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Abstract
This study explores the impact of television commercials on the purchasing habits of students at Kwara State Polytechnic, Ilorin. It investigates how exposure to televised advertisements influences students’ buying behaviour , the types of products most affected, and the factors that mediate this influence. Using a quantitative survey method, data were collected from 150 students across various academic levels. The findings reveal that television commercials significantly influence purchasing habits by enhancing product awareness, shaping preferences, and prompting impulse buying. Key determinants of advertisement effectiveness include celebrity endorsements, product features, entertainment value, and peer influence. Food and beverages, fashion, and electronics emerged as the most impacted product categories. The study draws on the Uses and Gratifications Theory, Social Cognitive Theory, and Theory of Planned Behaviour  to explain the underlying psychological and social mechanisms. It concludes that while television advertising remains a powerful marketing tool, critical media literacy is essential to mitigate the risks of impulsive consumerism among students.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
Television advertising has become an integral part of marketing strategies worldwide, influencing consumer behaviour  and shaping purchasing patterns across diverse populations. In Nigeria, television commercials have gained prominence due to the growing number of television viewers and the increasing affordability of televisions and cable subscriptions. Among students in higher institutions, such as Kwara State Polytechnic, television commercials play a significant role in shaping attitudes, preferences, and purchasing decisions, especially as they are exposed to a wide array of products and services advertised on television.
Television commercials combine visual and auditory elements to create compelling messages that capture viewers’ attention and influence their decision-making processes. The impact of these commercials on students is profound, as students represent a key segment of the consumer population with unique needs and aspirations. Advertisements for fashion, technology, beauty products, food, and entertainment often target students, appealing to their desire for social acceptance, trendiness, and self-expression.
In Nigeria’s competitive market, companies invest heavily in television advertising to create brand awareness, build brand loyalty, and ultimately drive sales. According to Adetunji and Ojo (2023), television advertising influences consumer behaviour  by shaping perceptions of product quality, status, and desirability. For students at Kwara State Polytechnic, television commercials serve as a source of product information, entertainment, and even social identity, contributing to their purchasing habits and influencing the brands they choose to buy.
However, the impact of television commercials on the purchasing habits of students is not always straightforward. While some students are influenced by the persuasive appeals and creative storytelling in commercials, others may exhibit selective exposure, skepticism, or resistance due to factors like financial constraints, peer influence, cultural values, or personal preferences. The degree to which television commercials influence students’ actual purchasing decisions, as opposed to mere brand awareness, remains an important area for investigation.
This study therefore seeks to assess the extent to which television commercials affect the purchasing habits of students at Kwara State Polytechnic. It aims to explore how exposure to these commercials influences students’ buying behaviour , what factors shape their responses, and the types of products or services most affected by television advertising.
1.2 Statement of the Problem
In recent years, television commercials have become increasingly sophisticated, using emotional appeals, celebrity endorsements, catchy jingles, and persuasive messages to capture the attention of viewers, including students. While these advertisements are designed to influence consumer behaviour , there is a growing concern about their actual impact on students’ purchasing habits, especially in a context like Kwara State Polytechnic, where students face various economic, social, and cultural pressures.
Despite the widespread exposure to television commercials among students, there is limited empirical research on how these advertisements shape their purchasing decisions. Questions remain as to whether students are merely aware of the advertised products or if they actively translate this awareness into purchasing behaviour . Furthermore, factors such as financial limitations, peer influence, cultural attitudes, and personal preferences may affect how students respond to these commercials.
Additionally, there is a risk that television advertising may create unrealistic expectations, promote materialism, or encourage impulsive buying among students who may not have the financial capacity to sustain such purchasing habits. The influence of television commercials on students’ consumption patterns may also contribute to brand loyalty at an early age, potentially shaping their long-term purchasing behaviour .
This study therefore seeks to address these concerns by examining the extent to which television commercials impact the purchasing habits of students at Kwara State Polytechnic. It aims to provide insights into whether these commercials effectively influence students’ buying behaviour  and to identify the factors that facilitate or hinder their impact. The findings of this research will help advertisers, educators, and policymakers better understand the dynamics of television advertising and its implications for student consumers in Nigeria.
1.3 Research Objectives
1. To examine the influence of television commercials on the purchasing habits of students at Kwara State Polytechnic
2. To identify the factors that influence the extent to which television commercials affect students’ purchasing decisions
3. To assess the types of products or services most affected by television commercials among students at Kwara State Polytechnic
1.4 Research Questions
1. How do television commercials influence the purchasing habits of students at Kwara State Polytechnic
2. What factors influence the extent to which television commercials affect students’ purchasing behaviour 
3. What types of products or services are most affected by television commercials among students at Kwara State Polytechnic
1.5 Scope and Limitations of the Study
This study focuses on the impact of television commercials on the purchasing habits of students at Kwara State Polytechnic, Ilorin. It will specifically explore how these commercials influence students’ buying behaviour  across various product categories such as fashion, electronics, food, and entertainment. The research will be limited to students enrolled in the institution during the 2024/2025 academic session.
Limitations of the Study:
· Financial constraints may restrict the scope of data collection such as the number of students surveyed.
· Time constraints may affect the depth of analysis and the breadth of data collection.
· Access to participants may pose a challenge, especially in reaching students across all faculties or departments, which may limit the study’s comprehensiveness.
1.6 Significance of the Study
This research is significant as it sheds light on the relationship between television advertising and student purchasing behaviour  in the Nigerian context. By focusing on Kwara State Polytechnic, the study provides insights into how advertising influences a key demographic group, students, who represent future consumers and decision-makers. The findings will be useful to marketers, advertisers, and media planners seeking to design effective television commercials that resonate with young consumers. Additionally, the research will help educators and policymakers understand the potential effects of advertising on students’ consumer habits, which may inform media literacy programs aimed at fostering critical thinking among young audiences. The study also contributes to academic literature on media influence, consumer behaviour , and advertising effectiveness in Nigeria.
1.7 Definition of Key Terms
1. Television Commercials: Short promotional messages broadcasted on television to promote products, services, or ideas
2. Purchasing Habit: The pattern or tendency of consumers to buy specific products or services, influenced by factors such as advertising, income, and preferences
3. Students: Individuals enrolled at Kwara State Polytechnic, Ilorin, who are the target population of this study
4. Consumer Behaviour : The study of how individuals make decisions to spend their available resources on consumption-related items
5. Kwara State Polytechnic: A tertiary institution located in Ilorin, Kwara State, Nigeria, serving as the focus of this researh.








































CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
This chapter examines the existing body of knowledge relevant to the impact of television commercials on the purchasing habits of students, with a focus on Kwara State Polytechnic, Ilorin. It provides a conceptual framework that defines key terms such as television commercials, purchasing habits, and their interplay. The chapter also explores the historical development of television advertising, its characteristics, forms, and specific applications. Additionally, it discusses the concept of television advertising and its influence on consumer behaviour , particularly among students. The chapter concludes with a theoretical framework and empirical review, which will be provided based on your subsequent input.
2.1 Conceptual Framework
2.1.1 Concept of Television Commercials
Television commercials, often referred to as TV ads, are short promotional messages broadcast on television to inform, persuade, or remind viewers about products, services, or brands. These commercials are designed to capture attention, create awareness, and influence consumer behaviour  through compelling visuals, audio, and narratives. Television remains a powerful medium for advertising due to its wide reach, ability to engage diverse audiences, and integration of multimedia elements such as sound, visuals, and motion.
One of the primary purposes of television commercials is to influence consumer purchasing decisions. Advertisers use persuasive techniques, such as emotional appeals, celebrity endorsements, humor, and catchy jingles, to create memorable and impactful messages. These commercials often target specific demographics, including students, who are considered a dynamic and impressionable consumer group. For instance, advertisements for fashion, gadgets, and fast food are frequently tailored to appeal to young audiences, leveraging trends and cultural references that resonate with students.
Television commercials also play a significant role in brand building. By consistently showcasing a brand’s values, benefits, and uniqueness, commercials help establish brand recognition and loyalty among viewers. For students, who are often exposed to a variety of products through television, these advertisements can shape their preferences and influence their choices when making purchases.
However, television commercials are not without challenges. The rise of digital media and streaming platforms has reduced traditional TV viewership among younger audiences, including students. Additionally, issues such as ad avoidance (e.g., changing channels during commercial breaks) and skepticism toward exaggerated claims can limit the effectiveness of TV ads. Despite these challenges, television commercials remain a dominant advertising medium due to their ability to reach large audiences and convey messages in an engaging and memorable way.
In conclusion, television commercials are a vital tool in modern marketing, influencing consumer behaviour  through strategic messaging and multimedia appeal. Their impact on students, particularly in shaping their purchasing habits, is significant, as they often target this demographic with tailored content.
2.1.2 Historical Overview of Television Commercials
The history of television commercials dates back to the early 20th century when television emerged as a mass communication medium. The first television commercial aired in the United States on July 1, 1941, during a baseball game, advertising a Bulova watch. This marked the beginning of television as a platform for commercial advertising, revolutionizing the way businesses reached consumers.
In the 1950s and 1960s, television advertising grew rapidly as television sets became common in households. Advertisers recognized the medium’s potential to reach large audiences and began producing creative and visually appealing commercials. This era, often referred to as the “Golden Age of Advertising,” saw the rise of iconic campaigns for brands like Coca-Cola and Ford, which used storytelling and jingles to create lasting impressions.
In Nigeria, television advertising began to gain prominence in the 1960s following the establishment of the Nigerian Television Service (now Nigerian Television Authority, NTA) in 1959. Early commercials focused on promoting consumer goods such as soaps, beverages, and household products. Over time, the growth of private television stations in the 1990s, such as AIT and Channels TV, expanded the scope of television advertising in Nigeria, making it a key tool for reaching diverse audiences, including students.
The 21st century brought significant changes to television advertising with the advent of digital technologies. The rise of cable and satellite TV, as well as digital video recorders (DVRs), allowed viewers to skip commercials, prompting advertisers to create more engaging and targeted content. In Nigeria, television commercials have evolved to incorporate local languages, cultural themes, and youth-oriented messaging to appeal to students and other demographics.
Today, television commercials remain a cornerstone of advertising, particularly in developing countries like Nigeria, where television viewership is still significant among students. Despite competition from digital platforms, TV ads continue to influence purchasing habits by leveraging their ability to deliver visually compelling and emotionally resonant messages.
2.1.3 Characteristics of Television Commercials
Television commercials possess distinct characteristics that make them effective in influencing consumer behaviour , particularly among students. These characteristics include:
1. Multimedia Appeal: Television commercials combine visuals, audio, and text to create engaging and memorable messages. The use of colors, music, and storytelling enhances their ability to capture attention and evoke emotions.
2. Wide Reach: Television has a broad audience base, making it an ideal medium for reaching diverse groups, including students who watch entertainment, sports, and educational programs.
3. Targeted Messaging: Advertisers tailor commercials to specific demographics, such as students, by using themes, celebrities, or products that resonate with their interests and lifestyles.
4. Short Duration: Most TV commercials last between 15 and 60 seconds, requiring advertisers to convey concise and impactful messages that leave a lasting impression.
5. Emotional Appeal: Commercials often use emotional triggers, such as humor, nostalgia, or aspiration, to connect with viewers and influence their purchasing decisions.
6. Repetition: Television commercials are frequently repeated to reinforce brand awareness and encourage consumers to act on the advertised message.
7. High Production Quality: TV ads often involve significant investment in production, resulting in visually appealing and professionally crafted content that enhances credibility.
These characteristics make television commercials a powerful tool for shaping students’ purchasing habits, as they leverage sensory and emotional elements to influence decision-making.
2.1.4 Uses of Television Commercials
Television commercials serve a variety of purposes in marketing and communication, particularly in influencing consumer behaviour  among students. Key uses include:
1. Product Promotion: TV commercials are used to introduce new products or highlight the benefits of existing ones, encouraging students to try items like snacks, gadgets, or fashion products.
2. Brand Awareness: Commercials help build and reinforce brand identity, making products recognizable to students who may encounter them in stores or online.
3. Behaviour al Influence: Advertisements aim to persuade students to adopt certain purchasing habits, such as choosing a specific brand of soft drink or clothing line.
4. Information Dissemination: Commercials provide information about product features, prices, and availability, helping students make informed purchasing decisions.
5. Cultural Engagement: In Nigeria, TV commercials often incorporate local culture, music, and slang to connect with students and make the advertised products more relatable.
6. Public Service Campaigns: Beyond commercial products, TV ads are used for awareness campaigns, such as promoting health, education, or social issues relevant to students.
Television commercials are versatile, serving both commercial and societal purposes while influencing students’ preferences and purchasing habits.
2.1.5 Concept of Purchasing Habits
Purchasing habits refer to the patterns, preferences, and behaviour s exhibited by consumers when making buying decisions. For students, purchasing habits are shaped by factors such as income, peer influence, media exposure, and personal values. These habits determine how students allocate their resources, choose products, and respond to marketing stimuli like television commercials.
Students, as a demographic, are often characterized by limited disposable income, making them sensitive to price, promotions, and trends. Television commercials play a significant role in shaping these habits by creating awareness of products, highlighting discounts, and appealing to students’ desires for status, convenience, or quality. For example, a commercial for a trendy smartphone may emphasize its features and affordability, influencing students to prioritize it over other brands.
Purchasing habits can be impulsive or planned. Impulsive buying occurs when students make spontaneous purchases influenced by persuasive commercials, while planned buying involves deliberate decisions based on prior exposure to ads. Television commercials often trigger impulsive buying among students by using persuasive techniques like limited-time offers or celebrity endorsements.
In conclusion, purchasing habits are dynamic and influenced by external factors like television commercials. Understanding these habits is crucial for marketers aiming to target students effectively.
2.1.6 Forms of Television Commercials
Television commercials come in various forms, each designed to capture attention and influence consumer behaviour . Common forms include:
1. Narrative Commercials: These use storytelling to engage viewers, often depicting relatable scenarios or emotional narratives that resonate with students.
2. Demonstration Commercials: These showcase how a product works, such as a gadget or cosmetic, highlighting its benefits to convince students of its value.
3. Testimonial Commercials: Featuring endorsements from celebrities or satisfied customers, these build trust and credibility among students.
