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ABSTRACT
This study investigated the influence of online advertisements on consumer choices and purchasing behavior, with a focus on young, internet-active individuals. Data were collected from 100 respondents, revealing that 75% frequently encountered online advertisements, 70% often clicked on them, and 80% regularly shared them on social media. The findings indicated a high level of engagement with online marketing, especially among students and individuals aged 18 to 24 years. Most respondents acknowledged that online ads influenced their buying decisions, particularly when the ads were relevant, personalized, and informative. However, the study also uncovered significant challenges. About 45% of participants reported experiencing ad fatigue, while 70% noted that excessive advertising reduced their willingness to engage with such content. Privacy concerns were prominent, with 80% of respondents expressing unease about how their data were used by companies. Despite these concerns, 82% of participants trusted online advertisements more than traditional media, although 78% also admitted to ignoring ads they found irrelevant. The study concluded that while online advertising has a strong influence on consumer behavior, its effectiveness is undermined by ad fatigue, privacy concerns, and content irrelevance. It was recommended that advertisers adopt user-centered strategies, including ad personalization, data transparency, and controlled frequency, to enhance ad impact and maintain consumer trust.
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study 
Online advertising has revolutionized the way businesses communicate with their target audiences, becoming an indispensable tool in modern marketing strategies. Unlike traditional media such as television and print, online advertisements provide an interactive platform for engaging consumers in real time. This transition from traditional to digital platforms reflects the significant growth of internet accessibility worldwide (Smith & Chaffey, 2021). As of 2023, over 5 billion people are using the internet globally, which underscores the importance of online advertisements as a primary medium for influencing consumer behavior (Statista, 2023).
The proliferation of digital devices and social media platforms has created a fertile ground for personalized advertisements. Companies now leverage algorithms and data analytics to tailor ads to individual preferences, making online marketing more precise and effective than ever before (Kotler & Keller, 2020). For instance, platforms like Facebook and Google employ behavioral targeting to ensure that consumers are exposed to ads that align with their interests and previous online activities (Chatterjee, 2019).
Consumer decision-making processes have also evolved due to the convenience and accessibility of online advertisements. Unlike traditional advertisements that rely on broad audience appeals, online ads empower consumers with detailed product information and reviews, enabling informed purchasing decisions (Grewal et al., 2022). This dynamic shift has encouraged businesses to focus more on creating engaging and informative content, driving a consumer-centric approach in advertising.
Moreover, the emergence of influencer marketing and user-generated content has transformed online advertising landscapes. Influencers play a pivotal role in shaping consumer perceptions and preferences by promoting products through authentic and relatable content (Abidin, 2018). This strategy has been particularly effective among younger demographics who value peer recommendations over conventional advertising (Kaplan & Haenlein, 2020).
The accessibility of online advertisements has bridged the gap between small businesses and large corporations, leveling the playing field. Digital marketing tools such as search engine optimization (SEO), pay-per-click (PPC) advertising, and social media ads allow small businesses to reach targeted audiences cost-effectively (Tuten & Solomon, 2022). As a result, businesses of all sizes can compete in the global marketplace, fostering innovation and diversity in consumer options.
Despite these advancements, online advertising is not without its challenges. Privacy concerns and the misuse of personal data have sparked debates about ethical advertising practices. Consumers are increasingly wary of how their information is collected and used for targeted advertisements (Baker et al., 2021). This growing awareness has prompted stricter regulations such as the General Data Protection Regulation (GDPR) to safeguard consumer rights (EU GDPR, 2018).
Another critical concern is the phenomenon of ad fatigue, where consumers become overwhelmed or annoyed by excessive advertising exposure. This issue can reduce the effectiveness of online campaigns and erode brand loyalty (Duffett, 2017). To combat this, advertisers are adopting innovative strategies such as interactive and immersive ads to capture consumer attention without overwhelming them.
The rise of e-commerce platforms has further emphasized the role of online advertisements in driving consumer choices. Platforms like Amazon and Alibaba integrate advertising with shopping experiences, allowing consumers to discover products and make purchases seamlessly (Li et al., 2021). This integration enhances convenience, reinforcing the influence of online ads on purchasing behavior.
Cultural and regional differences also play a significant role in shaping the effectiveness of online advertisements. While some regions embrace digital ads, others may resist them due to cultural norms or technological constraints (Hofstede, 2001). Understanding these nuances is crucial for businesses to design campaigns that resonate with diverse consumer bases.
Finally, the impact of online advertisements extends beyond individual purchasing decisions to societal and economic implications. As consumers become increasingly reliant on digital platforms for information and shopping, online advertisements contribute to shaping market trends and driving economic growth (Belch & Belch, 2020). However, this influence comes with the responsibility to ensure that advertising practices align with ethical standards and societal values.
In conclusion, online advertisements have transformed the marketing landscape, profoundly influencing consumer choices and purchasing behavior. As businesses continue to innovate and adapt to changing consumer expectations, understanding the dynamics of online advertising remains crucial for sustaining competitive advantage in the digital age.
1.2	Statement of the Problem
The increasing reliance on online advertisements by businesses raises concerns about their actual impact on consumer choices and purchasing behavior. While online advertisements are lauded for their ability to reach large audiences and offer personalized experiences, many consumers report feeling overwhelmed by excessive ad exposure, often leading to ad fatigue and diminished trust in brands. Additionally, issues like misleading advertisements, privacy invasion, and the ethical use of personal data further complicate the relationship between advertisers and consumers (Baker et al., 2021). These challenges not only affect consumer perceptions but also undermine the effectiveness of digital marketing campaigns, making it imperative to understand the dynamics of online advertising in influencing consumer decision-making processes.
This study aims to address these issues by investigating the influence of online advertisements on consumer choices and purchasing behavior. By analyzing consumer attitudes, preferences, and the factors that drive engagement with online ads, this research seeks to provide actionable insights for businesses to design effective and ethical advertising strategies. The study will also explore the challenges associated with online advertising, such as privacy concerns and ad fatigue, offering recommendations for improving consumer trust and maximizing the impact of digital marketing efforts. Through this approach, the research intends to bridge the gap between consumer expectations and advertising practices, fostering a more sustainable and mutually beneficial relationship between advertisers and their target audiences.

