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ABSTRACT
In the contemporary landscape of marketing, businesses are increasingly leveraging various platforms to reach their target audience. Among these platforms, the internet and billboard advertising stand out as prominent mediums for promoting products like jewelry. This study aims to conduct a comparative analysis of the impact of internet and billboard advertising on consumers of jewelry. The research employs both qualitative and quantitative methods to gather data. Qualitative interviews and focus groups will provide Insights into consumer perceptions. attitudes, and preferences towards internet and billboard advertisements for jewelry. Additionally, quantitative surveys will be conducted to gather statistical data on consumer behavior, including purchasing patterns and brand recognition. The study will explore various factors such as reach, engagement, and effectiveness in conveying brand messages between internet and billboard advertising. Furthermore, it will examine the infl./ uence of demographic variables such as age, gender, and socio-economic status on consumer response to these advertising mediums. By comparing the effectiveness of internet and billboard advertising on jewelry consumers, this research aims to provide valuable insights for marketers and advertisers. Understanding which medium resonates better with consumers can inform strategic decisions regarding advertising budget allocation and campaign design, ultimately enhancing the overall effectiveness of marketing efforts in the jewelry industry.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND OF THE STUDY
	Advertising (ads) is the study of marketing and creating awareness to capturing potentials customers attention for a particular brand recognition in other to increase sales, which can be done using different medium/media e.g internet and billboard, etc. The marketing landscape has witnessed a significant transformation with the advent of the internet and the continued relevance of traditional advertising mediums like billboard. According to Ahmad et al, (2022) as cited in Salameh et al, (2022). In the current era, it becomes a dynamic concept of how organizations manage their customer relationships and what kind of marketing strategy should be adopted for the consumer.
	The advent Islam & Rahman, (2017), stated that to survive in this highly diverse market, it becomes essential for organizations to adopt different marketing tools through the internet to attract their consumers. The preference level of the customer is continuously changing due to the higher technological influence on their living pattern.
	The advent of the internet has been one of the most exciting events in the second half of the 20th Century. The ancient dream of “a scholar knows all things happening in the world without venturing outdoors” has finally become a reality. Since 1993 when the internet broke into the communication world. At present, the internet has spread to more than 180 countries and regions, connecting more than 6,000,000 domestic new networks of various types, hooking up more than 120million computers available to million users (20% of the entire population) within the interest are the information treasure shared by all human civilizations.
	The reason why the internet seems all-powerful is because it has two characteristics beyond the reach of other mechanisms via: The internet contains the biggest resources of information in the entire word; second, it enables people to obtain an interactive mechanism to instantly communicate with one another.
	Once connected within the internet, everyone can enjoy the unparalleled richness of global information resources including but not harmful to textual, audio and graphic information.
	The information on the internet is so rich that no one can tell what is really out there because, the internet information resources are constantly expanding at a great speed, one can only imagine. The types of information on the internet are so wide ranging from scientific research, education, public policy, legal regulation to commerce, arts and entertainment, etc. It provides unlimited access for those connected with the internet to reach anybody, anywhere in the world so much that the world has become global village.
	The internet not only has an inexhaustible amount of information as vest as the ocean, but also has the interactive mechanism, net-to-net; net-to-people and people to people communications that makes the internet seems able to take on any task: Entertainment, Inter Personal Exchanges, Education, Health and Medicines, Information gathering, Securities and Investment, Trade and Settlement of commercial gods, even online voting etc.
	Advertising has gone popular as a tool of academic inquiry, a field of professional practice and index of modern business. It has come to assume the centre of modern marketing and it is one of the major forms of promotion on product and service marketing. Billboard advertising has assumed a wider and prominent position on product promotion in recent times in Nigeria. Despite electronic media, Billboard advertising got product promotion on the increase.
	This new discovery on product promotion has not only given rise to advertising agencies, that specialized only in billboards, advertising, but also a strong association of billboard advertising agencies in Nigeria which is Recognized by advertisers as a subsidiary of the Advertising Practitioners Council of Nigeria (APCON). But as has been articulated by Adeyemi (1969), the constitutional provision on freedom of Expression can be said to amount only to an ordered freedom of which cannot be used as the license to spread communication that debased public morality. However, many of these ethical principles have in the course of time grown to become statutory regulation codified Laws. Decree 55 of 1988 among other provisions provides that APCON show regular and control the practice of Advertising in all its aspects of ramifications. It is in this immense and wide power conferred on it that APCON developed a code of ethics to guide and regulate the practice of advertising in Nigeria.
	The increase in billboard advertising underscores the effectiveness of billboard on project promotion. Billboards ensure frequent and repeated exposure to the advertisement. Billboards are usually located at points with high vehicles and human traffic. Consequently, users of such points are regularly exposed to the advertisement the board. Secondly, billboard, also offer a high degree of locational flexibility. In other words, the boards can be laced where the advertisers actually intended them to be. In addition, they tend it has lower cost per thousand than most of the other media. They are usually more cost efficient, especially for the advertiser with a small budget. Billboard offers the advantage of very good colour reproduction and at the same time it is an effective reminder medium offer serving as a catalyst for buyers who buy in impulse.
	Again if you will glance town the length of the streets in Kwara metropolis, you notice that the storekeepers around the town have taken some pains to make sure they not unobserved just as the market keepers did in Oja Tuntun main market so you see that Broadcast Advertising, Point of Purchase Advertising, and Outdoor Advertising (Billboards) have all being around for a very long time. But it wasn’t until he middle ages, with the world shaking advent of the printing press and moveable type. That advertising began to take the firm most familiar to as today.
	Winstan Fletcher (1979), identifies the following determinant of the strength of a billboard advertising, such as, the number of posters put in any given area, the size of the poster, the specific sitting of the poster and the length of the campaign. Because of the problem of the more boards in a given area, the greater the problem of dotter many local authorities regulate the citing of board as to prevent their indiscriminate location poster come in standards sizes referred to as “sheets”. The dimensions of a singly sheet are usually expressed in inches per easy handling and processing. A single limits of sheet is usually 20inches wide by 30inches deep. The most commonly available poster formats 3 are 16 sheets, 32 sheets and 48 sheets.
	In addition, there is the painted boards or bulletin board which are hand painted (instead of printed posters) and typical sizes and 14 feet by 48feet. Posters cited at busy locations or junctions with high human and vehicular traffic are often more effective than those at less endowed locations. Furthermore, the longer the duration of a campaign the more impact it tends to have.
	Outdoor advertising has become a major advertising medium by firms in Kwara metropolis and an indispensable source of revenue for Kwara State Government while advertisers buy spaces in Newspapers and Magazines, for outdoors he rents cites. In Kwara metropolis, renting a cite centers on an advertisers the right of having his agency will retain an outdoor advertising company. The advertising companies will have to be usually built and acquire a particular cite it wants or chooses from the ones the billboard company supplies. It pays the outdoor agency for the production of the poster as well as rental fee for the cites. Its media and client services monitor the posting, to ensure that all the sites are constantly and clearly posted throughout the duration of the campaign.
	For all the media enumerated, management of the advertising operations is very delicate task, since in most case, advertising represents a significant source of corporate profitability, for billboard companies particularly, the task will entail keeping a tab on advertising agencies and solicitation that they can use the billboard firm for their campaign. Other task include monitoring of cites to ensure that posters are in good order and properly posted, invoicing agencies for cites and posted, ensuring prompt payment and prompt payment of rental charges to the State Government via local authorities.
	In executing this research, the researcher will try to identify why billboard advertising seems to be more popular than other means of advertising in terms of product promotion in Kwara metropolis. Also this study also hopes to establish the contribution of billboards to product promotion and consumption.