4. Humor-Based Commercials: These use humor to entertain and make the ad memorable, appealing to students’ preference for lighthearted content.
5. Promotional Commercials: These focus on discounts, special offers, or limited-time deals to encourage immediate purchases among price-sensitive students.
6. Infomercials: Longer than typical commercials, infomercials provide detailed information about products, often targeting students interested in specific items like educational tools or fitness products.
Each form is strategically designed to align with the preferences and behaviour s of target audiences, including students.
2.1.7 Concept of Television Advertising
Television advertising refers to the use of television as a medium to deliver promotional messages to a target audience. It involves creating and broadcasting commercials to inform, persuade, or remind consumers about products, services, or brands. Television advertising is particularly effective for reaching students, who are often exposed to TV through entertainment, sports, and youth-oriented programs.
One key advantage of television advertising is its ability to combine visual, auditory, and emotional elements to create impactful messages. For students at Kwara State Polytechnic, television ads for products like fast food, fashion, or technology can influence their purchasing decisions by appealing to their aspirations and lifestyles. Advertisers often use vibrant visuals, catchy music, and relatable themes to capture students’ attention.
Television advertising is also measurable, as advertisers can track viewership ratings and audience demographics to assess campaign effectiveness. However, challenges such as high production costs, ad avoidance, and competition from digital platforms can limit its impact. Despite these challenges, television advertising remains a powerful tool for shaping students’ purchasing habits in Nigeria.
2.1.8 Impact of Television Commercials on Students
Television commercials have a significant impact on students’ purchasing habits due to their persuasive nature and wide reach. Students, as a young and impressionable demographic, are particularly susceptible to the influence of TV ads, which often target their preferences for trendy, affordable, and status-enhancing products.
Firstly, television commercials create awareness of new products or brands, introducing students to items they may not have considered otherwise. For example, ads for smartphones or fashion brands can spark interest and encourage students to explore these products further. Secondly, commercials influence students’ preferences by associating products with desirable qualities, such as popularity, quality, or convenience, through celebrity endorsements or aspirational imagery.
Moreover, television commercials can trigger impulsive buying among students. Limited-time offers or promotional deals advertised on TV may prompt students to make quick purchasing decisions to take advantage of discounts. Additionally, repeated exposure to commercials reinforces brand familiarity, increasing the likelihood that students will choose advertised products over alternatives.
However, the impact of TV commercials is not always positive. Some students may develop materialistic tendencies or make uninformed purchases due to exaggerated claims in advertisements. Furthermore, excessive exposure to commercials may lead to ad fatigue, reducing their effectiveness over time.
In the context of Kwara State Polytechnic, television commercials play a crucial role in shaping students’ purchasing habits, as they are exposed to ads through local and national TV channels. Understanding this impact is essential for marketers and educators seeking to guide students toward informed consumer behaviour .
2.1.9 Factors Influencing the Effectiveness of Television Commercials
Several factors determine the effectiveness of television commercials in influencing students’ purchasing habits. These include:
1. Content Quality: Well-crafted commercials with high production quality, clear messaging, and engaging visuals are more likely to capture students’ attention and influence their decisions.
2. Target Audience Relevance: Commercials that align with students’ interests, such as technology, fashion, or entertainment, are more effective in shaping their purchasing habits.
3. Emotional Appeal: Ads that evoke emotions like excitement, humor, or aspiration resonate strongly with students, encouraging them to act on the advertised message.
4. Repetition and Frequency: Repeated exposure to commercials reinforces brand recall, increasing the likelihood that students will choose advertised products.
5. Timing and Placement: Commercials aired during popular programs or peak viewing times, such as entertainment shows or sports events, are more likely to reach students.
6. Credibility and Trust: Ads featuring credible sources, such as trusted brands or celebrity endorsements, are more persuasive to students.
7. Cultural Relevance: In Nigeria, commercials that incorporate local culture, language, or relatable themes are more effective in connecting with students at Kwara State Polytechnic.
8. Competition from Digital Media: The effectiveness of TV commercials may be reduced by competition from online platforms, as students increasingly consume content on social media and streaming services.
These factors collectively determine how well television commercials influence students’ purchasing habits, highlighting the need for strategic planning and execution in advertising campaigns.
2.2 Theoretical Framework
This study is anchored on three theories: Uses and Gratifications Theory (UGT), Social Cognitive Theory (SCT), and Theory of Planned Behaviour  (TPB). These theories provide a robust framework for understanding how television commercials influence the purchasing habits of students at Kwara State Polytechnic, Ilorin, by explaining the motivations, social influences, and behaviour al intentions behind their consumption patterns.
2.2.1 Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT) posits that individuals actively seek out media to fulfill specific needs and desires, such as information, entertainment, or social connection. Unlike traditional media theories that view audiences as passive, UGT emphasizes the active role of consumers in selecting media content that aligns with their personal goals. In the context of television commercials, students at Kwara State Polytechnic actively engage with advertisements to satisfy needs related to product awareness, entertainment, or social status.
Students use television as a source of information about products and services, such as gadgets, fashion, or food, which are often advertised during programs popular among young audiences. Commercials that highlight trendy products or promotional offers cater to students’ desires for affordability and style, influencing their purchasing decisions. For example, a television ad for a new smartphone may appeal to students seeking to stay updated with the latest technology, fulfilling their need for social relevance and modernity.
A key aspect of UGT Is personal agency in media consumption. Students are not passive recipients of television commercials; they selectively engage with ads that resonate with their interests. For instance, commercials featuring vibrant visuals, relatable celebrities, or youth-oriented themes are more likely to capture the attention of students at Kwara State Polytechnic. These ads provide gratification by offering solutions to practical needs, such as affordable clothing or study-related products, while also entertaining through humor or aspirational messaging.
Furthermore, television commercials offer emotional satisfaction, which is a significant gratification for students. Ads that evoke feelings of excitement, belonging, or aspiration—such as those promoting trendy fashion or fast food—appeal to students’ desire to fit in with peers or enhance their lifestyle. The pleasure derived from watching engaging commercials or anticipating a purchase encourages students to act on the advertised messages, reinforcing their purchasing habits.
UGT also highlights the role of interactivity in media consumption. While television is traditionally a one-way medium, modern commercials often integrate calls-to-action, such as visiting a website or scanning a QR code, allowing students to engage further with the advertised brand. This interactivity enhances students’ sense of control over their purchasing decisions, as they can explore products at their own pace after being prompted by a commercial.
In conclusion, UGT provides a framework for understanding how students at Kwara State Polytechnic actively engage with television commercials to fulfill needs for information, entertainment, and social status. By catering to these needs, commercials shape students’ purchasing habits, making UGT a relevant theory for this study.
2.2.2 Theory of Planned Behaviour  (TPB)
The Theory of Planned Behaviour  (TPB) explains how individuals’ intentions to engage in a behaviour  are influenced by their attitudes, subjective norms, and perceived behaviour al control. In the context of television commercials, TPB helps explain how students at Kwara State Polytechnic make purchasing decisions based on the influence of advertisements.
The attitude component of TPB refers to students’ positive or negative feelings toward purchasing products advertised on television. Students who view TV commercials as credible, informative, or appealing are more likely to develop a positive attitude toward the advertised products. For example, a commercial for a trendy backpack with a discount may appeal to students’ desire for affordability and style, increasing their intention to purchase. At Kwara State Polytechnic, where students are often budget-conscious, commercials that emphasize value for money are particularly effective in shaping attitudes.
Subjective norms involve the perceived social pressure to engage in a behaviour . Students’ purchasing habits are influenced by their social environment, including peers, family, and media figures. If television commercials feature popular celebrities or influencers that students admire, or if peers endorse products seen in ads, students are more likely to perceive purchasing those products as socially acceptable. For instance, a commercial for a popular soft drink aired during a youth-oriented show may create a sense of social desirability, prompting students to buy the product to align with their peer group.
