual buying behavior occurs when consumers repeatedly purchase a particular product or brand with little or no consideration of alternative options. This behavior is often associated with low-involvement products or routine purchases.
2.3	THEORETICAL REVIEW
2.3.2	SOCIAL RESPONSIBILITY THEORY
Social responsibility theory is an ethical framework and suggests that an entity, be it an organization or individuals, has an obligation to act for the benefit of society at large. Social responsibility is a duty every individual has to perform so as to maintain a balance between the economy and the ecosystems. A trade-off may exist between economic development, in the material sense, and the welfare of the society and environment, though this has been challenged by many reports over the past decade.[when?] Social responsibility means sustaining the equilibrium between the two. It pertains not only to business organizations but also to everyone whose any action impacts the environment. It is a concept that aims to ensure secure healthcare for the people living in rural areas and eliminate all barriers like distance, financial condition, etc. This responsibility can be passive, by avoiding engaging in socially harmful acts, or active, by performing activities that directly advance social goals. Social responsibility must be intergenerational since the actions of one generation have consequences on those following.
Businesses can use ethical decision making to secure their businesses by making decisions that allow for government agencies to minimize their involvement with the corporation. For instance, if a company follows the United States Environmental Protection Agency (EPA) guidelines for emissions on dangerous pollutants and even goes an extra step to get involved in the community and address those concerns that the public might have, they would be less likely to have the EPA investigate them for environmental concerns. "A significant element of current thinking about privacy, however, stresses "self-regulation" rather than market or government mechanisms for protecting personal information". According to some experts, most rules and regulations are formed due to public outcry, which threatens profit maximization and therefore the well-being of the shareholder, and that if there is not an outcry there often will be limited regulation.
Some critics argue that corporate social responsibility (CSR) distracts from the fundamental economic role of businesses; others argue that it is nothing more than superficial window-dressing, or "greenwashing";others argue that it is an attempt to pre-empt the role of governments as a watchdog over powerful corporations though there is no systematic evidence to support these criticisms. A significant number of studies have shown no negative influence on shareholder results from CSR but rather a slightly negative correlation with improved shareholder returns.
2.3.2	AGENDA SETTING THEORY
Agenda setting theory describes the ability (of the news media) to influence the importance placed on the topics of the public agenda. Agenda-setting theory was formally developed by Max McCombs and Donald Shaw in a study on the 1968 American presidential election. Agenda setting is a social science theory; it also attempts to make predictions. The theory also suggests that media has a great influence to their audience by instilling what they should think about, instead of what they actually think. That is, if a news item is covered frequently and prominently, the audience will regard the issue as more important. Agenda-setting is the creation of public awareness and concern of salient issues by the news media. The study of agenda-setting describes the way media attempts to influence viewers, and establish a hierarchy of news prevalence. Two basic assumptions underline most researches on agenda-setting ;
1. The press and the media do not reflect reality; they filter and shape it;
2. Media concentration on a few issues and subjects leads the public to perceive those issues as more important than other issues.
The core statements were established by measuring the changes in salience through the use of surveys with the presence of more frequent news coverage.
One of the most critical aspects in the concept of an agenda-setting role of mass communication is the time frame for this phenomenon. Different media have different agenda-setting potential. From the perspective of agenda-setting, the analysis of the relationship between traditional media and new virtual spaces has witnessed growing momentum.
In the 1968 "Chapel Hill study", McCombs and Shaw demonstrated a strong correlation coefficient (r > .9) between what 100 residents of Chapel Hill, North Carolina thought was the most important election issue and what the local and national news media reported was the most important issue. By comparing the salience of issues in news content with the public's perceptions of the most important election issue, McCombs and Shaw were able to determine the degree to which the media determines public opinion. Since the 1968 study, published in a 1972 edition of Public Opinion Quarterly, more than 400 studies have been published on the agenda-setting function of the mass media, and the theory continues to be regarded as relevant.
Studies have shown that what the media decides to expose correlates with their views on things such as politics, economy and culture. Aside from bias, other critics of the news media claim that news in the United States has become a form of entertainment. Instead of providing the public with the information they need, journalists instead strive to fill the publics' appetite for shocking and sensational headlines. Countries that tend to have more political power are more likely to receive media exposure. Financial resources, technologies, foreign trade and money spent on the military can be some of the main factors that explain coverage inequality.
2.4	EMPIRICAL REVIEW
Shumaila Ahmed and Ayesha Ashfaq (2013) concentrated on the impact of Online advertisement on consumer buying behaviours. Brand image, influence and celebrity endorsement in advertising are the important factors, which raise the consumers’ intentions towards the product also buying behaviours. The buying behaviour is strongly influenced by the image of the product which is built by the advertisers.
Chen and Hsieh (2020) conducted a study examining how different forms of online advertisements (e.g., banner ads, social media ads, and video ads) influence brand recognition among millennial consumers. The study, involving 500 respondents, found that video advertisements on platforms like YouTube and Instagram were particularly effective in enhancing brand recall, with a 65% increase in brand recognition compared to static ads.
Similarly, Boateng and Okoe (2019) evaluated the effectiveness of internet advertisements in emerging markets, focusing on Ghana. Their findings revealed that personalized and interactive advertisements increased consumers' familiarity with brands by 72%, leading to higher levels of trust and engagement.
Kaplan and Haenlein (2019) conducted a cross-industry study to assess the impact of tailored advertisements on consumer engagement. They found that ads customized based on consumers’ previous online behavior and preferences achieved a 42% higher click-through rate (CTR) and a 33% increase in conversions compared to generic ads.
In another study, Chatterjee et al. (2021) investigated the impact of behavioral retargeting, which involves showing ads related to products consumers previously viewed. Their research, which analyzed over 1 million ad impressions, found that retargeted ads boosted online sales by 20% while increasing repeat visits to websites by 28%.