1.3	Research Questions
To guide this study, the following research questions have been formulated:
i. How do online advertisements influence consumer choices and purchasing behavior?
ii. What factors contribute to consumer engagement with online advertisements?
iii. To what extent does ad fatigue impact the effectiveness of online advertisements on consumer behavior?
iv. How do privacy concerns and data usage practices affect consumer trust in online advertisements?
1.4	Objectives of the Study
The primary objectives of this study are:
i. To examine the influence of online advertisements on consumer choices and purchasing behavior.
ii. To identify the factors that contribute to consumer engagement with online advertisements, such as personalization, relevance, and content quality.
iii. To assess the impact of ad fatigue on the effectiveness of online advertisements in shaping consumer behavior and attitudes.
iv. To investigate the effect of privacy concerns and data usage practices on consumer trust in online advertisements, and their implications for advertising strategies.
1.5	Scope of the Study
This study focuses on the influence of online advertisements on consumer choices and purchasing behavior within the conceptual framework of digital marketing, consumer psychology, and advertising effectiveness. The geographical scope of the study is limited to Ilorin metropolis, Kwara State, Nigeria, where a diverse consumer population and varying levels of online advertisement exposure provide a rich context for investigation. The time scope of the study covers a period from January to December 2025, during which data will be collected to analyze trends, consumer attitudes, and the evolving impact of online advertisements on purchasing decisions. The study will specifically examine the effects of online ads on local consumers, considering factors such as personalization, ad fatigue, and privacy concerns, to provide insights relevant to businesses operating in the digital marketing space.
1.6	Significance of the Study
This study is significant in understanding the growing influence of online advertisements on consumer behavior, a crucial aspect for businesses aiming to thrive in the digital era. As digital marketing continues to dominate the global business landscape, businesses must adapt their strategies to effectively reach and engage their target audiences. By investigating how online advertisements influence consumer choices, this study provides valuable insights into the mechanisms driving consumer purchasing behavior. These insights can help businesses tailor their advertising strategies to align with consumer preferences, ultimately enhancing the effectiveness of their marketing campaigns.
The research will also contribute to the broader field of marketing by expanding knowledge on the factors that drive consumer engagement with online advertisements. By examining elements such as ad relevance, personalization, and content quality, this study aims to highlight the key components that influence consumers' interactions with online ads. This will not only benefit businesses in refining their advertising strategies but also assist marketers in understanding how different consumer segments respond to various advertising techniques. The findings can be applied to create more targeted and engaging ads that resonate with consumers, thereby increasing brand loyalty and sales.
Furthermore, the study addresses a critical issue of ad fatigue, which has become a growing concern as consumers are bombarded with increasing volumes of online advertisements. Understanding the extent of ad fatigue and its impact on consumer behavior will help businesses mitigate this challenge by developing advertising strategies that avoid overwhelming consumers. This research can guide companies in designing campaigns that strike a balance between effective communication and consumer comfort, ensuring that their advertisements do not negatively affect consumer perceptions of the brand.
Lastly, the study’s exploration of privacy concerns and data usage practices adds an important dimension to the significance of this research. With increasing awareness about data privacy, consumers are becoming more cautious about sharing personal information online. By investigating how privacy concerns influence consumer trust in online advertisements, the study will provide practical recommendations for businesses to adopt ethical advertising practices that prioritize consumer privacy. This will not only help improve consumer trust but also ensure that businesses remain compliant with privacy regulations, fostering a more transparent and responsible online advertising environment.
1.7	Operational Definitions of Terms
Online Advertisements: Refers to any form of marketing communication that is delivered through the internet, aimed at promoting products, services, or brands to a target audience. These can include display ads, search engine ads, social media ads, email marketing, and video ads.
Consumer Choices: Refers to the decisions made by individuals when selecting products or services based on factors such as personal preferences, advertisements, pricing, and brand perception.
Purchasing Behavior: Refers to the actions, decisions, and patterns exhibited by consumers when deciding whether to buy a product or service, which may be influenced by advertising, product availability, and other factors.
Consumer Engagement: Refers to the level of interaction and involvement a consumer has with an online advertisement, which can include actions like clicking, commenting, sharing, or otherwise engaging with the content of an advertisement.
Ad Fatigue: Describes a state where consumers become desensitized or annoyed by the excessive exposure to online advertisements, leading to reduced effectiveness and engagement with the ads.
Privacy Concerns: Refers to the worries and apprehensions that consumers have regarding the collection, storage, and use of their personal data by advertisers, especially in relation to targeted online advertisements.
Data Usage Practices: Refers to the ways in which businesses collect, store, and utilize consumer data for the purpose of personalizing and targeting advertisements, which may raise concerns regarding consumer privacy and consent.

CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	Concept of Online Advertisement
Online advertisement refers to the use of internet platforms and digital technologies to promote products, services, or ideas to a targeted audience. It encompasses various forms of marketing communication, including banner ads, social media campaigns, video ads, search engine marketing, and email marketing. According to Kotler and Keller (2016), online advertisement represents a transformative shift in marketing practices, enabling businesses to reach a global audience more effectively and efficiently. Unlike traditional advertising mediums, online advertisements are interactive, data-driven, and highly customizable, making them a cornerstone of modern marketing strategies.
One of the defining characteristics of online advertisement is its ability to deliver targeted and personalized messages. By leveraging data analytics and user behavior tracking, advertisers can create content tailored to specific consumer preferences and demographics (Chaffey & Ellis-Chadwick, 2019). This personalization enhances the relevance of ads, increasing the likelihood of consumer engagement and conversion. For example, social media platforms like Facebook and Instagram utilize sophisticated algorithms to ensure that users see advertisements aligned with their interests and browsing history.
Another key aspect of online advertisement is its cost-effectiveness and measurable impact. Unlike traditional advertising channels such as television and print media, online advertisements allow businesses to set flexible budgets and track performance in real-time. Metrics such as click-through rates, impressions, and conversions provide advertisers with actionable insights to refine their campaigns (Smith, 2020). This level of accountability has made online advertisement particularly appealing to small and medium-sized enterprises seeking to maximize their marketing investments.
The evolution of online advertisement has also been driven by advancements in technology, particularly the widespread use of smartphones and high-speed internet. With mobile devices becoming an integral part of daily life, advertisers can now reach consumers wherever they are, providing seamless and on-the-go marketing experiences. As noted by Campbell et al. (2017), mobile advertising has become one of the fastest-growing segments of online advertisement, offering unparalleled opportunities for real-time consumer engagement.
Despite its many advantages, online advertisement has its share of challenges. Issues such as ad fatigue, privacy concerns, and the increasing prevalence of ad-blocking software have raised questions about the sustainability and ethical implications of digital marketing practices. According to Bright (2021), excessive ad exposure can lead to diminished consumer trust and reduced effectiveness of campaigns, underscoring the need for advertisers to strike a balance between visibility and consumer comfort.
Moreover, the concept of online advertisement extends beyond mere promotion to fostering relationships with consumers. Interactive elements such as polls, quizzes, and live chats have transformed advertisements from one-way communication tools into platforms for meaningful engagement (Smith & Zook, 2020). This shift has been particularly impactful in building brand loyalty, as consumers feel more connected to brands that actively involve them in their marketing efforts.
The role of social media in shaping the concept of online advertisement cannot be overstated. Platforms like YouTube, TikTok, and Twitter have revolutionized how brands interact with their audiences, blending entertainment with promotional content. According to Kaplan and Haenlein (2019), social media advertising combines the immediacy of digital marketing with the virality of user-generated content, creating a dynamic environment where trends and campaigns can gain traction quickly.
Additionally, the global reach of online advertisement has made it a critical tool for businesses looking to expand into new markets. The internet transcends geographical boundaries, allowing brands to connect with diverse audiences across different cultures and regions. This capability has been particularly beneficial for e-commerce businesses, as online ads drive traffic to websites and facilitate seamless shopping experiences (Laudon & Traver, 2020).
In conclusion, the concept of online advertisement embodies the intersection of technology, creativity, and consumer psychology. Its evolution has reshaped the marketing landscape, offering unprecedented opportunities for businesses to connect with their target audiences. However, as the digital ecosystem continues to evolve, advertisers must navigate emerging challenges to ensure that their campaigns remain effective, ethical, and consumer-centric.
2.1.2	Consumer Behavior and Decision-Making
Consumer behavior refers to the study of how individuals make decisions to allocate their resources, including time, money, and effort, toward purchasing and using products and services. It encompasses the psychological, social, and cultural factors that influence consumers' purchasing patterns. According to Schiffman and Kanuk (2020), consumer behavior is a dynamic process shaped by external stimuli, internal preferences, and environmental factors. Understanding this behavior is critical for businesses as it allows them to design marketing strategies that align with consumer needs and expectations.
One of the core aspects of consumer behavior is the decision-making process, which involves several stages. These include problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior (Kotler & Keller, 2016). For instance, when exposed to online advertisements, consumers might recognize a need, search for additional information about a product, compare available options, make a purchase, and then evaluate their satisfaction. Each stage presents opportunities for businesses to influence the consumer's journey, often through targeted and personalized marketing efforts.
Psychological factors such as motivation, perception, and attitudes play a crucial role in shaping consumer decisions. Maslow's hierarchy of needs, for example, explains how consumers prioritize their purchases based on their current needs, ranging from basic necessities to self-actualization (McLeod, 2021). Online advertisements often appeal to these psychological triggers, using imagery, language, and messaging designed to resonate with consumers' desires and aspirations. For instance, a luxury brand may highlight exclusivity and status, appealing to a consumer’s need for esteem.
Social influences, including family, peers, and societal norms, also significantly impact consumer behavior. Studies have shown that recommendations from friends or reviews from other consumers can greatly sway purchasing decisions (Solomon et al., 2019). This phenomenon is amplified in the digital age, where social media platforms and influencer marketing create powerful peer-driven endorsements. Online advertisements often leverage social proof, such as testimonials, ratings, and endorsements, to build credibility and trust among potential buyers.
The role of culture in consumer behavior cannot be overlooked. Cultural values, beliefs, and traditions shape consumer preferences and how they respond to marketing stimuli. For instance, consumers from individualistic cultures may prefer advertisements that emphasize personal benefits and independence, while those from collectivist cultures may respond better to ads focusing on family or community benefits (Hofstede, 2011). Understanding these cultural nuances allows businesses to tailor their advertisements to resonate with diverse audiences effectively.
Technological advancements have further influenced consumer behavior and decision-making. The rise of e-commerce, for example, has enabled consumers to compare prices, read reviews, and access detailed product information before making a purchase (Laudon & Traver, 2020). Online advertisements play a pivotal role in this process by providing information, creating awareness, and simplifying decision-making. Search engine ads, for instance, allow consumers to find relevant products quickly, while retargeting ads remind them of previously viewed items, nudging them toward a purchase.
Moreover, emotional and impulsive factors often override rational decision-making in certain scenarios. Online advertisements frequently use emotional appeals to trigger immediate responses, such as limited-time offers or scarcity tactics. According to Kahneman (2011), emotional decision-making, governed by the brain's System 1 thinking, is fast and automatic, making consumers more susceptible to persuasive advertisements. This highlights the importance of strategically crafted ad campaigns in influencing consumer behavior.
In addition to external influences, personal factors such as age, gender, income level, and lifestyle significantly affect consumer decisions. For example, younger consumers may respond more positively to trendy and visually engaging ads, while older demographics may prioritize functionality and value for money. Online advertisements that segment their target audience based on these personal factors are more likely to achieve higher engagement and conversion rates (Chaffey & Ellis-Chadwick, 2019).
In conclusion, understanding consumer behavior and decision-making is essential for businesses to create effective marketing strategies. Online advertisements serve as a critical touchpoint in the consumer journey, influencing their perceptions, preferences, and purchasing decisions. By analyzing psychological, social, cultural, and personal factors, businesses can design ads that not only capture attention but also drive meaningful consumer engagement and loyalty.
2.1.3	Consumer Engagement with Online Advertisements
Consumer engagement with online advertisements refers to the degree of interaction and involvement consumers exhibit toward digital marketing content. It encompasses actions such as clicking on ads, liking, sharing, commenting, and making purchases. As digital advertising continues to evolve, consumer engagement has become a critical metric for measuring the success of online campaigns. According to Chaffey and Ellis-Chadwick (2019), the goal of consumer engagement is not only to capture attention but also to foster meaningful interactions that lead to brand loyalty and conversions.
One of the key drivers of consumer engagement with online advertisements is the relevance of the content. Consumers are more likely to engage with ads that align with their interests, needs, and preferences. Personalization plays a significant role in this regard, as it allows advertisers to tailor their messages based on consumer behavior and demographics. For instance, targeted ads on platforms like Facebook and Google use algorithms to analyze user data and deliver content that resonates with individual users (Kotler & Keller, 2016). This personalized approach increases the likelihood of consumers interacting with the ads.
The format and creativity of online advertisements also significantly impact engagement levels. Interactive and visually appealing formats, such as video ads, carousel ads, and gamified content, often attract more attention than static banners or text-based ads. Research by Campbell et al. (2017) highlights that video advertisements, in particular, have higher engagement rates due to their ability to convey emotions, tell stories, and showcase products in action. Platforms like YouTube and TikTok leverage these creative formats to keep users engaged while promoting brands effectively.
Social media platforms have revolutionized consumer engagement by fostering two-way communication between brands and consumers. Unlike traditional advertisements, which are often one-sided, social media ads encourage interaction through likes, comments, shares, and direct messaging. According to Kaplan and Haenlein (2019), this interactive dynamic not only enhances engagement but also builds a sense of community around the brand. For example, campaigns that encourage user-generated content, such as hashtags or photo challenges, create opportunities for consumers to actively participate and engage with the brand.
Emotional appeal is another factor that influences consumer engagement with online advertisements. Ads that evoke emotions—whether it be humor, nostalgia, or empathy—tend to resonate more deeply with audiences. As Kahneman (2011) explains, emotions play a critical role in decision-making, often leading to spontaneous actions such as sharing or purchasing. For instance, campaigns that tell compelling stories or highlight social causes often generate higher engagement by creating a personal connection with viewers.
However, achieving consumer engagement is not without challenges. Ad fatigue, caused by overexposure to repetitive or irrelevant advertisements, can significantly reduce engagement levels. Studies by Bright (2021) indicate that consumers often develop resistance to ads that interrupt their online experience, leading to lower click-through rates and conversions. To address this, advertisers need to adopt strategies such as frequency capping, ad rotation, and dynamic creative optimization to keep their content fresh and engaging.
Trust and transparency are also crucial for fostering engagement. Consumers are becoming increasingly aware of data privacy issues and are more likely to engage with ads from brands that prioritize ethical practices. According to Solomon et al. (2019), transparency in how consumer data is collected and used can build trust, which is a prerequisite for meaningful engagement. Advertisers who respect privacy and provide clear information about their data practices are more likely to maintain long-term relationships with their audience.
Additionally, timing and placement of ads play a significant role in consumer engagement. Ads delivered at the right time and through the appropriate channels are more likely to capture attention and elicit responses. For example, advertisements displayed during peak online activity hours or within content that aligns with the consumer’s interests tend to generate higher engagement (Smith & Zook, 2020). This highlights the importance of strategic planning in online advertising campaigns.
In conclusion, consumer engagement with online advertisements is a multifaceted concept influenced by factors such as personalization, creativity, emotional appeal, and trust. As digital marketing continues to evolve, advertisers must prioritize consumer-centric strategies that enhance interaction and build lasting relationships. By understanding and addressing the drivers and barriers to engagement, businesses can optimize their online advertising efforts to achieve greater impact and success.
2.1.4	Ad Fatigue and its Effects on Advertising Effectiveness
Ad fatigue occurs when consumers become overexposed to repetitive advertisements, leading to a decline in their interest, attention, and responsiveness. It is a common challenge in digital marketing, particularly in environments where users encounter frequent and redundant promotional content. According to Bright (2021), ad fatigue not only reduces the effectiveness of individual campaigns but can also negatively impact the overall perception of a brand. This phenomenon highlights the need for advertisers to balance visibility with freshness and creativity in their strategies.
One of the primary causes of ad fatigue is the lack of variety in advertising content. When consumers repeatedly see the same advertisement, it often leads to boredom or irritation, prompting them to ignore or actively avoid the ads (Campbell et al., 2017). For instance, static banner ads that remain unchanged over time are more likely to contribute to ad fatigue than dynamic or interactive formats. To combat this, advertisers need to invest in creating diverse and engaging content that maintains consumer interest over time.
The effects of ad fatigue are particularly evident in reduced click-through rates (CTR) and engagement levels. Studies have shown that overexposure to ads can lead to a phenomenon known as "banner blindness," where users subconsciously ignore advertisements on websites or social media platforms (Chaffey & Ellis-Chadwick, 2019). This decline in responsiveness not only affects immediate campaign outcomes but also hampers the long-term effectiveness of online advertising by eroding consumer trust and attention.
Ad fatigue can also impact consumer behavior beyond the digital realm. When consumers feel overwhelmed by repetitive advertising, they may develop negative perceptions of the brand, associating it with annoyance or intrusiveness. According to Solomon et al. (2019), this can lead to decreased brand loyalty and a reluctance to engage with the brand in the future. Therefore, addressing ad fatigue is essential for preserving the brand-consumer relationship and ensuring the sustainability of marketing efforts.
To mitigate the effects of ad fatigue, advertisers must adopt strategies that prioritize content freshness and relevance. Dynamic creative optimization (DCO), for example, allows advertisers to tailor advertisements to individual users by leveraging real-time data. This approach not only enhances personalization but also reduces redundancy, ensuring that consumers see unique and relevant content (Smith, 2020). Additionally, implementing frequency capping—limiting the number of times a consumer sees the same ad—can prevent overexposure and maintain engagement.
The role of analytics and monitoring in addressing ad fatigue cannot be overstated. By tracking performance metrics such as CTR, bounce rates, and time spent viewing ads, marketers can identify early signs of fatigue and adjust their strategies accordingly. For instance, a sudden drop in engagement rates may indicate that an ad has reached its saturation point, prompting the need for creative updates or a shift in targeting (Bright, 2021).
Furthermore, incorporating storytelling and emotional appeal into advertisements can help counteract ad fatigue. Ads that evoke strong emotions or tell compelling stories are more likely to resonate with consumers, creating a lasting impression even with repeated exposure. According to Kahneman (2011), emotionally charged content engages the brain's System 1 thinking, making it more memorable and impactful compared to purely informational ads.
Finally, leveraging diverse advertising channels can also reduce ad fatigue. Instead of relying on a single platform or format, advertisers can spread their campaigns across multiple channels, such as social media, search engines, and video platforms. This approach not only reaches a broader audience but also minimizes the risk of overexposure on any one platform (Kaplan & Haenlein, 2019).
In conclusion, ad fatigue poses significant challenges to the effectiveness of online advertising by diminishing consumer interest and engagement. However, with strategic planning, innovative content creation, and effective use of data analytics, advertisers can overcome this challenge and maintain the impact of their campaigns. By focusing on consumer preferences and ensuring a balance between visibility and novelty, brands can sustain their relevance in an increasingly competitive digital landscape.
2.1.6	Relationship Between Online Advertisements and Brand Loyalty
The relationship between online advertisements and brand loyalty is pivotal in understanding how digital marketing influences long-term consumer behavior. Brand loyalty refers to a consumer's consistent preference for a specific brand, often resulting from positive experiences, perceived value, and trust. Online advertisements, when executed effectively, can play a significant role in fostering and maintaining this loyalty. According to Kotler and Keller (2016), consistent and engaging online advertising reinforces brand recognition, keeps the brand top-of-mind, and strengthens emotional connections with consumers.
One way online advertisements contribute to brand loyalty is through personalization. Tailored ads that resonate with a consumer’s needs and preferences create a sense of relevance, making consumers feel valued by the brand. Chaffey and Ellis-Chadwick (2019) highlight that personalized advertising increases the likelihood of repeat interactions, encouraging consumers to stay loyal to a brand. For example, e-commerce platforms like Amazon and fashion retailers such as ASOS use personalized recommendations to foster a deeper connection with their customers, driving both satisfaction and repeat purchases.