1.2	STATEMENT OF THE PROBLEM
	In the increasingly Competitive Jewelry Market, where consumer preferences and purchasing behaviours are significantly influenced by advertising. There exists a need to comprehensively understand and compare the effects of internet and billboard advertisement on consumer behaviour. The expansion of digital platform and traditional outdoor advertising methods like billboards offers marketers diverse avenues to engage potential buyers. However, there is a gap in understanding the specific impacts and the comparative effectiveness of these advertising mediums in shaping consumer perceptions, purchase intentions and brand management within the Jewelry Industry.
	This research aims to delve into and compare the distinct influences of internet and billboard advertisements on consumer behaviour in the Jewelry Market. By examining and contrasting the effectiveness, reach, engagement, and conversion rates of these advertising channels, this study seeks to provide valuable insights into the following key areas:
· Consumer Response and Engagement: Understanding how internet and billboard advertisements evoke consumer interest, engagement, and emotional responses towards Jewelry products.
· Influence on Purchase Decision: Examining the impact of internet and billboard ads on consumer attitudes preferences, and decision-making process when considering the purchase of Jewelry items.
· Brand Perception and Recognition: Analysing how these advertising mediums contribute to shaping brand awareness, image and recognition in the minds of consumers within the Jewelry Market.
· Effectiveness in Different Market Segments: Investigating whether the impacts of internet and billboard ads vary among different demographics, such as age groups, income levels, or geographic locations, within the Jewelry Market.
	The Jewelry Industry is highly competitive requiring effective advertising strategies to attract the retain consumers with the rise of digital marketing, internet advertising has become increasingly prevalent, while traditional mediums like billboards advertisements continue to play a significant role. However, there is a lack of research comparing the impact of billboard advertising on consumer behavior in the Jewelry sector.

1.3	OBJECTIVES OF THE STUDY
	This study aims to conduct a comparative analysis of the impact of internet advertising and billboard advertising on consumers’ Perce, Stans and behaviours regarding Jewelry Consumption understanding how these two mediums influence consumer behaviours in the Jewelry Industry is crucial for marketers to locate their resources effectively and maximize their resources effectively and maximize their advertising return on investment.
1. Determine the extent of each and exposure of internet and bill-board advertisements within the target audience in Jewelry marketing
2. Assess and compare the level of engagement, emotional responses, and interaction of consumers with internet and billboards advert promoting Jewelry products.
3. Investigate and compare the impact of internet and billboard advertisement on consumer purchase intentions and decision-making process related to Jewelry purchase.
4. Analyze and contrast how internet and billboard adverts contribute to building brand recognition (Awareness and perception among consumers in the Jewelry sector).

1.4	RESEARCH QUESTIONS
1. How does Exposure to internet advertising influence consumer perceptions of Jewelry quality, value and desirability?
2. What are the effects of billboard advertising location, size and content on consumer attitudes and intentions towards Purchasing Jewelry?
3. How do internet billboard advertising strategies differ in their ability to stimulate consumer interest, engagement and eventual purchase of Jewelry items?
4. What Demographic, Psychographic, and situational variables moderate the impact of internet and billboard advertising on consumer behaviour purchasing Jewelry?

1.5	SCOPE OF THE STUDY
	The research will primarily focus on specific geographic area or multiple locations to conduct comparative analyses of the impacts of internet and billboard ads within that region.
	The study’s scope will encompass a defined time frame, examining the impacts of advertisement within this period to analyse trends and changes in consumer behavior.
	The analysis will concentrate on various types of internet ads (e.g social media, display ads, sponsored content) and traditional billboard advertisements promoting Jewelry product.

1.6	SIGNIFICANCE OF THE STUDY
	This study brings to our knowledge the degree of influence the product promotion activities and advertising exerts on billboard advertising.
	The study will also serve as a guide to manufacturers and advertisers in their day-to-day management of product marketing and will evaluate the effectiveness of product promotion via the billboard advertising.
	On the other hand, this study will serve as literature/good feasibility study for prospective investors on billboard advertising sub-sectors.

1.7	DEFINITION OF TERMS
-	Comparative in this study refers to the systematic examination and analysis of the 	impact of the internets and billboard advertising on consumers of Jewelries, focusing 	on identifying similarities and differences between the two advertising mediums.
-	Analysis operationally refers to the Systematic Examination and interpretation of data 	gathered from the comparative study of the impact of internet and billboard advertising 	on Jewelry consumers.
-	Impact of Internet advertising: measure the change in consumer behavior, such as 	website visits, online purchase, or social media engagement, resulting from exposure 	to internet advertisement for Jewelry products.
-	Impacts of Billboard advertising: Assess the influence of billboard advertisements on 	consumer behavior by tracking metrics such as foot traffic to Jewelry stores, brand 	recognition surveys, or inquiries about advertised Jewelry products.
-	Consumers of Jewelry operationally refers to individuals who have engaged in the 	purchase or intend to purchase Jewelry products.


CHAPTER TWO 
LITERATURE REVIEW

2.0	CONCEPT OF ADVERTISEMENT
	Advertisement refers to a message or piece of communication created to promote or sell a product, services, or ideas which are commonly found in various media such as television, radio, newspapers, magazines, online platforms, and billboards.
	An advert is used to grab attention, convey a message, and persuade the target audience to take a specific action, such as purchasing a product, patronizing a service, visiting a website, or supporting a cause.

TYPES ADVERTISEMENT 
· Information Advertisement: This type of advert focuses on educating the audience about a new product, service, or event.
·  Persuasive Advertisement: This type of advert aims to convince the audience to choose a specific product or service over competitors by highlighting the features and benefits of a specific product or services.
· Reminder Advertisement: This Advert keeps the brand or product top-of-mind for the audience, especially for well established products.
· Comparative Advertisement: Directly compares one product with another to show superiority.
· Corporate Advertisement: Builds the company’s image or reputation rather than promoting a specific product.
· Public Service Advertisement: This Advert is used to raise awareness about social issues or promotes Public Welfare.
· Experiential Advertisement: This involves interactive, and a real-life experience to engage the audience.
· Event Advertisement: Promotes events such as concert, fairs, or sales.
· Influencer Advertisement: Endorsement or promotions by social media influencers.

USES OF ADVERTISEMENT 
	Advertisement serves several essential purposes in various industries, aiming to create awareness, drive sales, and influence consumer behaviour. Below are the uses of advertisements.
· Creating Awareness: Advert is used to introduce new products services, or brands to the public.
· It is used to educate customers about features, benefits, or uses of a product
· Persuading consumer: Advert is used to convince potential consumers to prefer one brand over competitors.
· It is used to influence attitude and behaviours, encouraging customers to prefer one brand over competitors.
· It is used to influence educate customers about features, benefits or uses of a product.
· Persuading consumer: Advert is used to convince potential consumers to prefer one brand over competitors.
· It is used to influence attitudes and behaviours, encouraging customer to take specific actions.
· Advertisement is used to boost demand for products or services by attracting more buyers.
· It encourages repeat purchases by reinforcing consumer loyalty.
· Advert is used to build recognition for a brand by establishing a strong identity for a product or service.
· It is used to build trust and credibility overtime through repeated exposure.
· Advert is used to inform and educate because it provides details about pricing, features, availability, and usage of a product of services.