[bookmark: _Hlk200620560]CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapter focuses on the methods and procedures employed in conducting the research titled "Impact of Internet Advertisement on Consumer Behaviour in Ilorin." It outlines the research design, population of the study, sample size and sampling techniques, instruments of data collection, validity of the instrument, methods of data collection, and methods of data analysis. The objective is to ensure that the research process is systematic, reliable, and capable of addressing the research objectives and questions.
3.1 Research Design
The research adopts a descriptive survey design. This design is considered appropriate because it allows for the collection of data from a sample population to describe and interpret the current trends, practices, and attitudes of consumers in Ilorin regarding internet advertisements. The descriptive survey method is advantageous as it provides a quantitative assessment of variables and facilitates the examination of relationships between internet advertising and consumer behaviour.
3.2	Research Methods
	This research employed a quantitative research method, which involved collecting numerical data and analyzing it using statistical tools. The quantitative method is suitable for this study as it allows for the measurement of variables related to internet advertising and consumer behaviour, enabling the researcher to draw objective conclusions based on empirical evidence.
3.3	Population of the Study
The population for this study comprises all internet users residing in Ilorin, Kwara State. These include individuals who have access to digital platforms such as social media, search engines, websites, and mobile applications where internet advertisements are prominently displayed. The choice of this population is informed by the research focus on how internet advertisements influence consumer behaviour within the Ilorin metropolis. The estimated metro area population of Ilorin for 2025 is 1,524, 300 (NPC, 2025).
3.4	Sample Size and Sampling Techniques 
The sample communities are the following;
1. [bookmark: _Hlk200619598]Ilorin East Local Government
2. Ilorin South Local Government
3. Ilorin west Local Government
A multi-stage sampling technique was adopted for the study:
1. Stage One: The population is divided into strata based on local government area Ilorin. This ensures that all local government area are adequately represented.
i. Ilorin East Local Government
ii. Ilorin South Local Government
iii. Ilorin west Local Government
[bookmark: _Hlk200620125]The population of the local government is has follows; Ilorin east LGA 311,500 Ilorin South LGA 314,100, Ilorin West 548,300
2. Stage Two: All this stage 3 LGA were selected.
Ilorin east LGA 311,500 
Ilorin South LGA 314,100, 
Ilorin West 548,300
3. Stage Three: the 3 selected LGAs would futher be treated considering the number of their wards  and 3 wards would be randomly selected from each selected LGAs.
The following are selected on
	Communities
	Population
	Percentage
	Sample size