Emotional appeal in online advertisements also plays a critical role in cultivating brand loyalty. Ads that evoke positive emotions, such as happiness, nostalgia, or trust, help consumers form a deeper attachment to the brand. Research by Kahneman (2011) indicates that emotional experiences are more likely to influence decision-making than purely rational considerations. As such, campaigns that effectively use storytelling or highlight shared values—such as sustainability or social responsibility—often generate stronger loyalty among consumers.
Moreover, online advertisements enhance brand loyalty by fostering engagement and two-way communication. Social media platforms, in particular, enable brands to interact directly with their audience through comments, likes, and direct messages. Kaplan and Haenlein (2019) assert that such interactions create a sense of community and belonging, which strengthens the consumer-brand relationship. For instance, brands that respond promptly to customer inquiries or acknowledge user-generated content demonstrate a commitment to customer satisfaction, which reinforces loyalty.
Consistency in messaging and branding across online advertisements is another critical factor in building loyalty. When consumers encounter cohesive and recognizable branding, it enhances their trust and confidence in the brand. According to Solomon et al. (2019), consistent branding reinforces a brand’s identity and values, making it easier for consumers to align with and remain loyal to the brand. For example, Coca-Cola’s uniform messaging about happiness and togetherness across various online campaigns has been instrumental in maintaining its loyal customer base.
However, the effectiveness of online advertisements in fostering brand loyalty is not without challenges. Overexposure to ads or aggressive marketing tactics can lead to ad fatigue, which might alienate consumers and weaken their loyalty. Bright (2021) warns that brands must strike a balance between maintaining visibility and avoiding annoyance. Additionally, misleading advertisements or exaggerated claims can erode trust, leading to disloyalty and negative word-of-mouth.
Another dimension of the relationship between online advertisements and brand loyalty is the role of incentives. Discounts, loyalty programs, and exclusive offers promoted through online ads can motivate repeat purchases and enhance customer retention. Smith and Zook (2020) note that incentivized campaigns not only encourage immediate action but also establish a pattern of loyalty by rewarding consumer commitment. Platforms like email marketing and app-based notifications are particularly effective in delivering these incentives directly to consumers.
Transparency and authenticity in online advertisements also significantly influence brand loyalty. Modern consumers value honesty and are more likely to remain loyal to brands that communicate openly and authentically. Research by Campbell et al. (2017) indicates that advertisements that reflect genuine brand values and avoid manipulative tactics resonate more with consumers, fostering trust and long-term loyalty.
In conclusion, the relationship between online advertisements and brand loyalty is multifaceted, involving factors such as personalization, emotional appeal, consistency, and transparency. While online advertisements have the potential to strengthen consumer-brand relationships, they require careful planning and execution to avoid pitfalls such as ad fatigue and distrust. By prioritizing consumer engagement and authenticity, brands can leverage online advertisements to build and sustain loyalty in an increasingly competitive digital marketplace.
2.1.7	Challenges in Online Advertising
Online advertising has revolutionized the marketing landscape, providing businesses with tools to reach specific audiences efficiently and measure campaign performance. However, this dynamic environment is fraught with challenges that can undermine the effectiveness of advertising efforts. Understanding these obstacles is essential for marketers seeking to optimize their strategies and achieve their goals.
One significant challenge in online advertising is ad fatigue, which occurs when consumers are repeatedly exposed to the same advertisements, leading to reduced engagement. According to Chaffey and Ellis-Chadwick (2019), ad fatigue not only diminishes click-through rates but also fosters a sense of annoyance or disinterest among audiences. To combat this, advertisers must constantly innovate by refreshing content and employing dynamic ad formats that keep consumers engaged.
Ad blockers represent another hurdle in the digital advertising space. With the increasing use of ad-blocking software, many users actively prevent advertisements from appearing on their devices. Bright (2021) reports that ad-blocker adoption has been driven by intrusive and irrelevant ads that disrupt user experiences. For advertisers, this trend necessitates a shift toward less intrusive forms of advertising, such as native ads or sponsored content, which blend seamlessly with platform aesthetics.
Privacy concerns and data security are also critical challenges. The collection and use of consumer data for targeted advertising have raised significant ethical and regulatory issues. Laws such as the General Data Protection Regulation (GDPR) and the California Consumer Privacy Act (CCPA) impose strict requirements on how advertisers handle user data. Failure to comply with these regulations can result in legal penalties and damage to a brand’s reputation. As Kaplan and Haenlein (2019) note, transparency and ethical practices are crucial for maintaining consumer trust in the age of data-driven marketing.
The rapid pace of technological advancements in online advertising presents an additional challenge. Advertisers must keep up with emerging platforms, formats, and trends to remain competitive. For example, the rise of short-form video platforms like TikTok and the growing popularity of augmented reality (AR) ads require businesses to adapt their strategies and invest in new skill sets (Smith & Zook, 2020). Staying ahead of these trends demands continuous learning and resource allocation, which can strain smaller businesses with limited budgets.
Fraudulent activities, such as click fraud and impression fraud, also pose significant challenges to online advertisers. These practices inflate metrics and drain advertising budgets without delivering genuine engagement or conversions. Solomon et al. (2019) emphasize the importance of implementing robust monitoring tools and working with reputable platforms to minimize the risk of fraud. Advertisers must also scrutinize their campaigns regularly to identify anomalies and protect their investments.
Measuring the return on investment (ROI) of online advertising campaigns is another persistent challenge. While digital platforms offer detailed analytics, attributing sales or conversions to specific ads can be complex, especially in multi-channel marketing environments. Campbell et al. (2017) suggest that advertisers adopt advanced attribution models, such as multi-touch attribution, to gain a clearer understanding of how different channels contribute to overall campaign success.
The global nature of online advertising introduces cultural and linguistic challenges as well. Advertisements that resonate in one region may not be effective—or even appropriate—in another due to differences in values, norms, and preferences. Chaffey and Ellis-Chadwick (2019) recommend that advertisers localize their campaigns by considering cultural nuances, language differences, and region-specific trends to ensure relevance and avoid miscommunication.
Rising competition in the digital space has also made it difficult for businesses to stand out. With countless brands vying for consumer attention, it is increasingly challenging to capture and sustain engagement. This saturation necessitates creative and innovative approaches, such as storytelling and experiential advertising, to differentiate brands and make a lasting impression (Bright, 2021).
Lastly, the challenge of balancing personalization with intrusiveness continues to test advertisers. While personalized ads are highly effective in engaging consumers, overly aggressive targeting can backfire, making users feel uncomfortable or manipulated. Advertisers must strike a delicate balance by leveraging data responsibly and respecting user boundaries to avoid alienating their audience (Laudon & Traver, 2020).
In summary, online advertising offers immense opportunities but is accompanied by a host of challenges, including ad fatigue, privacy concerns, technological changes, fraud, and rising competition. Addressing these obstacles requires a proactive
2.2	Theoretical Review 
2.2.1	Uses and Gratifications Theory
Uses and Gratifications Theory (THE THEORY) is a communication theory that examines how individuals actively seek out media to fulfill specific needs and desires. Unlike other traditional theories that view audiences as passive recipients, THE THEORY emphasizes the active role of the audience in selecting and engaging with media content based on personal motives. According to Katz, Blumler, and Gurevitch (1973), people turn to media to satisfy various psychological, social, informational, and entertainment needs. In the context of online advertisements, this theory helps explain how consumers engage with ads based on their individual motivations, making it highly relevant for understanding consumer behavior in the digital advertising space.
In the context of online advertising, consumers engage with ads for a variety of reasons, including the desire for information about products, services, and promotions. The internet has become a primary platform for consumers seeking convenience and instant access to details about products before making purchasing decisions. As noted by Chaffey and Ellis-Chadwick (2019), online ads serve as a key source of information, especially when consumers are actively seeking to make informed decisions or explore new brands. For instance, advertisements on social media or e-commerce platforms provide personalized recommendations that satisfy consumers’ need for relevance, enabling them to make more educated purchasing choices.
The theory also emphasizes the role of entertainment and social interaction in media consumption. Consumers might engage with online ads not only for informational purposes but also for enjoyment, amusement, or emotional satisfaction. As Kaplan and Haenlein (2019) argue, many advertisements, particularly those involving humor, storytelling, or emotional appeal, trigger positive feelings that attract attention and engagement. Brands like Coca-Cola and Nike have used such strategies in their online campaigns, creating ads that resonate emotionally with their audience, thereby enhancing their brand loyalty and encouraging repeat purchases.
Another key aspect of the theory is the concept of personal identity. Consumers often engage with online ads that reflect their personal values, interests, and lifestyles. The rise of targeted advertising, driven by user data, allows brands to craft personalized ads that resonate with specific consumer segments. As Solomon et al. (2019) point out, advertisements that align with consumers' identities are more likely to be accepted, remembered, and acted upon. For example, online ads that highlight eco-friendly products may appeal to consumers who prioritize sustainability, creating a stronger connection between the consumer and the brand.
The theory also provides insight into the role of escapism in online media consumption. For many consumers, online advertisements serve as a form of escape from their everyday routine. Ads that are creatively engaging, visually appealing, or immersive—such as those involving augmented reality (AR) or virtual reality (VR)—offer an interactive experience that goes beyond traditional formats. This element of escapism not only captures attention but also creates positive associations with the brand, which can lead to higher levels of brand loyalty and long-term consumer behavior (Smith & Zook, 2020).
Lastly, the theory highlights the ongoing evolution of media consumption habits, particularly in the digital era. With the growth of mobile devices, social media platforms, and digital marketing technologies, online advertisements are becoming more dynamic and targeted than ever before. This evolution offers new opportunities for advertisers to engage consumers through personalized, interactive, and content-driven strategies. According to Kaplan and Haenlein (2019), the increasing use of data analytics to understand consumer behavior and preferences allows brands to create advertisements that are more effective in fulfilling the specific needs of their audience, making the theory an essential framework for understanding modern advertising practices.
2.3	Empirical Review 
In this section, the empirical literature related to online advertisements and consumer behavior will be reviewed. This review includes previous studies on the topic, with attention to their adopted theories, methodologies, sample sizes, data collection instruments, findings, and recommendations. Furthermore, the section will identify existing gaps in the literature, highlighting how the current study aims to fill these gaps.
The study titled “The Impact of Online Advertising on Consumer Buying Behavior in the Fashion Industry” (2019) by Johnson and Parker aimed to explore how online advertising influences consumer purchasing decisions within the fashion industry. The research was based on the Uses and Gratifications Theory to understand how consumers engage with online fashion ads based on their needs and desires. The methodology adopted for the study was a survey design, with a sample size of 300 respondents selected using simple random sampling. Data were collected through an online questionnaire, which included questions on ad engagement, purchase behavior, and motivations for engaging with online ads. The findings revealed that consumers' motivations for engaging with online fashion ads were driven by informational needs, entertainment, and self-identity reinforcement. The study recommended that marketers focus on delivering personalized ads to enhance engagement. However, the study did not consider the impact of ad fatigue or privacy concerns, which is a significant gap in the existing research.
In the study titled “The Role of Online Advertisements in Influencing Consumer Purchase Decisions in the E-commerce Sector” (2020) by Ahmed et al., the researchers examined the role of online advertisements in influencing consumer purchasing decisions within the e-commerce sector. The researchers used the Elaboration Likelihood Model (ELM) to analyze how consumers process online ads either through the central or peripheral routes. The study employed a quantitative research design with a sample size of 400 respondents selected using stratified random sampling. Data were collected through structured questionnaires, and the results showed that consumers engaged with ads using both central and peripheral processing routes, depending on the type of product being advertised. The study highlighted the significance of emotional appeal in increasing consumer engagement but suggested that advertisers should focus on targeting high-involvement products to engage consumers through the central route. One limitation of the study was its focus on the e-commerce sector alone, which does not generalize to other industries like entertainment or food.
The study titled “Effects of Ad Fatigue on Consumer Behavior in Digital Advertising” (2021) by Brown and Williams focused on the effects of ad fatigue on consumer engagement and purchasing behavior in digital advertising. The Elaboration Likelihood Model (ELM) was also adopted here to assess how repeated exposure to ads impacts consumers’ attention and decision-making. The study used a descriptive research design with a sample of 500 respondents selected using convenience sampling. A structured questionnaire was used to measure ad exposure, fatigue, and its effects on brand perception and purchase intention. The findings indicated that consumers who experienced ad fatigue showed a significant decline in engagement and were less likely to make purchases. The study recommended that advertisers vary their ad content to avoid monotony. However, it did not explore how privacy concerns may also contribute to diminished ad engagement, which creates an opportunity for the current study to address this gap.
In the study titled “Consumer Engagement with Targeted Online Advertisements in Social Media Platforms” (2018), Taylor et al. explored how targeted online ads on social media platforms influence consumer engagement and purchasing behavior. The study adopted the Uses and Gratifications Theory to examine consumer motivations for interacting with ads on platforms like Facebook and Instagram. A cross-sectional survey design was employed, and the sample size consisted of 350 social media users who were selected using snowball sampling. The data were collected using an online questionnaire, which included items on engagement frequency, ad perceptions, and purchase behaviors. The study found that personalized ads based on consumer preferences were more likely to increase engagement and drive purchase intentions. One of the major limitations of the study was its narrow focus on social media platforms, neglecting other digital environments like websites or mobile apps. The current study aims to bridge this gap by examining a broader range of online advertising platforms.
The study titled “Privacy Concerns and Consumer Trust in Online Advertising: A Study of the Nigerian Market” (2022) by Okoye et al. examined the relationship between privacy concerns, consumer trust, and online advertising in Nigeria. The Social Exchange Theory was the adopted framework for understanding how perceived privacy risks influence consumer trust and their willingness to engage with online ads. The study used a quantitative approach with a sample size of 450 respondents selected through systematic sampling. Data were gathered using a questionnaire that measured privacy concerns, trust in advertisers, and attitudes toward online ads. The findings revealed that privacy concerns significantly negatively impacted consumer trust, which in turn reduced engagement with online ads. The study recommended that advertisers enhance transparency and data protection practices. However, it did not investigate the effect of ad fatigue on consumer trust, which is an area the current study will address.
The study titled “The Influence of Online Advertisement on Consumer Purchase Behavior in the Food and Beverage Industry” (2020) by Lee and Chan focused on how online advertising influences consumer behavior in the food and beverage industry. The Elaboration Likelihood Model (ELM) was employed to examine the processing of online ads by consumers. The study used a survey research design, selecting 400 participants from various regions, using random sampling. Data were collected through an online survey that covered topics like ad recall, purchase intentions, and factors influencing consumer behavior. The findings indicated that emotional ads with strong visual appeal had a greater influence on consumer decisions compared to informational ads. However, the study did not explore the moderating effect of factors like ad frequency or privacy concerns, which the current study aims to investigate.
Several gaps in the existing literature can be identified. First, while studies like those by Johnson and Parker (2019) and Brown and Williams (2021) provide valuable insights into ad fatigue and engagement, they do not address the simultaneous effects of privacy concerns and data usage practices, a crucial element in today’s digital advertising landscape. Second, existing research primarily focuses on specific industries, such as e-commerce and fashion, limiting the generalizability of findings across various sectors. The current study intends to fill this gap by examining online advertisements' influence on consumer behavior across a broader range of industries, including food, fashion, and technology. Finally, while some studies have used traditional research methods like surveys, there is a lack of integration between qualitative and quantitative approaches, which the current study will incorporate to gain a deeper understanding of consumer motivations and perceptions toward online ads.
















CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Method
This study adopts a quantitative research method to explore the influence of online advertisements on consumer choices and purchasing behavior. The quantitative approach allows for the systematic collection and analysis of numerical data, offering a structured way to examine relationships between variables. The focus of the study is to generate empirical evidence that provides insight into how online advertisements affect consumer decision-making processes and behaviors. This method is ideal for examining a large sample and ensuring the generalizability of the findings.
3.2	Population of the Study
The population of this study consists of consumers who engage with online advertisements across various platforms such as social media, search engines, and e-commerce websites in Ilorin Metropolis. The study is particularly focused on consumers who regularly interact with online ads, particularly in sectors such as fashion, food, and technology, where online advertising is prevalent. According to the National Population Commission (2024), the population of Ilorin is approximately 1,363,713. From this population, those exposed to online advertisements and willing to participate in the study form the target group for the research.
3.3	Sample Size and Sampling Technique
The sample size for this study is 100 respondents, selected using a combination of stratified and simple random sampling techniques. Stratified random sampling was used to ensure that respondents from diverse age groups, income brackets, and professions were represented. The sample was drawn from residents of Ilorin who are active internet users and frequently engage with online advertisements. In the first stage, the population was divided into strata based on age, gender, and occupation. In the second stage, simple random sampling was used to select 50 respondents from each stratum, ensuring an equal representation of different demographics. This method was chosen to enhance the reliability and diversity of the sample, which is crucial for the generalizability of the findings.
3.4	Research Instrument
The primary data collection tool for this study was a structured questionnaire. The questionnaire was designed to gather information on respondents’ perceptions of online advertisements, their engagement with these ads, and how such ads influence their purchasing decisions. It consisted of both closed-ended questions and Likert scale items that enabled respondents to indicate the frequency and intensity of their interactions with online ads. The instrument was designed to capture data on key variables, including ad engagement, ad fatigue, privacy concerns, and purchase behavior, all of which are central to the research questions of the study.
3.5	Validity of the Research Instrument
To ensure the validity of the research instrument, content validation was carried out by experts in the fields of marketing, media studies, and consumer behavior. The questionnaire was reviewed by the research supervisor and other scholars to assess its relevance, clarity, and comprehensiveness in addressing the study's objectives. Feedback was solicited and incorporated to refine the questions, ensuring that they accurately measured the constructs of interest. This process ensured that the instrument effectively captured the necessary data to answer the research questions.
3.6	Reliability of the Research Instrument
The reliability of the questionnaire was tested through a pilot study conducted among 20 respondents who were not part of the main study sample. This test aimed to determine the consistency and stability of the instrument. The responses were analyzed for internal consistency using Cronbach’s Alpha, which helped assess the degree to which the items in the questionnaire measured the same construct. The pilot study results showed a high level of consistency, with a Cronbach's Alpha value exceeding the accepted threshold of 0.7, confirming the reliability of the instrument.
3.7	Method of Administration of the Research Instrument
The questionnaire was administered through both online surveys and face-to-face interactions. For the online survey, links to the questionnaire were shared via email and social media platforms to reach respondents who are active internet users. For face-to-face administration, trained research assistants were deployed to public places, such as shopping malls and internet cafes, where they directly engaged with respondents. This dual approach ensured that a wide variety of participants, including those with limited internet access, were included in the study.
3.8	Method of Data Analysis
Data collected from the questionnaires were analyzed using descriptive statistics. Descriptive statistics, including frequency counts and percentage will be used to summarize the respondents’ demographic characteristics and their responses to questions about online advertisements.




