MERITS OF ADVERTISEMENT 
	Advert provides numerous advantages to business, consumers, and society. Below are the key merits of advertisements.
· Advertisement increase sales 
· Advertising helps establish a brand identity and make it memorable. 
· It promotes unique features or a benefit that helps differentiate region or demographics. 
· Advert is used to inform the market about new offerings, ensuring a strong introduction, brand and services.
· Advert provide necessary details of a product brand or services
· Advert provide necessary details of a product brand or services
· Advertisement saves time by simplifying the search process for specific products or services.
· Advert serves a means of revenue Generation for media houses.
 
DEMERITS OF ADVERTISEMENT
	While advertisements have many benefits, they also come with certain setbacks. Below are demerits of advertisement.
· Misleading information: Some adverts exaggerate or misrepresent product features, leading to consumer disappointment.
· Encourages materialism: Advert often promote the idea that happiness or success comes from owning products.
· Promotion of Harmful Products: Advertisement for Alcohol, tobacco, or Junk food can negatively affect public health.
· Create unnecessary wants. Advertisement can make people desire product they don’t actually need leading to impulsive buying.
· Over Commercialization: Through advert, society may become overly focused on consumerism rather than meaningful values.
· High Costs: Advertising Campaigns can be expensive, especially for small business.
· Uncertain ROI (Return on Investment) because there’s no guarantee that advertising will lead to increase sales or profits.  
 
2.1	CONCEPTUAL FRAMEWORK
	History of the internet Advertisement 
	The Advert of the internet is the phenomenon that has compounded those who have for long been involved in the traditional mass media. A global network of computers which enable multimedia transmission of treat, pictures, graphic, audio and ride defines any of the characterization of possible with the old media.
	Internet is therefore a worldwide broadcasting capacity, mechanism for information dissemination and a medium for collaboration and interaction between individuals and their computers without regard for geographical location while Advertisement is a form of communication used to persuade an audience, venires, reader or listeners to take some actions with respects to a commercial offering, advertisement usually paid for by sponsors and reviewed via various media including traditional media such as newspaper, magazine, television, radio outdoor or direct mail.
	Egyptians used papyrus to make sales messages and wall post, commercial and messages and political campaign displays here been found in the ruins of Pompeii and Ancient Arabia lost and found advertisement on papyrus was common in the Ancient Greece and Ancient Rome. The tradition of wall painting can be traced back to 4000BC.  History tell us that home advertising and billboard are the oldest form of advertising.
	As education became an apparent need and reading as well as printing, developed advertising expanded to include hand bills in the 17th Century, advertisement started to appear in a weekly newspaper in England.
	A recent advertising innovation, 13 “Guerta Marketing” which involves unusual approaches such as stayed encounters in public place argue away of products such as are that are brand popular with a lot of companies. This type of advertising is through innovative, unpredictable or idea, which can cause consumer to buy the product or idea this reflects an increasing trends of interactive and Embedded ads, such as via product placement, having consumer vote through text message and various innovation utilizing social media network services as Kalano Via:Com.

HISTORY OF THE BILLBOARD ADVERTISEMENT
	Evidence of advertising can be Found in Cultures that exist thousand of years ago, but only became a major industry in the 20th Century (Chunawalla et al., 2002). Archeologists have found evidence of Advertising dating back to the 3000s Broadcasts among the Babylonians. One of the first known methods of advertising was the Outdoor display, usually an eye-catching sign painted on the wall of a building. The rots of billboard advertising began outdoors. The earliest outdoor messages were probably inscription on Egyptian Monument. When Johannes Gutenberg invented the movable type of printing in 1450, modern advertising was introduced through the handbill in 1796, the first illustrated poster was made when the lithographic process was perfected. Prior to the advert of motor vehicle, Primitive example of billboards were sometimes used to alert.  
	Archaeologists have uncovered many signs, notably in the ruins of Ancient Rome and Pompeii. An outdoor advertisement excavated in Rome offers property for rent, and one found painted on a wall in Pompeii calls the attention of travelers to a tavern situated in another town. In the early years of outdoor advertising almost all posters were printed advertising started with the invention of movable – type printing press by German Printer Johannes Gutenberg about 1450. This invention made the mass distribution of posters and circular possible. Over the following centuries bill posting, outdoor signs and the invention of the first illustrated poster in 1976 laved the way for the current outdoor advertising.
Further. 17 The trend ran towards overcoming the issue of space scarcity that automatically emergently, bill poster invented their own structure and concealed their message in high traffic areas. Today this a structure is known as billboard (Lichtenthal et al., 2004). The current outdoor advertising can be divided into three categories Billboards, Street furniture and Transit. Herein billboards are the most frequently used outdoor advertisement vehicles and can usually be observed in the shape of poster or wall murals (Licthebthal et at., 2004). “with time billboard” advertisement have been transform and now colourful digitally produced graphics, blacklighting, sound, movement and three dimension images (Kottler, 2003).
	During the early 20th Century the growing use of automobile quickly let to companies making use of billboards advertising to publicize a wide range of products and services motor villages and motels would buy or lease billboard as a means of directing potential customers to their facilities. Towns and cities made use of billboard advertising to entice the traveler to stop long enough to see some of the local sights before moving on with the Journey. Roadside restaurants made use of billboards to advertise hot meals for competitive prices. The effectiveness of these advertisement led to creating and entirely new branch of the advertising industry as clients demanded never and more attractive ads the would catch the eye and entice the traveler to stop and spend money. 
In the early 1990s there was a born in national billboard campaigns. Big advertises began mass production of billboards for the national market from toothpaste and soaps, to breakfast cereals and sodas, billboards were made to advertise in big, bold pictures and images, in 1913, the practice of filling “Open boards” with public service advertising began and has continued to this day. During the war, there was a concerted effort from the industry to help in the mobilization while in peace time the concern was focused on efforts to generally improve the way of life.

INTERNET AND BILLBOARD ADVERTISEMENT 
INTERNET ADVERTISEMENT
1.	Increased reach and visibility 
· Studies consistently show that internet advertisement, particularly on social media Platforms, have the potential to reach a large and diverse audience.
· The visual and interactive nature of online ads enhances brand visibility.
2.	Consumer Engagement and interaction:
· Internet ads, especially those with interactive elements, can foster consumer Engagement
· Social media Platforms allow users to comment, share and participate in discussions related to advertisements, influencing brand perception.
3.	Personalization and Targeting:
· Personalized advertising based on user data is shown to be more effective in     capturing consumer attention.
· Targeted advertising can improved relevance and increase the like hood of conversion. 
4.	Impact on Purchase Intent:
· Internet advertisement can influence consumer purchase intentions.
· Reviews and testimonials posted online play a Significant role in shaping consumer perception and decisions.

BILLBOARD ADVERTISEMENT
1.	Brand Awareness and Recall;
· Billboard advertisement contributes to brand awareness, especially when strategically placed in high-traffic areas.
· Repetition and visibility increase brand recall among consumers 
2.	Visual Impact and Aesthetics:
· The visual appeal of billboard ads can significantly impact consumer perception 
· Creativity and aesthetics play a crucial role in attracting attention and conveying   brand messages.
3.	Location Matters:
· The location of billboard advertisements is a critical factor. Ads place in areas relevant to the target audience have a more significant impact.
· Proximity to the point of purchase can influence immediate consumer behaviour.
4.	Cognitive and Emotional Impact:
· Bill board advertisement can evoke both cognitive and emotional response.
· Well-designed and emotionally resonant ads are more likely to leave a lasting impression on consumers.