	Okelele community
	1800
	21%
	20

	Akerebiata community
	1000
	11%
	11

	Oju Ekun community
	2000
	23%
	23

	Okekere community
	1700
	19%
	19

	Balogun Fulani community
	1000
	11%
	11

	Ajegunle alagbado community
	1300
	15%
	15

	Total
	8800
	100%
	100


4. Stage Four: from the wards above three wards were selected from each local government which include 1,2, 3 from Ilorin west, 123 from  Ilorin east and 123 from Ilorin south.
This combination of stratified, random, purposive, and convenience sampling helped ensure diversity and representativeness in the sample.
Sample Size
A sample size of 100 respondents was chosen for this study. This number is considered adequate to provide reliable and generalizable insights while being manageable within the scope and time constraints of the research. The sample was proportionately distributed among the selected LGAs based on their population density.
3.4 	Instrument of Data Collection
The primary instrument for data collection will be a structured questionnaire. The questionnaire will be designed to gather data on respondents' exposure to internet advertisements, their perceptions of such advertisements, and the influence of these advertisements on their purchasing decisions. The questionnaire will consist of three sections:
1. Section A: Demographic information (e.g., age, gender, occupation, educational level).
2. Section B: Exposure and perception of internet advertisements (e.g., frequency of exposure, type of advertisements viewed).
3. Section C: Impact on consumer behaviour (e.g., purchasing decisions, brand loyalty, and preference).
3.5	Validity of the Instrument
To ensure the validity of the research instrument, the questionnaire will undergo content and face validation. Experts in marketing and research methodology will review the questionnaire to ascertain its relevance, clarity, and adequacy in addressing the research objectives. Pilot testing will also be conducted with a small sample of respondents to identify and rectify any ambiguities or inconsistencies.
3.6	Method of Data Collection
Data collection will involve the distribution of the validated questionnaire to the selected respondents. The process will include both online and offline modes to enhance participation. The online distribution will utilize platforms such as email and social media, while the offline distribution will involve physical dissemination in public areas, such as shopping malls, schools, and offices within Ilorin. Respondents will be given sufficient time to complete the questionnaire, and follow-ups will be conducted to maximize the response rate.



3.7 Method of Data Analysis
The data collected will be analyzed using both descriptive and inferential statistical methods. Descriptive statistics, such as frequency distribution, percentages, and mean scores, will be used to summarize and present the data. Inferential statistics, such as chi-square tests and regression analysis, will be employed to examine the relationships between internet advertisements and consumer behaviour. Statistical analysis will be carried out using software such as SPSS (Statistical Package for the Social Sciences) to ensure accuracy and reliability of results. The findings will be presented in tables, charts, and graphs to enhance clarity and comprehension.


[bookmark: _Toc19882587]CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	Introduction
This chapter deals with the data presentation, analysis and interpretation 
[bookmark: _Toc19882558]4.2 Demographic Classification of respondents
The following table shows the number of respondents with the classification on gender, age group in years, marital status, academic qualification, employment status and monthly income used in questionnaire survey of the study. ‘Frequency’ represents the number of respondents of each category and ‘percent’ refers to the respondent’s number in particular category out of total.
[bookmark: _Toc492729420][bookmark: _Toc19882559]4.2.1: Classification of respondents by gender
	Particulars
	Frequency
	Percent

	Male
	59
	59.0

	Female
	41
	41.0

	Total
	100
	100.0







Table 4.2: Gender of the respondents.
Source: Field survey, 2025
Majority of the respondents (59.0%) is male and rest (41.0%) is female.
[bookmark: _Toc19882560]4.2.2 Classification of the respondents by age
	Particulars
	Frequency
	Percent

	17-19
	8
	7.3

	20-22
	58
	61.8

	23-25
	27
	24.5

	26 and above
	7
	6.4

	Total
	100
	100.0


Table 4.3: Age of the respondents.
Source: Field survey, 2025
In case of age of 17-19, 20-22, 23-25 and 26 years and above are 7.3%, 61.8% 24.5% and 6.4% respectively.
[bookmark: _Toc19882561]4.2.3 Classification of the respondents by marital status
	Particulars
	Frequency
	Percent