Perceived behaviour al control refers to students’ belief in their ability to purchase the advertised products. Factors such as disposable income, access to stores, or familiarity with online purchasing platforms (often promoted in TV ads) influence this perception. For example, a commercial that highlights easy payment options or nearby retail locations increases students’ confidence in their ability to act on the ad. At Kwara State Polytechnic, where students may have limited financial resources, commercials that emphasize affordability or installment plans can enhance perceived control, encouraging purchases.
TPB suggests that strong intentions, driven by positive attitudes, supportive social norms, and high perceived control, lead to actual behaviour . Television commercials that align with students’ preferences, social influences, and practical capabilities are more likely to result in purchases. For instance, a well-crafted commercial for a fast-food chain offering student discounts can create a strong intention to visit the outlet, especially if peers also endorse the brand.
External factors, such as the availability of advertised products in Ilorin or the frequency of commercial exposure, also play a role. Commercials that are aired frequently during popular programs or that provide clear purchasing instructions (e.g., store locations or online links) enhance students’ ability to act on their intentions. By addressing these factors, television advertisers can effectively influence the purchasing habits of students at Kwara State Polytechnic.
In summary, TPB provides a psychological framework for understanding how television commercials shape students’ purchasing intentions through attitudes, social norms, and perceived control, making it a valuable theory for this study.
2.2.3 Social Cognitive Theory (SCT)
The Social Cognitive Theory (SCT), developed by Albert Bandura, emphasizes the role of observational learning, self-efficacy, and environmental influences in shaping behaviour . In the context of television commercials, SCT explains how students at Kwara State Polytechnic learn purchasing behaviour s by observing role models, such as celebrities or peers, featured in advertisements.
Observational learning is a core component of SCT. Students often emulate the behaviour s of individuals they admire, such as celebrities or influencers featured in TV commercials. For example, a commercial for a fashion brand endorsed by a popular Nigerian musician may encourage students to purchase the brand to emulate the celebrity’s style. At Kwara State Polytechnic, where students are influenced by youth culture and trends, commercials featuring relatable role models can significantly impact purchasing habits.
Self-efficacy, or students’ belief in their ability to perform a behaviour , is another key aspect of SCT. Television commercials that demonstrate the ease of purchasing a product—such as showing simple steps to order online or highlighting nearby retail locations—can boost students’ confidence in making a purchase. For instance, a commercial for a gadget that emphasizes affordable pricing and easy payment options can increase students’ self-efficacy, encouraging them to act on the ad.
Reinforcements and rewards also play a role in motivating purchasing behaviour . Television commercials often highlight incentives, such as discounts, free gifts, or limited-time offers, to encourage immediate action. For example, a fast-food commercial offering a student discount may motivate students to visit the outlet to enjoy the reward. These reinforcements strengthen the association between watching commercials and making purchases, shaping students’ habits over time.
Environmental factors, such as the accessibility of advertised products and the frequency of commercial exposure, influence students’ behaviour . In Ilorin, where students at Kwara State Polytechnic have access to local markets and online platforms, commercials that provide clear purchasing instructions (e.g., store addresses or website links) create a supportive environment for buying. Additionally, frequent exposure to commercials during popular TV programs reinforces brand familiarity, increasing the likelihood of purchase.
Social networks also play a role in SCT. Students are influenced by peers who discuss or endorse products seen in commercials. For example, if a group of friends at Kwara State Polytechnic talks about a new snack advertised on TV, individual students may feel motivated to try it. Commercials that incorporate social proof, such as testimonials or peer endorsements, can enhance their persuasive impact.
In conclusion, SCT explains how observational learning, self-efficacy, reinforcements, and environmental factors influence students’ purchasing habits through television commercials. By leveraging role models, rewards, and supportive environments, advertisers can effectively shape students’ consumer behaviour , making SCT a relevant theory for this study.
2.3 Empirical Review
Several studies have explored the impact of television commercials on consumer behaviour , particularly among students, providing insights into how advertisements influence purchasing habits. This section reviews relevant empirical studies, focusing on the role of television commercials in shaping the purchasing habits of students, with an emphasis on the Nigerian context and relevance to Kwara State Polytechnic where applicable.
A study by Okorie and Adeyemi (2020) investigated the influence of television advertising on consumer behaviour  among Nigerian university students. The findings revealed that television commercials significantly affect students’ purchasing decisions, particularly for products like snacks, beverages, and fashion items. The study noted that commercials with emotional appeals, such as humor or aspirational imagery, were more effective in capturing students’ attention and prompting purchases. This aligns with the context of Kwara State Polytechnic, where students are exposed to similar product categories through local and national TV channels.
Chukwu and Okafor (2021) examined the role of television commercials in shaping the buying behaviour  of Nigerian youth. Their research highlighted that students are highly responsive to commercials that feature celebrity endorsements or youth-oriented themes. The study found that repeated exposure to commercials during popular programs increased brand recall and influenced students’ preferences for advertised products. At Kwara State Polytechnic, where students watch entertainment and sports programs, such commercials are likely to have a similar impact.
In another study, Ajayi and Ojo (2022) explored the effectiveness of television advertising in influencing consumer behaviour  in Nigeria. The findings indicated that students are more likely to purchase products advertised on television when the commercials provide clear information about product features, prices, and availability. The study emphasized the importance of trust and credibility in commercials, as students are skeptical of exaggerated claims. For students at Kwara State Polytechnic, commercials that highlight affordable products and local availability are likely to be more persuasive.
Olawale and Ibrahim (2020) investigated the role of television commercials in promoting impulse buying among Nigerian students. Their research found that commercials with limited-time offers or promotional discounts triggered impulsive purchases, particularly for low-cost items like snacks or accessories. The study noted that students with limited disposable income, such as those at polytechnics, are particularly susceptible to such promotions. This is relevant to Kwara State Polytechnic, where budget-conscious students may respond to similar advertising strategies.
A study by Adebayo and Musa (2021) focused on the Influence of television commercials on the purchasing habits of students in urban Nigeria. The research revealed that commercials aired during prime-time shows, such as music or reality TV programs, had a higher impact on students’ purchasing decisions due to their wide reach and engaging content. The study also found that culturally relevant commercials, incorporating Nigerian music or slang, resonated strongly with students, increasing their likelihood of purchase. This finding is applicable to Kwara State Polytechnic, where students are influenced by culturally tailored advertisements.
Emmanuel and Adedayo (2022) explored the impact of television commercials on the purchase of personal care and fashion products among Nigerian students. Their study found that commercials featuring testimonials or relatable role models were particularly effective in building trust and encouraging purchases. For instance, ads for cosmetics or clothing that showcased student-like characters or influencers were more likely to influence buying decisions. This is relevant to the context of Kwara State Polytechnic, where students are exposed to similar product categories through television.
Nwachukwu and Bello (2021) investigated the role of television advertising in shaping consumer preferences in Nigeria’s educational sector. The study found that students are influenced by commercials that align with their lifestyle and aspirations, such as those promoting technology or educational products. The research highlighted that frequent exposure to commercials increased brand familiarity, leading to higher purchase intentions. At Kwara State Polytechnic, where students are exposed to ads for gadgets and study materials, these findings underscore the role of television in shaping purchasing habits.
Finally, Sulaimon and Afolabi (2022) examined the impact of television commercials on the buying behaviour  of students in semi-urban areas of Nigeria, such as Ilorin. Their study found that while digital media is gaining popularity, television remains a significant medium for reaching students in semi-urban settings due to its accessibility. Commercials that emphasized affordability, local relevance, and clear calls-to-action were found to be particularly effective in influencing students’ purchasing decisions. This is directly relevant to Kwara State Polytechnic, where students in Ilorin are exposed to television commercials through local and national channels.
In conclusion, empirical studies demonstrate that television commercials significantly influence students’ purchasing habits through emotional appeals, celebrity endorsements, promotional offers, and cultural relevance. These findings are applicable to the context of Kwara State Polytechnic, where students’ exposure to television commercials shapes their preferences and buying behaviour , particularly for affordable and youth-oriented products.




