ADVANTAGES
	1.	Low Cost: Even if the internet can be display as very comprehensive compared 		to other media, it is definitely much cheaper than most internet packages are 		offered as low $10.00 for a period of one month or by a set amount of ‘hits’ 		depending on the advertisers you go with.
	2.	The Presentation to the market : If your product or services are aimed at the 		younger generation or the corporate world, internet advertisement would be 		burst because they are already hooked into the bet, surfing website for more 		details go to www.thego-minute-marketing-miracle.com. A few of these pages 		that you have ads on could give you a link to your own website as long it result 		a greater number of ‘hits’ on your website.
	3.	Relatively Trouble Free: Everything you really need is a Pc. Some acknowledge 		and as for designing your site, then search for the best internet and packages for 		your advertising needs and budgets, choose from a variety of advertisement 		ways like banner, text, ads, whether you want to work with pop-ups or pop-		under e.t.c all from the comfort of your home.
	4.	Updates Ads: Unlike Tv commercials, which must be periodically updates, your 		internet ads could go for some time without change. If they need updating the 		amendment of the site or your ads is usually a very simple matter that can be 		quickly and easily. 

DISADVANTAGES
	1.	Scope: It is a “Limited” market that can be conquered if you only use the internet 		for advertising display while more and more people everyday are now into the 		use of technology and surfing the world wide web there are quite a few of 			average consumers out there that are still on the older form of advertising as a 		means to gather information on certain products and services. Fortunately for 		us internet advertisers that are changing quickly in our favour and this will soon 		no longer be an issue. 
	2.	Additional Cost: If you decide to rent the help of a professional, a free lancer or 		a company for the production of your site or advertising of your product or 		services of course it will cost more than if you did it yourself. For www.tried-		tested-marketing-strategies.com white the cost can advance an initial 			disadvantage, the result in the long term may in fact be very beneficial if you 		have the right people to work with.
IMPACT OF BILLBOARD ADVERTISEMENT ON JEWELRY CONSUMER
ADVANTAGES 
	1.	Local presence: Billboards placed strategically in high traffic areas can enhance 	local brand presence, especially for brick-and-mortal Jewelry stores.
	2.	Visual Impact: Large, Visually appealing billboards can create a strong impact, 	making them memorable and increasing brand recall.
	3.	Constant Exposure: Unlike online ads that may be skipped or overlooked 	billboards offer constant exposure to passerby, reinforcing brand message 	overtime.
	4.	Non-Intrusive: Unlike online ads that may interrupt online activities, billboard 	ads are non-intrusive and allow consumers to engage at their own pace.

DISADVANTAGES 
	1.	Limited Targeting: Bill boards have a broader reach but lack the targeting 	precision of online ads, potentially reaching audience with little interest in 	Jewelry.
	2.	Static Content: Traditional billboards feature static content, limiting the ability 	to convey detailed information about Jewelry products compared to dynamic 	online content.
	3.	High Costs: Designing, Producing, and placing billboard ads can be expensive, 	especially for prime locations, making it a less cost effective option for some 	business.
	4.	Environmental Impact: Static billboards can have environmental implications, 	contributing to visual pollution and consuming resources during production.
ADVERTISEMENT IN NIGERIA 
	In order to relate the internet and billboard advertisement to our local government, Demola Aladekemo Stated in techno brand review (January to February 2001:3) that “we need to review the definition of internet advertising that states that as integration and inter-connection of advertisement process and application with organizational structures using the internet technology to deliver products and services efficiently and effectively”. The Keyword to note would and integration, inter connection, processes, Structures, Products, Interest and services while the condition precedent to the realization of the internet advertising would be!
· Availability of infrastructures (Reliable Electricity Communication System and Legislation).
· Availability of internet connectivity (Communication System Devices)
· Availability of developed supply chain system (Structured marketing System)
	These are three basic pre-condition are probably not regularly available, the unreliability and cost associated will completely make them unviable for doing business. The electricity supply is so fundamental that virtually nothing can be done without it with the epileptic supply from the public and high cost of running a general set, internet, advertising or electronic business is currently a bag challenges in Nigeria.
	The nation need to build a reliable power supply infrastructure and it is hoped that national electric power Authority (NEPA) now remained power holding company of Nigeria (PHCN) will address the problem of inadequate electricity supply so as to realize the promise of internet advertising and all power related issue. 
	The communication infrastructure is nothing to write home about. Although, the advert of the global system for mobile telephones that is available in the nation, most business still find it almost impossible to be reached in this telephone line owning to the fact that the services are sketal and largely inadequate to support voice communication let alone to mention data communication on which internet advertising stores.
	Internet connectivity in Nigeria while epileptic electricity supply is a parlous state. The existing infrastructure is critically challenging to what is required for any self-respecting internet ambitions organization on internet cyber café and in big co-operate organization that can afford the high cost of procurement and maintenance. The internet is virtually unavailable at the domestic front. In establishment with internet connectivity that catch phrase is “Server down” meaning the internet in service provider (ISP) has failed. The realization of internet advertising ambition is hampered is such Environment. In order to address this problem, the private sector represented by the (ISP) was failed. The realization of internet advertising ambition is hampered in such Environment in order address this problem the private sector represented by the ISP should endeavour to provide a better infrastructure and band width needed to connect to the internet.