	Unmarried
	92
	92.0

	Married
	8
	8.0

	Total
	100
	100.0


Table 4.4: Marital status of the respondents.
Source: Field survey, 2025
92.7% are unmarried whereas 7.3% are married.
[bookmark: _Toc19882562]4.2.4 Classification of the respondents by academic qualification
	Particulars
	Frequency
	Percent

	SLC/SEE
	2
	1.8

	10+2
	6
	5.5

	Bachelor's level
	86
	87.3

	Master's Level
	6
	5.4

	Total
	100
	100.0


Table:4.5: Academic qualification of the respondents.
Source: Field survey, 2025
The academic qualification of the respondents are 1.8% SLC/SEE, 5.5% 10+2, 87.3% Bachelor’s level and 5.4% Master’s level.
[bookmark: _Toc19882563]






4.2.5 Classification of the respondents by employment status
	Particulars
	Frequency
	Percent

	Businessperson
	4
	3.6

	Service
	12
	10.9

	Self-employed
	22
	20.0

	Unemployed
	62
	65.5

	Total
	100
	100.0


Table 4.6: Employment status of the respondents.

Graph 4.3: Employment status
Source: Field survey, 2025
3.6% are businessmen, 10.9% are in service, 20% are self employed and remaining 65.5% are unemployed.
[bookmark: _Toc19882564]4.2.6 Classification of the respondents by monthly income
	Particulars
	Frequency
	Percent

	Less than 10,000
	19
	17.3

	10,000 - 20,000
	8
	7.3

	20,000-30,000
	13
	11.8

	30,000 and above
	11
	10.0

	Not earning
	49
	53.6

	Total
	100
	100.0


Table 4.7: Monthly Income of the respondents.
Source: Field survey, 2025

Graph 4.4: Monthly income
Source: Field survey, 2025
17.3% of the respondents earn less than Rs 10,000. 7.3% earn between Rs 10,000 to 20,000, 11.8% earn between Rs 20,000 and 30,000. 10% earn above Rs 30,000 and 53.6% are not earning.

[bookmark: _Toc19882565]4.3: Knowledge on internet advertisements of respondents
Data Analysis
Chi-Square Test
Chi-Square Tests are conducted in order to find whether there any relationship between chosen variables. Four factors namely Age, rate of satisfaction buying products online, the decision for buying the same brand of product regularly, the benefit on buying products online have been selected in order to test whether there is any relationship between them. Chi - Square tests are conducted by using the Statistical tool SPSS and the results derived are given below

	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	age * rate of satisfaction on	buying	product
online
	
110
	
100.0%
	
0
	
0.0%
	
110
	
100.0%

	age	*	what	is	the
decision for buying the
	110
	100.0%
	0
	0.0%
	110
	100.0%

	same brand of product
regularly
	
	
	
	
	
	

	age  *  what  are  the
benift	on	buying products in online
	
110
	
100.0%
	
0
	
0.0%
	
110
	
100.0%



age * rate of satisfaction on buying product online

	Crosstab

	
	rate	of	satisfaction	on	buying
product online
	Total

	
	very
satisfy
	satisfy
	dissatisfy
	

	






age
	
below 20
	Count
	13
	37
	6
	56

	
	
	Expected
Count
	13.2
	37.2
	5.6
	56.0

	
	
21-25
	Count
	7
	31
	4
	42

	
	
	Expected
Count
	9.9
	27.9
	4.2
	42.0

	
	
26-30
	Count
	5
	4
	0
	9

	
	
	Expected
Count
	2.1
	6.0
	.9
	9.0

	
	
above 30
	Count
	1
	1
	1
	3

	
	
	Expected
Count
	.7
	2.0
	.3
	3.0

	
Total
	Count
	26
	63
	11
	100

	
	Expected
Count
	26.0
	63.0
	11.0
	100.0



	Chi-Square Tests

	
	Value
	df
	Asymp.  Sig.
(2-sided)

	Pearson Chi-Square
	8.934a
	6
	.177

	Likelihood Ratio
	8.401
	6
	.210






	Linear-by-Linear
Association
	.652
	1
	.420

	N of Valid Cases
	110
	
	

	a.  6 cells (50.0%) have expected count of less than 5.
The minimum expected count is .30.