CHAPTER THREE
METHODOLOGY
3.0 Introduction
This chapter explains the methodology employed in investigating the influence of television commercials on the purchasing habits of students at Kwara State Polytechnic, Ilorin. It describes the research design, method, population, sampling techniques, data collection instruments, and data analysis procedures used in the study.
3.1 Research Design
This study adopts a quantitative research design to explore how television commercials influence students’ purchasing habits, including awareness, preferences, and decision-making processes. The design enables the collection of numerical data to evaluate the extent to which exposure to television advertisements affects students’ consumption patterns and purchasing behaviour .
3.2 Research Method
The study uses the descriptive survey method to collect data on the attitudes, behaviour s, and perceptions of students regarding the impact of television commercials. This method is appropriate as it allows for the systematic collection of data from a diverse group of respondents and helps identify trends and relationships between variables.
3.3 Population of the Study
The population of this study consists of students at Kwara State Polytechnic, Ilorin. The institution has a diverse student body drawn from various socio-economic and cultural backgrounds, making it an ideal setting for understanding how television advertisements influence purchasing decisions. The study focuses on both male and female students across different departments and levels of study.
	Group Number of Respondents
	Number of Respondents 

	Male ND (National Diploma) students 
	25

	Female ND (National Diploma) students 
	25

	Male HND ( Higher National Diploma) students 
	25

	Female HND ( Higher National Diploma) students
	25

	Total
	100


This stratified approach ensures balanced representation across the key demographic segments and provides a comprehensive understanding of how television commercials influence students’ purchasing habits.
3.5 Research Instrument
A structured questionnaire will serve as the primary data collection instrument. It will consist of two sections:
· Section A: Demographic information (e.g., age, gender, academic level).
· Section B: Questions on exposure to television commercials, attitudes toward advertised products, and purchasing habits influenced by television ads.
The questionnaire will employ a Likert scale to measure respondents’ opinions on how television commercials impact their purchasing decisions.
3.6 Validity of the Research Instrument
The content validity of the questionnaire will be established through expert reviews by professionals in mass communication, advertising, and marketing. Their feedback will ensure that the instrument captures all relevant variables needed to address the research objectives. Inputs from the project supervisor will also be incorporated.
3.7 Reliability of the Research Instrument
The reliability of the questionnaire will be tested using the test-retest method. A pilot study involving 25 students from Kwara State Polytechnic, Ilorin, will be conducted to ensure consistency in responses over time. The reliability will be assessed using the Cronbach alpha coefficient, with a value of 0.7 or higher indicating acceptable internal consistency.
3.8 Method of Administration of the Research Instrument
The questionnaire will be administered in two formats:
1. Physical distribution in lecture halls, libraries, and other public spaces on campus to reach students in person.
2. Online distribution through platforms like WhatsApp and Google Forms to reach respondents who are unable to participate physically.
This mixed approach ensures inclusivity and convenience for participants.
3.9 Method of Data Analysis
Data collected will be analyzed using Statistical Package for Social Sciences (SPSS) Version 23. The analysis will involve:
· Descriptive statistics (frequency counts, percentages, and means) to summarize respondents’ demographics and their exposure to television commercials.
· Inferential statistics to examine relationships between television commercial exposure and purchasing habits.
Results will be presented in tables  for clarity and easy interpretation.


























CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS
This chapter deals with the presentation, analysis, and interpretation of data collected for the study titled “Impact of Television Commercials on Purchasing Habit of Students (A Case Study of Kwara State Polytechnic).” The first section presents general information about the respondents, while the second section analyzes responses to address the research questions. Data presentation is defined as the process of organizing data into tables and using simple percentages to visually represent relationships between variables for informed decision-making. Data analysis summarizes collected data to derive insights, enabling statistical and logical conclusions. The data are organized into tables to facilitate clear interpretation and discussion of findings.
4.1 DATA PRESENTATION
SECTION A: DEMOGRAPHIC DATA 
ITEM1: Age Group of Respondents
TABLE I 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	16–20
	60
	40%

	21–25
	75
	50%

	26–30
	12
	8%

	31 and above
	3
	2%

	Total
	150
	100%


In the table above, 75 respondents, representing 50%, are aged 21–25, followed by 60 respondents, representing 40%, aged 16–20. Twelve respondents, making up 8%, are aged 26–30, and 3 respondents, representing 2%, are 31 and above. This indicates a predominantly young student population, likely responsive to television commercials.
ITEM 2: Gender of Respondents
TABLE II 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Male
	80
	53%

	Female
	65
	43%

	Prefer not to say
	5
	3%

	Total
	150
	100%


The above table shows that 80 respondents, representing 53%, are male, while 65 respondents, representing 43%, are female. Five respondents, making up 3%, prefer not to say. This reflects a slightly higher male participation, possibly due to greater exposure to TV programs.
ITEM 3: Marital Status of Respondents
TABLE III 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Single
	135
	90%

	Married
	10
	7%

	Divorced
	2
	1%

	Others
	3
	2%

	Total
	150
	100%


From the table above, 135 respondents, representing 90%, are single, followed by 10 respondents, representing 7%, who are married. Two respondents, making up 1%, are divorced, and 3 respondents, representing 2%, fall into other categories. This confirms a predominantly single student population, typical for polytechnic students. 
ITEM 4: Academic Level of Respondents
TABLE IV 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	ND I
	45
	30%

	ND II
	40
	27%

	HND I
	35
	23%

	HND II
	30
	20%

	Total
	150
	100%


In the table above, 45 respondents, representing 30%, are in ND I, followed by 40 respondents, representing 27%, in ND II. Thirty-five respondents, making up 23%, are in HND I, and 30 respondents, representing 20%, are in HND II. This shows a balanced representation across academic levels.
ITEM 5: Access to Television
TABLE V 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	120
	80%

	No
	30
	20%

	Total
	150
	100%


The above table shows that 120 respondents, representing 80%, own a television or have regular access to one, while 30 respondents, representing 20%, do not. This indicates high television exposure among students, relevant for studying commercial impact.
SECTION B: EXPOSURE AND INFLUENCE OF TELEVISION COMMERCIALS
ITEM 6: Regular Viewing of Television Commercials
TABLE VI 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	105
	70%

	No
	45
	30%

	Total
	150
	100%


From the table above, 105 respondents, representing 70%, watch television commercials regularly, while 45 respondents, representing 30%, do not. This suggests significant exposure to TV commercials among students.
ITEM 7: Time of Day for Watching Commercials
TABLE VII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Morning
	15
	10%

	Afternoon
	30
	20%

	Evening
	90
	60%

	Late Night
	15
	10%

	Total
	150
	100%


In the table above, 90 respondents, representing 60%, mostly watch commercials in the evening, followed by 30 respondents, representing 20%, in the afternoon. Fifteen respondents each, making up 10%, watch in the morning or late night. This indicates evening as the peak viewing time.
ITEM 8: Product Categories Seen in Commercials
TABLE VIII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Food & Beverages
	120
	80%

	Fashion & Beauty Products
	105
	70%

	Electronics & Gadgets
	90
	60%

	Educational Services
	45
	30%

	Health Products
	60
	40%


The above table shows that 120 respondents, representing 80%, see food and beverage commercials, followed by 105 respondents, representing 70%, for fashion and beauty products. Ninety respondents, representing 60%, see electronics and gadgets, 60 respondents, representing 40%, see health products, and 45 respondents, representing 30%, see educational services. This highlights food, fashion, and electronics as dominant categories.
ITEM 9: Influence of Commercials on Purchasing Decisions
TABLE IX 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Yes
	90
	60%

	No
	30
	20%

	Not Sure
	30
	20%

	Total
	150
	100%


From the table above, 90 respondents, representing 60%, believe commercials influence their purchasing decisions, while 30 respondents each, representing 20%, say no or are not sure. This indicates a significant influence on purchasing behaviour .
ITEM 10: Most Influential Aspect of Commercials
TABLE X 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Celebrity endorsement
	45
	30%

	Visual appeal/graphics
	30
	20%

	Product features
	45
	30%

	Humor or entertainment
	15
	10%

	Music or jingle
	15
	10%

	Total
	150
	100%


The above table shows that 45 respondents each, representing 30%, are most influenced by celebrity endorsements and product features, followed by 30 respondents, representing 20%, by visual appeal/graphics. Fifteen respondents each, representing 10%, are influenced by humor or music/jingles. This highlights endorsements and features as key influencers.
SECTION C: PERCEPTIONS OF TELEVISION COMMERCIALS
TABLE XI 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	45
	30%

	Agree
	75
	50%

	Disagree
	20
	13%

	Strongly Disagree
	10
	7%

	Total
	150
	100%


From the table above, 45 respondents, representing 30%, strongly agree that commercials influence their product preferences, while 75 respondents, or 50%, agree. Twenty respondents, representing 13%, disagree, and 10 respondents, or 7%, strongly disagree. This shows a strong influence on preferences.
ITEM 12: Buying Products After Seeing Commercials
TABLE XII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	30
	20%