CURRENT AWARENESS/ ENGAGEMENT STATUS
	The CBN has been running a set of targeted stakeholder engagement session to the first stage of this planned communication campaign. These have targeted key group that will be most impacted by the cash policy with the objective or creating awareness and providing an opportunity for them to raise issue and concern. The stakeholders doe far have included markets, associations, professional bodies etc, these stakeholders session were concluded in November 2011.
NIGERIANS RESPONSE TO ADVERTISEMENT
	Public attitude towards advertising in general have long been a focus of research (see Mitta 1994:2, Zanot, 1984:13 for reviews). According to zanot (1981), the first large scale, natural surveys of public opinion about advertising date back to the 1950s and 1960s (Baller and Greyser 1968:20) Gallup, 1959:24). Many recent studies have also been conducted (e.g Alwell and Pabhakar, 1992:21, Rad and soley 1982:124) but most of these have been more focused upon investigating the structure of advertising attitude rather than the generalize ability of overall favourability.
	Although the studies on advertising attitudes have varied widely in the type of sample used and data collection methods employed they have been focused upon many of the same Judgement. Respondent typically have been asked not only about their overall attitudes towards advertisement but also their perception of advertising trust worthiness offensiveness, information, Entertainment values and effect on product prices and values as well as attitudes towards regulatory issue.
	Early Survey of advertising attitude yield some favourable, Albert mixed, resettle et all up (1959:9) found that majority of their respondent generally liked it because they felt it was informative. They also found out that majority of respondents preferred advertise products over unadvertised products, although most also felt that advertising the cost of things they buy. Baxer and greyser (1968) found that most people held favourable attitudes towards advertising than unfavourable attitude and that the majority of respondents felt that advertisement were misleading and that they resulted in higher prices. 
CONSUMER RESPONSE TO ADVERTISEMENT
	Most of the direct response measures administered to consumers have assessed consumers perception and usage of the internet and it services for instance research has explored consumer attitude toward online services (Muller 1996:96) and purchasing online.
	In an important exception, Mechta and Sivades (1995:5) asses internet users attitudes towards advertising on News groups and through Email. They that consumer held negative attitudes toward new group and email. However sample was limited to those who posted message to the group those who merely read unfavourable attitudes are due this vocal sample perception that they are competing with electronic advertisement for the groups attention addiction attitude towards new group and email advertising may not generate to all forms of internet advertisement. 
Including less instructive ads (such as web site) consecutively it is unclear whether the result would generalize to the entire internet population attitude toward internet advertisement in it many forms.
BENEFIT OF INTERNET ADVERTISEMENT
	In a journal article written by Caroline Carteller, Andrews J. parson, Vaishad Rao, Michael P. Zeisser 1993:90 titled, “the real impact of internet advertisement” ask the partners question will the internet have as big an impact on advertisement as radio and television did most executives say no, the Joint author noted the point below based on response to their questions by interviews which include the followings.
	How much impact is the internet really having on advertising and marketing? is it just Emerging rich medium with some peculiar creative capabilities and constraints? Or might it transform consumer marketing in the same way that network revolutimalized consumer culture and commercial practice four or five decades ago their interview with marketers reveal that few people believe the internet will change their approach to advertising. Most respondents see internet as little more than a complement to traditional market long practice and print don’t expect it to reduce expenditure on broadcast and print media or change the form price, or delivery of advertisement. Their view is probably a reaction to the early hype about the internet and the world wide web which crested unrealistic short term expectation among marketers and frustration with inadequate of the delivery technologies among consumers.
	We take a country view, we believe that internet advertisement will account for a growing proportion of overall advertising expenditure, moreover, advertising will account for a growing proportion of overall advertising expenditure. Moreover, advertising and marketing in general will adopt practices first developed or deployed on the internet. As the technology improve, the impact of internet advertisement well increase and become easier to measure and the gap between this new precise, interactive marketing capability and conventional “fuzzy” Passive media will widen over the next few years, advantages agencies and consumers marketers will be under pressure to change their whole approach to marketing communication. Mark will become more accountable to their results. And they will pay more attention to build a total consumer relationship offering consumers valve to customizing advertising and companies entire marketing organization will progressive redesigned to reflect interaction with consumers on the internet.
	For advertising agencies, Fee based on results will become standard the consumer of internet advertising are living on make current business models absolute. New capabilities will be required as creative production speech up and become more closely integrated with marketing activity. A deep understanding of enabling technologies will become a prerequisite for fresh forms of advertising.
	Our viewers on the evolution of internet advertising and its impact on traditional marketing may seem provocative to some, premature to others. But the intriguing marketing experiments thinking place on an off the internet suggest it is time for consumer marketers to begin looking towards. Forwards networks for new ways of thinking about the marketing theories and approaches on which they have long relied and to begin capturing the lessons internet advertising holds for all their advertisement practice, online and conventional.
	Looking at today internet advertisement to predict what tomorrow will bring is about as helpful as Using a rear-view mirror to watch the road ahead. But a point of view about what online advertising will look like in their to five years’ time can and should influence current management decision about how to invest marketing communication dollars on the internet. A number of fundamental forces are currently reshaping internet advertising: the near daily emergence of new technologies that improve measurement targeting and data interpretation; the strenuous effort of primary entrepreneurial marketers to make business use of these new interactive networks. Thanks to the impact of these forces, tomorrow ads will defer form today in the shape they take, in the matters available for ganging their effectiveness, and in the pricing structure that governs their purchase and sale.
	The first and most obvious change in advertising will be in what consumers see on their content, the type of customization they employ, and their delivery to the customer.
	Aspiration to transcend today’s form of internet advertising will first be realized in the contexts on adverts. The development of new technologies such as virtual reality and chat crumpled with consumers growing preference for material that is directly valuable to them. Is driving the emergence of news forms of content. Three main types are on the horizons; Experimental, transaction Oriented and Sponsored context.


2.2	THEORETICAL FRAMEWORK
	Theories for this study are as follow;
	1.	Integrated marketing Communication (IMC):
· Imc emphasis the importance of a Unified and Consistent messages across various communication channels. Explore how combining internet and billboard advertising contributes to a cohesive brand image and influences consumer perceptions in the Jewelry Industry.
	2.	Consumer Behavior Theories:
· Theory of Planned  Behaviour(TPB) Investigate how consumers attitudes, Subjective norms, and perceived behaviour control impact their intentions to engage with or purchase Jewelry base in internet and billboard advertisements.
· Motivation-Need Theory: Examined how internet and advertisements fulfill Consumers Psychological and Social needs, Influencing their decision-making process when it comes to purchasing Jewelry.
	3.	Visual Communication Theories:
· Semiotics: Explore the use of symbols, Signs and Visual elements in both internet and Billboard advertisement within the context of Jewelry Marketing. How do these visuals cues contribute to consumer interpretation and Engagement?
	4.	Technology Acceptance Model (TAM):
· Analyze how Consumers Perceptions of the Usability and relevance of internet advertisement affect their acceptance and subsequent actions in the Jewelry Purchasing process.
	5.	Cognitive Processing Theories:
· Elaboration Livelihood Model(ELM): Investigate the level of Billboard advertisements for Jewelry. How does the depth of processing impact their subsequent attitudes and behaviours?
	6.	Aesthetics and Emotional Reprises Theories:
· Examine theories related to aesthetics and Emotions, such as the Aesthetic-Usability Effect or Emotional design theory, to Understand how the Visual appeal and emotional content of both intent and billboard advertisements influence consumer perceptions of Jewelry.
	7.	Uses and Gratification:
	The use of gratification theory is one of the most popular theories of mass communication.  The theory is postulation that an individual would prefer the use of Particular medium to others using to perceived higher satisfaction potentials of that medium.
	In other words, this refers “to the use of a particular medium in the belief that beneficial attributes of that medium allow the use to obtain gratification more readily than others.” 
	The use and gratification theory the audience or very patron actively seeks that the mass media in order to satisfy their since the internet has become a medium for the satisfaction of almost all conceivable want and human needs, it has become that is most often sort after by individual in the guest for satisfaction of information needs, business, entertainment, global commerce and international communication in general most importantly it is now a market place for all manner of business transactions
8.	Media Dependency Theory:
		The media dependency theory Oketubi (2005:9) is the submission that individuals level depending on a medium for satisfying his need in proportion to the importance he attached to the medium essentially the difference between these two Theories answer the question why do I go to satisfy my need? The later answer why I go to the medium to satisfy this goal?
	Media depending theory also makes an attempt to explain effects of mass media. Sandra Ballrok each and Melvin Defleur first outline the framework of and effect of mass media determined by the interaction among audience, online and the social system.
	Depending is a relationship in which the following of one ‘party’ needs and goals is reliant on the research as of another party.
2.3	EMPERICAL REVIEW
		In June, 1830, French Newspaper La Pressed was the first to include paid advertising in its pages, allowing it to lower its price, Extend its readership and increase its profitability and the formula was soon copied by all tales around 184, Volley B. Palmer established the roots of the modern day advertising agency in Philadelphia. In 1842 Palmer bought large amount of Space at higher rates to advertisers. The actual buoyant and network was strolled prepare by the company wishing to advertise; in effect, palmer was a page broker. The situation changed in the rate of the 19th Century when the advertising agency of N.w ayer and son was founded. Ayer and son offered to plan create and Execrate Complete advertising agency had be the local point of creative planning and advertising was firming established as a profession.
	Hussein and Nizamani (2011) conducted a study on the factors affecting Consumers attention in  billboards advertising in Karachi, Pakistan with the aim to Understand the consumer attention towards billboards or not. Non probabilistic sampling technique was used to collect data form a sample of 300 respondents and T-test was employed to evaluate the hypothesis in the study. It was found that a number of factors in the billboards advertising attracts the customer.
	In the early 1920s, the first radio stations were established by radio equipment manufacturers and retailers who offered programs in order to sell more radio to the consumers. As time passed many non-profit organization followed suit in setting of their own stations include: Clubs, School, and Civic group when the practices of sponsoring Programme was popularized, each individual radio programme was usually sponsored by a single business in exchange for a brief mention of the business name at the beginning and end of the sponsorship right in small time allocation rather than selling the sponsorship right to single business per show.
	Mustafa et al., (2010) Carried a study on the effects of outdoor advertisements on consumer in turkey with the purpose to determine the influence ratio of outdoor advertisements on consumers living in Sivas city and to measure the effects on characteristics of outdoor advertisements in comparison to other advertising instruments. A face-to-face interview survey was concluded on 400 persons selected with non-random sampling technique-Data were analyzed by using T-test, Variant analysis and factor analysis.
	In the early 1980s the demont television network began the modern practice or selling advertisement time to multiple sponsors previously Dumont find sponsors for many of their programs and compensated by selling smaller blocks of advertising time to several business. This eventually become the standard for the commercial television industries in the United State. However, It is still common practice to have single sponsor shows up to and include having one advertisement agency actually writing the show. The single sponsor model is such less prevent now a notable exception being the hall marks hall of fame.
	The late 1980s and early 1990s swathed introduction of cable television and particularly MTV pioneering the concept of the music video, MTV ushered in new type of advertising the consumer tones in for the advertising the message rather than it being a by product or after thought. As cable and satellite television become increasingly prevalent special by channel emerged including channel entirely devoted to advertising such as QVC, Home shopping networking and shop TV Canada.     