Interpretation:
From the above table, it is discovered that the level of significance of chosen variables is greater than the Chi-Square value, chosen variables, Age and the rate of satisfaction on buying product online are not significant and they do not have any relationship between each other. Thus, Null Hypothesis is accepted here.

age * what is the decision for buying the same brand of product regularly

	Crosstab

	
	what is the decision for buying the same brand of
product regularly
	Total

	
	price
	quality
	loyalty
	others
	

	






age
	
below 20
	Count
	9
	40
	6
	1
	56

	
	
	Expected
Count
	9.7
	38.7
	7.1
	.5
	56.0

	
	
21-25
	Count
	9
	29
	4
	0
	42

	
	
	Expected
Count
	7.3
	29.0
	5.3
	.4
	42.0

	
	
26-30
	Count
	1
	5
	3
	0
	9

	
	
	Expected
Count
	1.6
	6.2
	1.1
	.1
	9.0

	
	
above 30
	Count
	0
	2
	1
	0
	3

	
	
	Expected
Count
	.5
	2.1
	.4
	.0
	3.0

	
Total
	Count
	19
	76
	14
	1
	110

	
	Expected
Count
	19.0
	66.0
	14.0
	1.0
	100.0






	Chi-Square Tests

	
	Value
	df
	Asymp.  Sig.
(2-sided)

	Pearson Chi-Square
	6.953a
	9
	.642

	Likelihood Ratio
	6.670
	9
	.671

	Linear-by-Linear
Association
	.721
	1
	.396

	N of Valid Cases
	110
	
	

	a. 9 cells (56.2%) have expected count less than 5. The
minimum expected count is .03.


Interpretation:
From the above table, it is discovered that the level of significance of chosen variables is greater than the Chi-Square value, chosen variables, Age and the decision for buying the same brand of product regularly are not significant and they do not have any relationship between each other. Thus, Null Hypothesis is accepted here.

age * what are the benift on buying products in online

	Crosstab

	
	what are the benift on buying products in online
	Total

	
	cash on door step delivery
	offers n credit
card and debit cards
	gift vouchers and discounts
	others
	

	





age
	
below 20
	Count
	37
	6
	12
	1
	56

	
	
	Expected
Count
	34.1
	7.1
	12.7
	2.0
	56.0

	
	
21-25
	Count
	26
	7
	7
	2
	42

	
	
	Expected
Count
	25.6
	5.3
	9.5
	1.5
	42.0

	
	
26-30
	Count
	3
	1
	5
	0
	9

	
	
	Expected
Count
	5.5
	1.1
	2.0
	.3
	9.0

	
	above 30
	Count
	1
	0
	1
	1
	3






	
	
	Expected
Count
	1.8
	.4
	.7
	.1
	3.0

	
Total
	Count
	57
	14
	25
	4
	100

	
	Expected
Count
	57.0
	14.0
	25.0
	4.0
	100.0



	Chi-Square Tests

	
	Value
	df
	Asymp.  Sig.
(2-sided)

	Pearson Chi-Square
	15.254a
	9
	.062

	Likelihood Ratio
	11.516
	9
	.242

	Linear-by-Linear
Association
	4.829
	1
	.028

	N of Valid Cases
	100
	
	

	a. 9 cells (56.2%) have an expected count less than 5. The
minimum expected count is .11.


Interpretation:
From the above table, it is discovered that the level of significance of chosen variables is greater than the Chi-Square value, chosen variables, Age and the benift on buying products in online have you flow maximum times are identified as significant and they have a relationship between each other. Thus null hypothesis is rejected here