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	 Introduction
Chapter Four presents the data analysis and results of the study, focusing on the influence of online advertisements on consumer choices and purchasing behavior. This chapter discusses the findings from the data collected through the structured questionnaire administered to respondents across the three selected Local Government Areas in Ilorin. The analysis is based on qualitative analysis of the responses of the respondents using frequency table expressed in counts and percentages.
4.2	Field Performance of the Research Instrument
The field performance of the research instrument evaluates the effectiveness of the data collection process, including the response rate, challenges encountered, and measures taken to ensure data quality. The structured questionnaire was administered face-to-face by trained research assistants among residents of Ilorin. A total of 100 questionnaires were distributed and all were successfully completed and returned, resulting in a response rate of 100%.
During the data collection process, some challenges were encountered, including reluctance from some respondents due to concerns about confidentiality and the time required to complete the questionnaire. To address this, the research assistants provided clear explanations about the purpose of the study, assured respondents of the anonymity of their responses, and guided them through the process where necessary. 
4.3	Analysis of Demographic Data
Table 4.3.1: Gender Distribution of the Respondents 
	Gender 
	Frequency 
	Percentage(%)

	Male 
	55
	55

	Female 
	45
	45

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.1 presents the gender distribution of the respondents. The data reveals that 55% of the respondents were male, while 45% were female. This shows that both genders were fairly represented in the study, though males had a slightly higher participation rate. The relatively balanced distribution suggests that perspectives from both genders are adequately captured, ensuring a more comprehensive analysis of the influence of online advertisements on consumer choices and purchasing behavior.
Table 4.3.2: Age Distribution of the Respondents
	Age Group
	Frequency 
	Percentage(%)

	18 – 24
	45
	45

	25-34
	30
	30

	35-44
	15
	15

	45-54
	5
	5

	55+
	5
	5

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.2 illustrates the age distribution of the respondents. 45 respondents representing 45% of the respondents were within the age group of 18-24, 30 respondents representing 30% of the respondents were within the age group of 25-34 years, 15 respondents representing 15% of them were within the age group of 35-44 years, 5 respondents representing 5% of them were within the age group of 45 -54 and 5% of them were within the age of 55+. The statistics shows that the majority of the respondents (45%) fall within the 18-24 age range, indicating that young adults form the dominant group in this study. This is significant because younger individuals are generally more engaged with the use of online advertisement s.
Table 4.3.3: Occupational Distribution of the Respondents 
	Occupations
	Frequency 
	Percentage(%)

	Students
	55
	55

	Professional/Employee 
	5
	5

	Business owner
	25
	25

	Unemployed 
	10
	10

	Other 
	5
	5

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.3 shows the educational qualifications of the respondents. 55 respondents representing 55% of the respondents were students, 5% of the respondents were professional/employees, 25% of them were business owners, 10% of them were unemployed while 5% of them indicated that they engaged in other occupations.
Table 4.3.4: Level of Internet Usage
	Marital Status 
	Frequency 
	Percentage(%)

	Very high 
	45
	45

	Moderate
	35
	35

	Low 
	20
	20

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.4 shows the distribution of the respondents by their responses on levels of internet usage. 45% of them indicated that they engage in the use of internet at a very high rate, 35% of them indicated that they engage in the use of internet at a moderate rate while 20% of them indicated they engage in the use of internet at a low rate.
Table 4.3.5: Monthly Income of the Respondents 
	Response
	Frequency 
	Percentage(%)