CHAPTER THREE
RESEACH METHODOLY
3.0 	INTRODUCTION 
	The motive of this study is to establish a connection between the impact of internet and billboard adverts on consumer of jewelries among Kwara Poly students. Undeniable, the best method of studying attitudes behavior and motive remains the survey research method hence, why it was adopted for this research. 
	Survey method, the oldest research method as defined by Kertinger is the process of collecting data from a population or a simple drawn from a population with the purpose or a sample drawn from location with the purpose of investing relative in evidence, occurrence or inter-relationship among the variables of a natural phenomenon. 
3.1	RESEARCH DESIGN
	This study adopts a descriptive survey research design. The descriptive design is chosen because it allows the researcher to systematically gather, describe, and analyze data from a specific population in order to understand current trends, opinions, and behaviors. 
	According to Shettic (1982), research design is “the arrangement of conditions and analysis of data in a manner that aims at combining relevance to the research purpose.” This design is suitable for this research because it focuses on collecting data directly from the target audience—female students of Kwara State Polytechnic—to àexamine how they respond to internet and billboard advertisements in relation to their purchasing decisions on jewelry.
	The descriptive survey design enables the researcher to use structured questionnaires to obtain data on the awareness, perception, and influence of these two advertising mediums (Internet and Billboard). It also makes it possible to explore patterns in consumer behavior and the comparative effectiveness of internet versus billboard adverts in the context of jewelry consumption. 
	The design further helps in identifying demographic factors (such as age, level of education, and income) that may moderate the impact of these adverts.
3.2	POPULATION OF THE STUDY
	Population of the Study is a collection of subjects, objects variables, concepts or phenomenon in a given study (Dominic 2000). 
	In the research, the population used comprises of internet users who are exposed to internet advertisement in Ilorin, the capital of Kwara State.  The population was made up of internet and billboard users disregarding the natural and internet background and gender from the Ilorin, Kwara State capital. 
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUE 
	Research sample is defined section of a population (E.O Obezer ,1996). It's the actual number of point of a studied population that is objectively selected for such study. A total umber of 100 respondents will be used for this study and it will be made up of students of Kwara State Polytechnic, Ilorin. 
3.4	DATA COLLECTION INSTRUMENT 
	Since this study employed survey design, questionnaires were used to collect data. In order to ensure that relevant items were included in the questionnaires extensive and literature were conducted before the instrument for data collection was constructed. 
	The questionnaire was divided into two parts. Part A contains items intended to collect data on demographic, characteristics of respondents, while Part B and C contain items designed to obtain data on the research topic. 
3.5	RELIABILITY AND VALIDITY OF THE INSTRUMENT 
	In order to ensure that relevant items were included in the questionnaires, extensive and relevant literatures were consulted before instrument for data collection was constructed, this is in order to ensure content validity of the questionnaires. A constructed questionnaires was given to experts in the field to go through the critically. This is imperative in order to make sure that data collection instrument had face validity. 
3.6	METHOD OF DATA COLLECTION 
	The data of the research work is collected through the administration of questionnaires for respondents in Kwara State Polytechnic, Ilorin. This instrument was to get demographic data and data for specific question for the study. To ensure accurate data collection, questionnaires were distributed by researcher to respondents. The above instruments used have helped in collecting an aggregate amount of data used for the study. 
3.7 	METHOD OF DATA ANALYSIS 
	The data obtained from the distributed questionnaires were retrieved and analyzed and were shown by using simple percentage and cross tabulation table. 
	Furthermore, statistical analysis was adopted for the simplification of data gathered during field work to ease better understanding of the study. 
	Issa (2004) gives further explanation on data analysis as "the best segment of chapter three that is developed to explain how the research intended to present, analyze and interpret data that will account for the administration of the instrument on the respondents, that is, when data has been collected, how he intend to set out and analyze the collected data."



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
Data analysis is the most crucial part of any research, Data analysis ниетиле collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
In this chapter, data are organized into tables to that statistically and logical conclusion can be gotten from the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the fixed. Doing this would enable easy, convenience, clarify and vetted comprehension. The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be in conformity with questionnaire items and responses.
4.1 Data Presentation
Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. however the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items delivered from three frame researcher's questions, the researcher aimed at using them to provide answer to his topic problem. A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace.
All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.
Distribution Table
	Respondents
	Frequency

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of discarded questionnaires
	Nil

	Number of questionnaires analyzed
	100


Source: Field Work, 2025
From the above table, it is evident that the respondents were residents of Ilorin. A total of 100 questionnaires were distributed, all of which were returned, representing a 100% response rate. None were discarded, and all 100 were valid and subsequently analyzed for the study.

Question 1: How does exposure to internet advertising influence consumer perceptions of jewelry quality, value, and desirability?
Table 1: Exposure to Internet Advertising
	Responses
	Frequency
	Percentage

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
From the table above, 80 (80%) of the respondents reported being exposed to internet advertising, while 20 (20%) were not.
This indicates that the majority of the respondents are exposed to internet advertising, which potentially influences their perception of jewelry quality, value, and desirability.
Question 2: What are the effects of billboard advertising location, size, and content on consumer attitudes and intentions toward purchasing jewelry?
Table 2: Frequency of Jewelry Purchase Influenced by Billboard Advertising
	Responses
	Frequency
	Percentage

	Very often
	60
	60%

	Quite often
	30
	30%

	Not often
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
The table shows that 60 (60%) of the respondents reported purchasing jewelry very often as influenced by billboard advertising, 30 (30%) said quite often, and 10 (10%) said not often.
This suggests that billboard advertising—through its strategic location, size, and message content—has a considerable effect on consumer attitudes and purchase intentions toward jewelry.
Question 3: How do internet and billboard advertising strategies differ in their ability to stimulate consumer interest, engagement, and eventual purchase of jewelry items?
Table 3: Perception of Differences in Advertising Strategies
	Responses
	Frequency
	Percentage

	Yes
	60
	60%

	No
	30
	30%

	Not sure
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
According to the table, 60 (60%) of respondents believe that internet and billboard advertising strategies differ in their ability to stimulate interest and drive jewelry purchases.
30 (30%) disagreed, and 10 (10%) were unsure.
This implies that a majority of respondents recognize a strategic difference between internet and billboard advertising in engaging consumers.
Question 4: What demographic, psychographic, and situational variables moderate the impact of internet and billboard advertising on consumer behavior when purchasing jewelry?
Table 4: Frequency of Noticing Advertising Impacts on Consumer Behavior
	Responses
	Frequency
	Percentage