Findings:
· 51.8% of respondents are between the age of below 20.
· 60.9% of respondents are preferred to Cash on doorstep delivery.
· 67.3% of respondents are satisfied to buy products online.
· 35.5% of respondents are like to watch accessories advertisement and 32.7% of respondents are like to watch entertainment advertisement.
· 42.7% of respondents are making purchases after seeing the ads online.
· 59.1% of respondents agree that people become victims of advertising by purchasing unnecessary products.
· 40.9% of respondents are looking for product information through accessories advertisement.
· 60.9% of respondents agree to pay attention to online advertisements.
· 78.2% of respondents agree to compare the price which is lower (ie; online website or local store).
· 48.2% of respondents are preferred to buy products on amazon.
· 39.1% of respondents are preferred to buy products in the supermarket.
· Most of the respondents are preferring price, quality, comfort, varieties in buying products online.
· 68.2% of respondents are made buying the same brand for quality.
· 32.7% of respondents are delaying the purchase decision and the actual purchase is financial constraints.
· As the result derived from the chi-square tests, the chi-square value of the chosen variables falls within the level of significance. Therefore there is no significant relationship between the chosen variables.

4.3	Discussion of findings
The study authenticated that the reliability of online advertisement is plus and therefore prescribes that the management of businesses using online advertisement should provide a individual experience to its customers based on customer analysis deliver a personalized experience to the customers, the study also found that online advertising is effective in reach and creation of awareness and recommends that the companies should invest more in online advertising to increase the market share and provide product information. Finally, the study determined a positive relationship between online advertising and consumer purchase decisions and further recommends that companies conduct market research on the different markets in various countries to ensure that the online advertisement initiatives being implemented suits the targeted markets to improve product buying.
CHAPTER FIVE
[bookmark: _Toc19882588]SUMMARY AND CONCLUSION
[bookmark: _Toc19430909][bookmark: _Toc19882589]5.1 Summary
The advertisements seen on the web while surfing through various web pages are internet advertisements. The behavior shown by the consumer before, during and after purchasing a product or using a service is consumer buying behavior. Internet advertisements are seen in various types like banner ads, video ads, pop up ads and email ads. The major objective was to examine the effectiveness and influencing power of internet ads. The internet ads along with the characteristics like in-formativeness, interactivity, irritation and entertainment was taken as the independent variables and consumer buying behavior in Kwara State was taken as the dependent variable. The hypothesis was set on the basis of these variables.
Many researchers had studied on the similar topic in foreign such research articles were found. This study was conducted under the guidance of those articles and their findings. This study has applied the qualitative research approach. The descriptive and casual research design has been applied. Consumer’s behavior and their decisions has been assessed based on qualitative data. This study has analyzed the percentage, regression and correlation. Only primary source of data has been used where 110 respondents from kwara state were asked to answer the questionnaire developed. SPSS was used to calculate all the mathematical calculations.
[bookmark: _Toc19430910][bookmark: _Toc19882590]5.2 Conclusion
The major aim of this research was to test if actually the internet advertisements (with characteristics in-formativeness, interactivity, irritation and entertainment) affected the consumer buying behavior in Kwara state. This research has the most reliable and valid questionnaire of overall Cronbach’s alpha 0.958. The majority of the respondents were male (59.1%), respondent with the age between 2o and 22 were maximum (61.8%), most of the respondent were unmarried (92.7%) and were in Bachelor’s level (87.3%). Majority (65.5%) was unemployed and 53.65% were not earning at all.
Analyzing the knowledge on internet ads 87.3% had noticed those ads, 73.6% did not like these ads on their web but 56.4% think video ads are most effective. 58.2% feel irritation viewing the internet ads whereas 60.9% actually bought the product after viewing the ads. 39.1% actually find there is medium influence of internet ads on consumer buying behavior, 68.2% would skip the ads but 50% respondents expect the internet ads to have product information.
On the descriptive analysis of the independent variable in-formativeness of internet ads had the highest mean of 3.38 with standard deviation of 1.073, interactivity had the highest mean 3.50 with standard deviation 1.290, irritation had highest mean 3.55 with standard deviation 0.973 and entertainment had highest mean 3.46 with standard deviation 1.26.
On the correlation analysis of in-formativeness, interactivity, irritation and entertainment of internet advertisement and consumer buying behavior were negatively correlated.
With the analysis of regression, correlation, ANOVA table and p-value all the alternate hypothesis were accepted and the null hypothesis was rejected (i.e. internet advertisements with characteristics in-formativeness, interactivity, irritation and entertainment had the significant relationship with consumer buying behavior.
[bookmark: _Toc19430911][bookmark: _Toc19882591]5.3 Recommendations
Due to time and resource scarcity this research had certain limitations. The researcher with the similar topic can review more published journals, research reports and articles rather than online journals. The researcher can include more 110 respondents to gain detailed and in depth answer. The researchers can interview an expert in the similar field as well. The sampling was done by convenient sampling method, the researchers can use other methods of sampling. The secondary source of data can also be used and advanced analyzing tools also can be used.
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KWARA STATE POLYTECHNIC,
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY,
DEPARTMENT OF MASS COMMUNICATION