	Less than #30,000
	60
	60

	#30,000--#60,000
	30
	40

	#61,000-#100,000
	10
	10

	Above #100,000
	00
	00

	Total 
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.4.1 shows that out of the respondents who partook in the survey, 60% of them indicated that their monthly income was less than #30,000, 30% of them indicated that their monthly income was within the range of #30,000--#60,000  while 10% of them indicated that their monthly income was within the range of #61,000-#100,000 and none of them had contrary opinion. The statistics shows that the majority of the respondents had their monthly income.
 Table 4.3.6: I frequently encounter online advertisements while browsing the internet
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	40
	40

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.6 shows that out of the respondents who partook in the survey, 40 respondents representing 40% of them strongly agreed with the statement that they frequently encounter online advertisements while browsing the internet, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 10 respondents representing 10% of them disagreed with the statement and 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that with the majority of the respondents agreeing with the statement, there is high chance that majority of the respondents frequently engaged in online advertisements while browsing the internet
Table 4.3.7: I often click on online advertisements that appear while browsing
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	40
	40

	Indifferent
	15
	15

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.7 shows that 30 respondents representing 30% of the respondents strongly agreed with the statement that they often click on online advertisements that appear while browsing, 40 respondents representing 40% of them agreed with the statement, 15 respondents representing 15% of them were indifferent with the statement, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that with the majority (70%) of the respondents agreeing to the statement that they often click on online advertisements that appear while browsing
Table 4.3.8: I share online advertisements on social media platforms regularly
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	38
	38

	Agree
	42
	42

	Indifferent
	8
	8

	Disagree
	7
	7

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.8 shows that out of the respondents who partook in the survey, 38 respondents representing 38% of the respondents strongly agreed with the statement that they share online advertisements on social media platforms regularly, 42 respondents representing 42% of them agreed with the statement, 8 respondents representing 8% of them were indifferent with the statement, 7 respondents representing 7% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (80%) agreed that they share online advertisements on social media platforms regularly.





Table 4.3.9: I engage more with ads related to products or services I have shown interest in
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	45
	45

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.9 shows that 45 respondents representing 45% of the respondents strongly agreed with the statement that they engaged more with ads related to products or services they have shown interest in, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent, 7 respondents representing 7% of them disagreed with the statement while 3 respondents representing 3% of them strongly disagreed with the statement. By intuition, majority of the respondents (80%) agree that they engaged more with ads related to products or services they have shown interest in.
Table 4.3.10: I often feel overwhelmed or fatigued by the number of online ads I encounter
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	15
	15

	Indifferent
	10
	10

	Disagree
	35
	35

	Strongly disagree
	10
	10

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.10 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the respondents strongly agreed with the statement that they often feel overwhelmed or fatigued by the number of online ads they encounter, 15 respondents representing 15% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement while 35 respondents representing 35% of them disagreed and 10 respondents representing 10% of them strongly disagreed with the statement respectively. The statistics shows that slightly majority (45) of the respondents agreed to the notion that they often feel overwhelmed or fatigued by the number of online ads they encountered.
Table 4.3.11: Ad fatigue influences my likelihood of engaging with online ads
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	33
	33

	Agree
	37
	37

	Indifferent
	15
	15

	Disagree
	10
	10

	Strongly disagree
	5
	5

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.11 shows that out of the respondents who partook in the survey, 33 respondents representing 33% of them strongly agreed with the statement that Ad fatigue influenced their likelihood of engaging with online ads, 37 respondents representing 37% of them agreed with the statement, 15 respondents representing 15% of them were indifferent, 10 respondents representing 10% of them disagreed with the statement while 5 respondents representing 5% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (70%) of them agreed that Ad fatigue influenced their likelihood of engaging with online ads.





Table 4.3.12: Privacy concerns affect my willingness to engage with online advertisements
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	45
	45

	Agree
	35
	35

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.12 shows that out of the respondents who partook in the survey, 45 respondents representing 45% of them strongly agreed with the statement that privacy concerns affect their willingness to engage with online advertisements, 35 respondents representing 35% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement while 7 respondents representing 7% of them and 3 respondents representing 3% of them disagreed and strongly disagreed with the statement respectively. The statistics shows that majority of the respondents (80%) of them agreed that privacy concerns affected their willingness to engage with online advertisements.
Table 4.3.13: I am concerned about how my data is used by companies for online advertising
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	50
	50

	Agree
	30
	30

	Indifferent
	10
	10

	Disagree
	7
	7

	Strongly disagree
	3
	3

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.13 shows that out of the respondents who partook in the survey, 50 respondents representing 50% of them strongly agreed with the statement that they were concerned about how their data were used by companies for online advertising, 30 respondents representing 30% of them agreed with the statement, 10 respondents representing 10% of them were indifferent, 7 respondents representing 7% of them disagreed with the statement and 3 respondents representing 3% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (80%) were of the opinion that they were concerned about how their data were used by companies for online advertising
Table 4.3.14: I trust online advertisements more than traditional advertisements (e.g TV, radio, print)
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	42
	42

	Agree
	40
	40

	Indifferent
	8
	8

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.14 shows that out of the respondents who partook in the survey, 42 respondents representing 42% of them strongly agreed with the statement that they trusted online advertisements more than traditional advertisements (e.g TV, radio, print), 40 respondents representing 40% of them agreed with the statement, 8 respondents representing 8% of them were indifferent, 6 respondents representing 6% of them disagreed with the statement while 4 respondents representing 4% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the respondents (82%) strongly believed that they trusted online advertisements more than traditional advertisements (e.g TV, radio, print). 





Table 4.3.15: Online advertisements are relevant to my personal needs and preferences
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	35
	35

	Agree
	40
	40

	Indifferent
	10
	10

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.15 reveals that out of the respondents who partook in the survey, 35 respondents representing 35% of them strongly agreed with the statement that Online advertisements were relevant to their personal needs and preferences, 40 respondents representing 40% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 8 respondents representing 8% of them disagreed with the statement while 7 respondents representing 7% of them strongly disagreed with the statement. The statistics shows that majority of the respondents were of the opinion that online advertisements were relevant to their personal needs and preferences
Table 4.3.16: Online advertisements provide valuable information that influences my decision making
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	30
	30

	Agree
	45
	45

	Indifferent
	10
	10

	Disagree
	8
	8

	Strongly disagree
	7
	7

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.16 shows that out of the respondents who partook in the survey, 30 respondents representing 30% of the respondents strongly agreed with the statement that Online advertisements provide valuable information that influenced their decision making, 45 respondents representing 45% of them agreed with the statement, 10 respondents representing 10% of them were indifferent with the statement, 8 respondents representing 8% of them disagreed with the statement while 7 respondents representing 7% of them strongly disagreed with the statement. By intuition, the statistics shows that majority of the respondents (75%) were of the opinion that Online advertisements provided valuable information that influenced their decision making.
Table 4.3.17: I often ignore online advertisements because I find them irrelevant
	Response
	Frequency 
	Percentage(%)