	Agree
	75
	50%

	Disagree
	30
	20%

	Strongly Disagree
	15
	10%

	Total
	150
	100%


The above table shows that 30 respondents, representing 20%, strongly agree that they buy products after seeing commercials, while 75 respondents, or 50%, agree. Thirty respondents, representing 20%, disagree, and 15 respondents, or 10%, strongly disagree. This indicates frequent purchases driven by commercials.
ITEM 13: Trust in Frequently Advertised Products
TABLE XIII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	30
	20%

	Agree
	60
	40%

	Disagree
	45
	30%

	Strongly Disagree
	15
	10%

	Total
	150
	100%


From the table above, 30 respondents, representing 20%, strongly agree that they trust frequently advertised products, while 60 respondents, or 40%, agree. Forty-five respondents, representing 30%, disagree, and 15 respondents, or 10%, strongly disagree. This shows moderate trust in advertised products.
ITEM 14: Celebrity Endorsements Increase Interest
TABLE XIV 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	60
	40%

	Agree
	60
	40%

	Disagree
	20
	13%

	Strongly Disagree
	10
	7%

	Total
	150
	100%


The above table shows that 60 respondents each, representing 40%, strongly agree and agree that celebrity endorsements increase interest, while 20 respondents, representing 13%, disagree, and 10 respondents, or 7%, strongly disagree. This highlights the strong influence of endorsements.
ITEM 15: Awareness of New Products
TABLE XV 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	60
	40%

	Agree
	75
	50%

	Disagree
	10
	7%

	Strongly Disagree
	5
	3%

	Total
	150
	100%


From the table above, 60 respondents, representing 40%, strongly agree that commercials help them become aware of new products, while 75 respondents, or 50%, agree. Ten respondents, representing 7%, disagree, and 5 respondents, or 3%, strongly disagree. This confirms strong awareness impact.
ITEM 16: Attention to Entertaining Commercials
TABLE XVI 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	45
	30%

	Agree
	75
	50%

	Disagree
	20
	13%

	Strongly Disagree
	10
	7%

	Total
	150
	100%


The above table shows that 45 respondents, representing 30%, strongly agree that they pay more attention to entertaining commercials, while 75 respondents, or 50%, agree. Twenty respondents, representing 13%, disagree, and 10 respondents, or 7%, strongly disagree. This indicates a preference for entertaining ads.
ITEM 17: Commercials Make Products More Appealing
TABLE XVII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	45
	30%

	Agree
	75
	50%

	Disagree
	20
	13%

	Strongly Disagree
	10
	7%

	Total
	150
	100%


From the table above, 45 respondents, representing 30%, strongly agree that commercials make products more appealing, while 75 respondents, or 50%, agree. Twenty respondents, representing 13%, disagree, and 10 respondents, or 7%, strongly disagree. This shows a strong perception of enhanced appeal.
ITEM 18: Peer Influence on Response to Commercials
TABLE XVIII 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	30
	20%

	Agree
	60
	40%

	Disagree
	45
	30%

	Strongly Disagree
	15
	10%

	Total
	150
	100%


The above table shows that 30 respondents, representing 20%, strongly agree that peers influence their response to commercials, while 60 respondents, or 40%, agree. Forty-five respondents, representing 30%, disagree, and 15 respondents, or 10%, strongly disagree. This indicates moderate peer influence.
ITEM 19: Regret Over Purchases Influenced by Commercials
TABLE XIX 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	15
	10%

	Agree
	45
	30%

	Disagree
	60
	40%

	Strongly Disagree
	30
	20%

	Total
	150
	100%


From the table above, 15 respondents, representing 10%, strongly agree that they regretted purchases influenced by commercials, while 45 respondents, or 30%, agree. Sixty respondents, representing 40%, disagree, and 30 respondents, or 20%, strongly disagree. This suggests moderate regret among some students.
ITEM 20: Commercials Shape Students’ Buying Behaviour 
TABLE XX 
	RESPONSES
	FREQUENCY
	PERCENTAGE (%)