	Very often
	50
	50%

	Quite often
	30
	30%

	Not often
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
From the table above, 50 (50%) of respondents very often notice the impact of advertising on their behavior, 30 (30%) quite often notice it, while 20 (20%) do not often notice it.
This shows that most respondents recognize how internet and billboard advertising influence their purchasing decisions, with moderating effects based on their individual characteristics and contexts.
Question 5: In what locations do you usually encounter billboard advertisements for jewelry?
Table 5: Encountering Billboard Ads for Jewelry
	Responses
	Frequency
	Percentage

	Yes
	60
	60%

	No
	20
	20%

	Not sure
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
According to the table, 60 (60%) of respondents reported encountering billboard advertisements for jewelry, 20 (20%) said they had not, and 20 (20%) were unsure.
This implies that the majority of respondents have been exposed to billboard advertising in various locations, possibly influencing their awareness and interest in jewelry products.
Question 6: I recall seeing numerous internet advertisements in a day within the Jewelry Market.
Table 6: Frequency of Seeing Internet Ads Daily
	Responses
	Frequency
	Percentage

	Strongly Agree
	40
	40%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	20
	20%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
40 (40%) of the respondents strongly agreed, and 20 (20%) agreed that they see numerous internet ads daily within the jewelry market, while 10 (10%) were neutral. 20 (20%) disagreed, and 10 (10%) strongly disagreed.
This implies that a majority of the respondents are frequently exposed to internet advertisements for jewelry, indicating a strong digital advertising presence in the market.
Question 7: I remember encountering several billboard advertisements in a week in the Jewelry Market.
Table 7: Weekly Encounter with Billboard Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	60
	60%

	Agree
	10
	10%

	Neutral
	10
	10%

	Disagree
	10
	10%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
60 (60%) of respondents strongly agreed, and 10 (10%) agreed that they see several billboard ads weekly in the jewelry market.
This shows that a high number of consumers regularly encounter billboard advertising, suggesting its effectiveness in maintaining visibility.
Question 8: I actively seek out internet advertisements for products or services I am interested in within the Jewelry Market.
Table 8: Active Search for Internet Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	70
	70%

	Agree
	10
	10%

	Neutral
	5
	5%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
70 (70%) of the respondents strongly agreed that they actively search for jewelry-related internet ads, while 10 (10%) agreed.
This implies a strong level of consumer engagement and interest in online jewelry advertisements, indicating internet ads’ relevance and influence.
Question 9: Billboard advertisements promoting jewelry products resonate with me emotionally.
Table 9: Emotional Connection to Billboard Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	50
	50%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
Interpretation:
50 (50%) of respondents strongly agreed, and 30 (30%) agreed that billboard advertisements emotionally resonate with them.
This indicates that billboard ads can effectively evoke emotional responses, which may influence jewelry purchasing decisions.
Question 10: I often share or discuss internet advertisements promoting jewelry products with others.
Table 10: Sharing or Discussing Internet Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	30
	30%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	20
	20%

	Strongly Disagree
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
30 (30%) of respondents strongly agreed, and 20 (20%) agreed that they discuss or share jewelry-related internet ads.
This reflects a moderate level of ad engagement through social interaction, which can amplify ad reach via word-of-mouth or online sharing.
Question 11: I have made a jewelry purchase based on an internet advertisement.
Table 11: Purchase Decision Based on Internet Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	70
	70%

	Agree
	10
	10%

	Neutral
	5
	5%

	Disagree
	5
	5%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Work, 2024
70 (70%) of the respondents strongly agreed and 10 (10%) agreed that they have made a jewelry purchase based on an internet advertisement. Only 5% were neutral, and a combined 15% disagreed or strongly disagreed.
This implies that a significant majority of respondents have been influenced by internet advertisements to make jewelry purchases.
Question 12: Internet advertisements influence my decision-making process when purchasing jewelry products.
Table 12: Influence of Internet Ads on Purchase Decisions
	Responses
	Frequency
	Percentage

	Strongly Agree
	40
	40%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	10
	10%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Work, 2024
40 (40%) strongly agreed and 30 (30%) agreed that internet advertisements influence their decision-making when buying jewelry.
This confirms that internet ads significantly impact consumer decisions in the jewelry market.
Question 13: I recognize jewelry brands more through internet advertisement.
Table 13: Brand Recognition through Internet Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	60
	60%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2024
60 (60%) of the respondents strongly agreed and 20 (20%) agreed that internet ads help them recognize jewelry brands better.
This shows that internet advertising plays a key role in brand awareness within the jewelry industry.
Question 14: I recognize jewelry brands more through billboard advertisement.
Table 14: Brand Recognition through Billboard Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	60
	60%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2024
Similar to internet ads, 60 (60%) strongly agreed and 20 (20%) agreed that billboard advertisements also aid in brand recognition.
This suggests that both billboard and internet ads are effective, but internet ads slightly lead in influence.
Question 15: Internet advertisements provide more detailed information about jewelry brands compared to billboard.
Table 15: Comparative Detail in Internet vs Billboard Ads
	Responses
	Frequency
	Percentage

	Strongly Agree
	70
	70%

	Agree
	10
	10%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2024
70 (70%) strongly agreed and 10 (10%) agreed that internet ads give more detailed product info compared to billboards.
This reinforces the advantage of internet advertising in delivering comprehensive content to potential buyers.

Question 16: Distribution of the Sex of Respondents
Table 16: Gender Distribution of Respondents
	Responses
	Frequency
	Percentage

	Male
	40
	40%

	Female
	60
	60%

	Total
	100
	100%


Source: Field Work, 2024
40 (40%) of the respondents are male, while 60 (60%) are female.
This indicates that the majority of the respondents are females, suggesting that they may be more engaged with internet usage and advertisement platforms.
Question 17: Distribution of the Age of Respondents
Table 17: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage

	15–20 years
	25
	25%

	20–30 years
	65
	65%

	30 and above
	10
	10%

	Total
	100
	100%


Source: Field Work, 2024
65 (65%) of the respondents fall within the 20–30 years age bracket, followed by 25 (25%) in the 15–20 years range, and 10 (10%) aged 30 and above.
This suggests that the highest engagement with internet and billboard advertisements occurs among young adults aged 20–30.
Question 18: Distribution of Academic Level of Respondents
Table 18: Academic Level of Respondents
	Level
	Frequency
	Percentage

	ND I
	20
	20%

	ND II
	33
	33%

	HND I
	37
	37%

	HND II
	10
	10%

	Total
	100
	100%


Source: Field Work, 2024
37 (37%) of the respondents are HND I students, followed by 33 (33%) in ND II.
This indicates that the majority of respondents are in HND I, making them the most represented academic level in the study.
Question 19: Marital Status of Respondents
Table 19: Marital Status Distribution
	Status
	Frequency
	Percentage

	Single
	70
	70%

	Married
	20
	20%

	Others
	10
	10%

	Total
	100
	100%


Source: Field Work, 2024
70 (70%) of the respondents are single, with 20 (20%) married and 10 (10%) in other categories.
This shows that the majority of respondents are single individuals.
Question 20: Occupation of Respondents
Table 20: Occupational Distribution of Respondents
	Occupation
	Frequency
	Percentage