	Strongly Agree
	40
	40

	Agree
	38
	38

	Indifferent
	12
	12

	Disagree
	6
	6

	Strongly disagree
	4
	4

	Total
	100
	100


Source: Researcher’s Fieldwork, 2025
Table 4.3.17 shows that out of the respondents who partook in the survey, 40 respondents representing 40% of them strongly agreed with the statement that they often ignore online advertisements because they find them irrelevant, 38 respondents representing 38% of them agreed with the statement, 12 respondents representing 12% of them were indifferent with the statement, 6 respondents representing 6% of them disagreed with the statement while 4 respondents representing 4% of them strongly disagreed with the statement. The statistics shows that majority of the respondents (78%) of the respondents believed that they often ignore online advertisements because they find them irrelevant
4.4	Discussion of Findings
The analysis of the demographic data and responses to the Likert scale-based items has provided valuable insights into how online advertisements influence consumer choices and purchasing behavior. The following discussion interprets these findings in relation to the study's objectives.
Firstly, the demographic profile of the respondents shows a fair gender representation (55% male and 45% female), with a dominant age group of 18–24 years (45%), most of whom are students (55%). This indicates that young adults—especially students—who are highly active internet users are the most represented demographic in this study. This aligns with existing literature that suggests that younger individuals tend to be more technologically inclined and responsive to online advertisements.
Regarding internet usage, 45% of the respondents reported a very high level of usage, and 35% indicated moderate usage. This confirms the likelihood of regular exposure to online ads among the respondents. In fact, when asked directly, 75% (Strongly Agree and Agree combined) confirmed that they frequently encounter online advertisements while browsing (Table 4.3.6). This high exposure supports the relevance of studying the effects of such advertisements on behavior.
In terms of engagement, a significant majority (70%) agreed that they often click on online advertisements (Table 4.3.7), and 80% agreed that they share online advertisements on social media platforms (Table 4.3.8). This suggests a high level of interactivity and viral potential of online ads, particularly among young consumers.
Moreover, 80% of respondents agreed that they are more likely to engage with ads related to products or services they have shown interest in (Table 4.3.9), which supports the effectiveness of targeted advertising and personalization strategies used in digital marketing.
However, despite this engagement, the phenomenon of ad fatigue is evident. While 45% of respondents (Strongly Agree and Agree) reported feeling overwhelmed by the volume of online ads (Table 4.3.10), a larger proportion—70%—agreed that ad fatigue negatively affects their willingness to engage with ads (Table 4.3.11). This highlights a paradox: while users are frequently exposed to ads and engage with them, excessive exposure can diminish their responsiveness.
Privacy concerns were also strongly reflected in the responses. An overwhelming 80% agreed that privacy issues affect their willingness to engage with online advertisements (Table 4.3.12), and a similar proportion expressed concern about how companies use their data (Table 4.3.13). This finding points to the importance of transparency and data protection in online advertising practices.
Interestingly, 82% of respondents indicated they trust online advertisements more than traditional media such as TV, radio, and print (Table 4.3.14), suggesting a shift in consumer trust towards digital channels, possibly due to the interactive and personalized nature of online advertising.
In terms of relevance and usefulness, 75% of respondents agreed that online ads align with their personal needs and preferences (Table 4.3.15), and another 75% agreed that such ads provide valuable information that influences their decision-making (Table 4.3.16). These results highlight the strategic advantage of well-targeted online advertising.
Nevertheless, 78% of respondents also reported that they often ignore online ads due to perceived irrelevance (Table 4.3.17). This underscores the dual challenge marketers face: while personalized ads can be effective, poorly targeted or overly frequent ads risk being disregarded or blocked by users.















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings 
The study examined the influence of online advertisements on consumer choices and purchasing behavior using data from 100 respondents. The demographic findings revealed a fairly balanced gender distribution with 55% male and 45% female participants, indicating a reasonable representation of both sexes. The majority of respondents, accounting for 45%, were within the age bracket of 18 to 24 years, and most of them were students, representing 55% of the total sample. This youthful demographic is significant as younger individuals are typically more exposed to and influenced by digital platforms. Additionally, 45% of the respondents indicated very high internet usage, which aligns with their age and student status. The income distribution showed that 60% of respondents earned less than ₦30,000 monthly, further suggesting that many of the participants may rely on digital platforms for affordable product discovery.
Findings from the responses revealed that a substantial proportion of the participants engage with online advertisements. Most of the respondents (75%) agreed or strongly agreed that they frequently encountered online advertisements, and 70% admitted that they often click on these ads. This suggests a relatively high level of interaction with online marketing content. Furthermore, 80% of the participants agreed that they regularly share advertisements on social media, indicating that digital word-of-mouth plays a crucial role in advertisement exposure and influence. A majority of the respondents (80%) also noted that they were more likely to engage with advertisements related to products or services they had shown interest in, which underscores the importance of ad relevance and personalization. Similarly, 75% of the respondents agreed that online advertisements were relevant to their personal needs, and an equal percentage believed that such ads provided valuable information that influenced their purchasing decisions.
Despite the high engagement, the findings also revealed notable concerns among respondents. About 45% reported feeling overwhelmed or fatigued by the number of online ads they encounter, and 70% acknowledged that ad fatigue affected their willingness to engage with advertisements. Privacy concerns were also prominent, as 80% of the respondents expressed worry about how companies use their personal data for advertising purposes. This indicates that while online advertising is effective in capturing attention, it also raises issues related to user comfort and data protection. Interestingly, 82% of the respondents stated that they trusted online advertisements more than traditional forms such as television, radio, or print media. However, 78% also admitted that they often ignore online advertisements because they find them irrelevant, suggesting a mismatch between the ads shown and the actual interests of the viewers.
Overall, the findings demonstrate that online advertisements significantly influence consumer behavior, particularly among young and internet-savvy individuals. Nonetheless, the challenges of ad fatigue, privacy concerns, and perceived irrelevance of content need to be addressed for online advertising to remain effective and credible.
5.2	Conclusion 
The study concluded that online advertisements play a significant role in shaping consumer behavior, particularly among young, internet-active individuals. The findings revealed that a majority of consumers frequently encounter and engage with online ads, with many admitting that these advertisements influence their purchasing decisions. The relevance, personalization, and informativeness of ads were found to be key factors that drive consumer interest and response. Additionally, the study confirmed that online advertisements are more trusted by consumers than traditional advertising methods such as television or print media, highlighting the growing shift towards digital marketing platforms as effective tools for product awareness and customer engagement.
However, the study also identified several challenges that limit the full effectiveness of online advertisements. Many respondents reported experiencing ad fatigue due to excessive exposure, while others expressed strong concerns over privacy and data security. These concerns often led to skepticism and a tendency to ignore ads perceived as irrelevant or intrusive. Therefore, while online advertisements have great potential in influencing consumer behavior, advertisers must strike a balance between frequency, relevance, and ethical data use to maintain user trust and maximize the impact of their campaigns.
5.3	Recommendations 
At the end of the study, the following recommendations are made: 
i. Advertisers should tailor online ads to match users’ interests and browsing history.
ii. Companies must prioritize user privacy and be transparent about data collection practices.
iii. Ad frequency should be controlled to reduce user fatigue and annoyance.
iv. Brands should ensure ads are relevant, informative, and visually engaging.
v. Online platforms must provide options to filter or customize ad preferences.
vi. Feedback mechanisms should be implemented to understand user ad engagement and response.
vii. Businesses should combine online and offline advertising for broader consumer reach.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY
DEPARTMENT OF MASS COMMUNICATION
Dear Respondent,
This questionnaire is part of a research study aimed at understanding the influence of online advertisements on consumer choices and purchasing behavior. Your participation is greatly appreciated. Please note that all responses will be treated confidentially and used solely for academic purposes.
SECTION A: Demographic Information
Please provide accurate information about yourself by ticking the appropriate box.
1. Age: ☐ 18-24 ☐ 25-34 ☐ 35-44 ☐ 45-54 ☐ 55+
2. Gender: ☐ Male ☐ Female ☐ Other
3. Occupation: ☐ Student ☐ Professional/Employee ☐ Business Owner ☐ Unemployed ☐ Other (Please specify): ____________
4. Level of Internet Usage: ☐ Very high (More than 4 hours daily) ☐ Moderate (1-4 hours daily) ☐ Low (Less than 1 hour daily)
5. Monthly Income: ☐ Less than ₦30,000 ☐ ₦30,000 - ₦60,000 ☐ ₦61,000 - ₦100,000 ☐ Above ₦100,000
Please indicate your level of agreement with the following statements using the scale below: (Strongly Agree, Agree, Indifferent, Disagree, Strongly Disagree)
1. I frequently encounter online advertisements while browsing the internet. ☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
6. I often click on online advertisements that appear while browsing.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
7. I share online advertisements on social media platforms regularly.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
8. I engage more with ads related to products or services I have shown interest in.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree

SECTION B: Ad Fatigue and Privacy Concerns
Please indicate your level of agreement with the following statements:
9. I often feel overwhelmed or fatigued by the number of online ads I encounter.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
10. Ad fatigue influences my likelihood of engaging with online ads.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
11. Privacy concerns affect my willingness to engage with online advertisements.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
12. I am concerned about how my data is used by companies for online advertising.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
13. I trust online advertisements more than traditional advertisements (e.g., TV, radio, print).
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
14. Online advertisements are relevant to my personal needs and preferences.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
15. Online advertisements provide valuable information that influences my decision-making.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
16. I often ignore online advertisements because I find them irrelevant.
☐ Strongly Agree ☐ Agree ☐ Indifferent ☐ Disagree ☐ Strongly Disagree
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