Dear Respondents,
QUESTIONNAIRE ON IMPACT OF INTERNET ADVERTISEMENT ON CONSUMER BEHAVIOUR IN ILORIN
This questionnaire is designed to obtain information for academic research purposes only. Please answer all questions honestly. Your responses will be treated with utmost confidentiality and used strictly for research purposes. 
Kindly tick (✓) the most appropriate option that reflects your view or experience.

SECTION A: Demographic Information
Please tick (✓) where appropriate:
1. Gender: Male ( ) Female ( )
2. Age: 18 – 25 years ( ) 26 – 35 years ( ) 36 – 45 years ( ) 46 years and above ( )
3. Marital Status: Single ( ) Married ( ) Divorced/Separated ( )  Widowed ( )
4. Educational Qualification: Secondary School Certificate ( ) OND/NCE ( ) HND/Bachelor’s Degree ( ) Postgraduate Degree ( )
5. Employment Status: Student ( ) Employed ( ) Self-employed (  ) Unemployed ( )
6. Monthly Income: Less than ₦30,000 ( ) ₦30,000 – ₦59,999 (  ) ₦60,000 – ₦99,999 ( ) ₦100,000 and above ( ) Prefer not to say ( )
7. Do you use the internet regularly? Yes ( ) No ( )
8. How many hours do you spend online daily (on average)? Less than 1 hour ( )  1 – 3 hours ( ) 4 – 6 hours ( ) More than 6 hours ( )
SECTION B: Exposure to Internet Advertisements
9. Which of the following online platforms do you frequently use? Facebook ( ) Instagram ( ) Twitter ‘X’ ( ) WhatsApp ( ) YouTube ( ) Google Search ( ) Others (   )
10. How often do you come across advertisements on the internet? Very frequently ( ) Frequently ( ) Occasionally ( ) Rarely ( ) Never ( )
11. What type of internet advertisements do you encounter most often? Pop-up Ads ( ) Social Media Ads  ( ) Banner Ads on websites Video Ads  ( ) Sponsored Posts ( ) Email marketing ( )
12. What is your usual reaction to online advertisements? I ignore them ( ) I read or view them ( ) I click and explore further ( )I block or report them ( )
13. Which type of internet ads gets your attention the most? Ads with attractive visuals ( ) Ads with discounts or promos ( ) Celebrity/influencer endorsements ( ), Ads with useful product information ( ) None of the above ( )
SECTION C: Influence of Internet Advertisement on Consumer Behaviour
Please indicate the extent to which you agree or disagree with the following statements using the scale below:
Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), Strongly Disagree (SD)
	S/N
	Statement
	SA
	A
	N
	D
	SD

	14
	Internet advertisements are informative and useful.
	
	
	
	
	

	15
	I have purchased a product after seeing it advertised online.
	
	
	
	
	

	16
	Internet ads influence my brand preference.
	
	
	
	
	

	17
	Online advertisements are more persuasive than TV or radio ads.
	
	
	
	
	

	18
	I trust products promoted on reputable online platforms.
	
	
	
	
	

	19
	Repeated exposure to internet ads increases my interest in the product.
	
	
	
	
	

	20
	Internet ads help me compare prices and features of different products.
	
	
	
	
	



Employment status	Businessperson	Service	Self-employed	Unemployed	3.5999999999999997E-2	0.10900000000000012	0.2	0.65500000000000491	Monthly Income	Less than 10,000	10,000 - 20,000	20,000-30,000	30,000 and above	Not earning	0.17300000000000001	7.3000000000000009E-2	0.11799999999999998	0.1	0.53600000000000003	