	Civil Servant
	10
	10%

	Student
	85
	85%

	Trader
	5
	5%

	Total
	100
	100%


Source: Field Work, 2024
85 (85%) of the respondents are students, 10 (10%) are civil servants, and 5 (5%) are traders.
This indicates that students are the predominant group in the study sample.
4.2 Analysis of Research Questions
Research Question 1: What are the comparative reach and effectiveness of internet and billboard advertisements in promoting jewelry products?
As presented in Table 9, 50 respondents (50%) strongly agreed that billboard advertisements promoting jewelry products resonate with them emotionally, 30 respondents (30%) agreed, 10 (10%) were neutral, 5 (5%) disagreed, and another 5 (5%) strongly disagreed.
This suggests that while billboard advertisements can evoke emotional appeal and create awareness, their effectiveness is moderate compared to internet advertisements.
Research Question 2: How do consumers perceive exposure to internet advertisements in contrast to billboard advertisements for jewelry products?
According to Table 11, 70 respondents (70%) strongly agreed that they have made jewelry purchases based on internet advertisements. 10 respondents (10%) agreed, 5 (5%) were neutral, 5 (5%) disagreed, and 10 (10%) strongly disagreed.
Furthermore, Table 14 shows that 60 respondents (60%) strongly agreed that they recognize jewelry brands more through internet advertisements, 20 (20%) agreed, 10 (10%) remained neutral, 5 (5%) disagreed, and 5 (5%) strongly disagreed.
These findings indicate that internet advertisements are more impactful in influencing brand recognition and driving consumer action compared to billboards.
Research Question 3: In what ways do internet and billboard advertisements influence consumer purchasing decisions within the jewelry market, and how do these influences differ?
The findings in Table 13 also show that 60 respondents (60%) strongly agreed that they recognize jewelry brands more through internet advertisements, with 20 (20%) agreeing, 10 (10%) neutral, 5 (5%) disagreeing, and 5 (5%) strongly disagreeing.
This highlights the higher impact of internet advertising on consumer purchasing decisions, especially in terms of brand recall and motivation to purchase, compared to billboard advertisements.
4.3 Discussion of Findings
The analysis of the questionnaire responses offers insight into the distinct roles of internet and billboard advertisements in shaping consumer behavior within the jewelry market.
The data reveal that internet advertisements—especially those on platforms like Instagram, Facebook, WhatsApp, and YouTube—play a more significant role in influencing consumer interest, brand recall, and purchase intent. This aligns with Belch and Belch (2018), who assert that “the internet provides interactive capabilities that allow consumers to engage directly with the advertising content,” leading to enhanced effectiveness.
Table 11 reflects that 70% of respondents have made a jewelry purchase based on internet advertisements, underscoring the growing influence of digital platforms. Respondents noted that the visual appeal of internet ads, coupled with features like product reviews, influencer endorsements, and direct messaging, significantly affect their decisions.
This finding supports Kotler and Keller (2016), who emphasize that "internet marketing allows for two-way communication, interactive product displays, and immediate response to consumer inquiries," making it an effective medium for promoting visually-driven products like jewelry.
In contrast, only 30% of respondents in Table 6 acknowledged billboard advertisements as influential in their purchase decisions. While billboards are appreciated for their visibility and contribution to brand awareness, they lack interactivity and detail, making them less effective for driving consumer action.
Percy and Elliott (2016) note that “billboards are best suited for generating awareness rather than prompting direct consumer action due to their lack of detail and short exposure time.” Many respondents observed that, although jewelry billboards are noticeable in busy areas, they rarely lead to active engagement or purchases.
The comparison (70% for internet vs. 30% for billboard) emphasizes the importance of engagement, interactivity, and convenience in advertising. Internet platforms offer a direct pathway from ad exposure to product inquiry and purchase, which billboards cannot match.
Nevertheless, billboard advertising should not be completely overlooked. It can serve as a supportive medium by enhancing visibility in high-traffic areas while internet platforms convert this awareness into actionable consumer behavior. As Belch and Belch (2018) conclude, “interactive advertising fosters a deeper relationship with the brand, which in turn increases purchase likelihood.”

















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This research work was conducted to know the impact of internet and billboard advertisement on consumers of jewelry — "Analysis of impacts of Internet and Billboard advertisement on Consumer of jewelry (A Case Study of Kwara State Polytechnic Ladies)" in particular.
Prior to this, a total of (100) questionnaires was administered to internet users who are very much exposed to internet advertisement. We used the cluster sampling techniques in selecting this study sample.
Through this research study, solutions were provided to the research problems contained in Chapter One. The Uses and Gratification Theory and the Media Dependable Theory of media were incorporated to explain the impacts of internet and billboard advertisement on consumers of jewelry.
The analysis of data collected during the course of this research was obtained through questionnaire that was analyzed and interpreted.
5.2 Conclusion
This comparative analysis of internet and billboard advertising in the jewelry industry reveals that both mediums have unique strengths and contribute differently to marketing effectiveness.
Billboards offer high visibility and contribute significantly to local brand recognition and prestige. They are particularly effective in urban areas with high traffic.
Internet advertising provides a broader reach and the ability to target specific consumer demographics. It fosters high engagement through interactive content, social media, and personalized ads.
Billboards, while effective in building brand awareness, have a more indirect impact on sales conversion. Their effectiveness is harder to quantify due to the lack of immediate interaction.
Internet advertising shows higher conversion rates due to its targeted nature and the ability to directly link ads to purchasing platforms. Retargeting strategies further enhance conversion potential.
Billboards incur high upfront costs and offer long-term visibility but have a less quantifiable ROI. They contribute significantly to brand prestige, which is valuable but challenging to measure in direct sales.
Finally, advertisement is a great way to sell out any product, but as the world progresses to digitalization, internet advertisement is the best way to evangelize any product if creatively utilized.
5.3 Recommendations
Based on the findings of this study, the following are recommended:
· Jewelry brands should consider integrating both billboards and internet advertising to leverage the strengths of each medium.
· Jewelry brands should use billboards for building brand prestige and local recognition, especially in high-traffic urban areas where target audience frequents.
· Jewelry brands should invest in advanced data analytics to refine targeting strategies for internet adverts.
· Jewelry brands should utilize social media platforms, search engine marketing, and display ads to engage consumers with interactive and personalized content.























REFERENCES
Arena, W. F. (1993). Contemporary Advertising. New York: McGraw-Hill Companies Inc.
Belch, G. E., & Belch, M. A. (2001). Advertising and Promotion: An Integrated Marketing Communications Perspective.
Bidem, M. (2001). Advertising Principles and Practice. Glenges Associates, Itta Eku.
Bly, R. W. (1973). The Advertising Manager's Handbook. Prentice Hall, USA.
Brisble, E. (2014). The Practices of Social Research (3rd ed.). Gelitonia: Wordsworth Publishing Company.
Dick, J. (1993). The Dynamics of Mass Communication. New York: McGraw-Hill.
EC OSGAEA. (2005). Introduction to Research Methodology (3rd edition).
Hassan, L. (1995). Understanding Research in Education. Menified Publications Ltd.
Issa, A. (2004). A Practical Guide to Project Writing. Offpai Wunmi Commercial.
Kotler, P. (2000). Principles of Marketing. India: Prentice Hall of India Ltd.
Meashed, M. (1962). Gutenberg Gallery: The Making of Typography Man (15th ed.).
Pickton, D., & Broderick, A. (2001). Integrated Marketing Communications.
Schultheis, R., & Summer, D. (1789). A Manager’s View. CISA: Richard D. Traten Inc.
Selltiz, C., Wrightsman, L. S., & Cook, S. W. (1982). Research Methods in Social Relations.