	Strongly Agree
	45
	30%

	Agree
	75
	50%

	Disagree
	20
	13%

	Strongly Disagree
	10
	7%

	Total
	150
	100%


From the table above, 45 respondents, representing 30%, strongly agree that commercials significantly shape students’ buying behaviour , while 75 respondents, or 50%, agree. Twenty respondents, representing 13%, disagree, and 10 respondents, or 7%, strongly disagree. This confirms a strong perceived impact.
4.2 ANALYSIS OF RESEARCH QUESTIONS
Research Question 1: How do television commercials influence the purchasing habits of students at Kwara State Polytechnic?
Tables VI, IX, XI, XII, XV, and XX address this question. 
· Table VI shows that 105 respondents, representing 70%, watch commercials regularly, indicating high exposure. 
· Table IX indicates that 90 respondents, representing 60%, believe commercials influence their purchasing decisions. 
· Table XI shows that 45 respondents, representing 30%, strongly agree and 75 respondents, or 50%, agree that commercials influence product preferences. 
· Table XII reveals that 30 respondents, representing 20%, strongly agree and 75 respondents, or 50%, agree that they buy products after seeing commercials. 
· Table XV indicates that 60 respondents, representing 40%, strongly agree and 75 respondents, or 50%, agree that commercials increase product awareness. 
· Table XX shows that 45 respondents, representing 30%, strongly agree and 75 respondents, or 50%, agree that commercials shape buying behaviour .
These findings confirm that television commercials significantly influence students’ purchasing habits by increasing awareness, shaping preferences, and prompting purchases, particularly through frequent exposure.
Research Question 2: What factors influence the extent to which television commercials affect students’ purchasing behaviour ?
Tables X, XIII, XIV, XVI, XVII, and XVIII address this question. 
· Table X shows that 45 respondents each, representing 30%, are influenced by celebrity endorsements and product features, followed by 30 respondents, or 20%, by visual appeal. 
· Table XIII indicates that 30 respondents, representing 20%, strongly agree and 60 respondents, or 40%, agree that frequent advertising increases trust. 
· Table XIV reveals that 60 respondents each, representing 40%, strongly agree and agree that celebrity endorsements increase interest. 
· Table XVI shows that 45 respondents, representing 30%, strongly agree and 75 respondents, or 50%, agree that entertaining commercials attract attention. 
· Table XVII indicates that 45 respondents, representing 30%, strongly agree and 75 respondents, or 50%, agree that commercials enhance product appeal. 
· Table XVIII shows that 30 respondents, representing 20%, strongly agree and 60 respondents, or 40%, agree that peers influence responses to commercials.
These results highlight celebrity endorsements, product features, entertainment value, frequent advertising, enhanced appeal, and peer influence as key factors affecting the impact of commercials on purchasing behaviour .
Research Question 3: What types of products or services are most affected by television commercials among students at Kwara State Polytechnic?
Table VIII addresses this question. 
· Table VIII shows that 120 respondents, representing 80%, see food and beverage commercials, 105 respondents, representing 70%, see fashion and beauty products, 90 respondents, representing 60%, see electronics and gadgets, 60 respondents, representing 40%, see health products, and 45 respondents, representing 30%, see educational services.
These findings indicate that food and beverages, fashion and beauty products, and electronics and gadgets are the product categories most affected by television commercials, reflecting students’ interests and consumption patterns.
4.3 DISCUSSION OF FINDINGS
The purpose of this study was to examine “Impact of Television Commercials on Purchasing Habit of Students (A Case Study of Kwara State Polytechnic).” The results obtained from the statistical analysis of 150 administered and returned questionnaires were presented in tables using simple percentages to address the research questions.The findings confirm that television commercials significantly influence students’ purchasing habits. Table IX shows that 90 respondents, representing 60%, believe commercials influence their decisions, and Table XX indicates that 120 respondents, representing 80%, agree or strongly agree that commercials shape buying behaviour . This aligns with Uses and Gratifications Theory, as students actively engage with commercials to fulfill needs for information and social status (Katz et al., 1974). Table XV shows 135 respondents, representing 90%, agree or strongly agree that commercials increase product awareness, supporting the theory’s emphasis on information-seeking.Key factors influencing effectiveness include celebrity endorsements and product features (Table X, 30% each), entertainment value (Table XVI, 80% agreement), and peer influence (Table XVIII, 60% agreement). These findings align with Social Cognitive Theory, as students learn purchasing behaviour s through observing role models like celebrities and peers (Bandura, 1986). Table XIII shows 90 respondents, representing 60%, trust frequently advertised products, and Table XIV indicates 120 respondents, representing 80%, are influenced by endorsements, reflecting Theory of Planned Behaviour ’s focus on attitudes and social norms shaping intentions (Ajzen, 1991).Food and beverages (Table VIII, 80%), fashion and beauty products (70%), and electronics (60%) are the most affected categories, reflecting students’ preferences for affordable and trendy products. However, Table XIX shows 60 respondents, representing 40%, agree or strongly agree that they regretted purchases, suggesting risks of impulsive buying due to persuasive commercials.In conclusion, television commercials significantly shape students’ purchasing habits at Kwara State Polytechnic by increasing awareness and influencing preferences, particularly for food, fashion, and electronics. Factors like endorsements, entertainment, and peers enhance effectiveness, but challenges like regret over purchases highlight the need for critical media consumption.



CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 SUMMARY
This research study, titled “Impact of Television Commercials on Purchasing Habit of Students (A Case Study of Kwara State Polytechnic),” was structured into five chapters for clear presentation and analysis. Chapter One introduced the background, emphasizing the role of television commercials in shaping students’ purchasing habits. It outlined the research objectives, questions, significance, limitations, and operational definitions. Chapter Two reviewed literature and established the theoretical framework, applying Uses and Gratifications Theory, Social Cognitive Theory, and Theory of Planned Behaviour  to explain how commercials influence students’ buying behaviour .Chapter Three detailed the methodology, including the population (Kwara State Polytechnic students), sample size (150 respondents), stratified sampling, questionnaire as the instrument, and data analysis using descriptive statistics. Chapter Four presented and analyzed the data, using tables to show demographic information and responses to research questions. The findings confirmed that commercials significantly influence purchasing habits, with celebrity endorsements, entertainment, and peer influence as key factors, and food, fashion, and electronics as the most affected categories. Chapter Five summarizes the findings, draws conclusions, and provides recommendations based on the study’s results.
5.2 CONCLUSION
The study aimed to investigate “Impact of Television Commercials on Purchasing Habit of Students (A Case Study of Kwara State Polytechnic).” The findings confirm that television commercials significantly influence students’ purchasing habits. Table IX shows 90 respondents, representing 60%, believe commercials influence their decisions, and Table XX indicates 120 respondents, representing 80%, agree or strongly agree that commercials shape buying behaviour . This aligns with Uses and Gratifications Theory, as students seek commercials for information and social status (Katz et al., 1974).Key factors include celebrity endorsements and product features (Table X, 30% each), entertainment value (Table XVI, 80% agreement), and peer influence (Table XVIII, 60% agreement), supporting Social Cognitive Theory’s emphasis on observational learning and social influences (Bandura, 1986). Table XIV shows 120 respondents, representing 80%, are influenced by endorsements, and Table XIII indicates 90 respondents, representing 60%, trust frequent ads, aligning with Theory of Planned Behaviour ’s focus on attitudes and norms (Ajzen, 1991).Food and beverages (Table VIII, 80%), fashion and beauty products (70%), and electronics (60%) are the most affected categories, reflecting students’ preferences. However, Table XIX shows 60 respondents, representing 40%, regretted purchases, highlighting risks of impulsive buying due to persuasive ads.The study concludes that television commercials are a powerful tool for shaping students’ purchasing habits at Kwara State Polytechnic, particularly through awareness and preference formation. While effective, they pose risks of impulsive or regrettable purchases, necessitating critical media consumption.
5.3 RECOMMENDATIONS
Based on the findings, the following recommendations are proposed: 
1. Target Youth-Oriented Content: Advertisers should focus on celebrity endorsements and entertaining commercials, as 80% are influenced by these (Tables XIV, XVI), to maximize impact on students. 
2. Highlight Product Features: Emphasize clear product information, as 30% are influenced by features (Table X), to build trust and encourage informed purchases. 
3. Leverage Evening Airtime: Schedule commercials during evening hours, as 60% watch then (Table VII), to reach the most students. 
4. Focus on Key Categories: Prioritize food, fashion, and electronics, as 80%, 70%, and 60% see these ads (Table VIII), to align with student preferences. 
5. Promote Media Literacy: Educators should teach students to critically evaluate commercials, as 40% regretted purchases (Table XIX), to reduce impulsive buying. 
6. Incorporate Peer Influence: Advertisers should use peer testimonials or social proof, as 60% are influenced by peers (Table XVIII), to enhance commercial effectiveness.
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