CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY
Advertising has an ancient origin. It could be traced to the time when town criers and the street hawkers shout their messages, telling people about their products. Later on, another form of advertising was introduced with the advent of tradesmen and craftsmen, who put trademarks and symbols on their products. These trademarks and symbols grew to become identities of these products. Tracing its origin, Onoh (2019) asserts that the word advertising originated from the Latin word “advertere” meaning to turn the minds or direct one’s attention towards something. He added that, it also has a French background from the word “advertir\advertiss” which means to make aware, to call or attract attention. These root words express why advertising is a concept designed to attract customers to patronise a particular product or service. 
To Bovee (1992) in Frolova (2014) advertising is a non-personal communication of information about products, services or ideas through the various media, and it is usually persuasive by nature and paid by identified sponsors. Onoh (2019) sees it as “a paid, mediated, form of communication from an identifiable source, designed to persuade the reader to take some action, now or in the future.” The term “mediated” according to him means, that some medium like television, newspaper or even the internet conveys the message from sender to receiver, as opposed to direct “in-person” communication. The term “identifiable source” distinguishes advertising from wholly anonymous communications, such as those found in some unsolicited e-mail. The “action” can be buying a product or service, but it also can be directed at voting behaviour during an election, it might even entail not-for-profit social behaviour like recycling, saving your money, saving the whales, preventing abortion etc. Richard and Curran (2002) defined advertising as “a paid, mediated form of communication from an identifiable source designed to persuade the receiver to take some action now or in the future.”  Hence, According to American Marketing Association [AMA] (2004), advertising is any paid non-personal communication used with persuasive intent by identified sponsors through various media to promote goods, services and ideas. 
As a new advertising channel, the internet and particularly the World Wide Web (WWW) are challenging traditional forms of mass media advertising (Mandeville & Anthony, 1998; Hoffman & Novak, 1996). This means that internet advertising also known as online advertising is a challenge to the traditional media such as television adverts, radio advertising, print advertising as well as door-to-door advertising because the internet has given consumers more control in accessing information on products and services. Online advertising is a method used by companies to convey advertisement message to their customers through internet without geographic boundaries. Online advertising can attract new customers, expand the range of advertisement and increase the patronage (Imsa & Iransyah, 2020; An-Nguyen, Chang & Yuan, 2017).
Online advertising also known as internet advertising ‒ is a form of marketing communication which is done through internet channels and mobile devices (Imsa and Iransyah, 2020). Gaurav and Surender (2013) in Rajalaksmi and Rani (2017) opine that online advertising is a type of mass communication which is based on traditional form of advertising but develops its own communication strategies in correlation with the new technical and medium based requirements. Online advertising is about delivering advertisements to internet/online users via websites, e-mail, ad-supported software and internet-enabled smart phones.
According to Okereke (2016) in Fiona (2021) online advertising, in Nigeria, has become popular due to relative convenience and the reasonable price of goods and services available online. Tavor (2011) added that online advertising has given rise to a more powerful channel of communication that can create an interactive forum for both advertisers and customers; it is attractive to the customers because advertisers focus them to match the customers’ interest. Consumers get to see different affordable goods and services online. The internet provides marketers with the opportunity to not only present information to their customers, but also to effectively target potential new customers in new and engaging ways (Faber, Lee & Nan, 2004)
These advertisements gave a rise in the channel of communication which is perceived differently by the audience.  It is observed that many advertisements are exaggerated and untruthful which makes it to be viewed differently by different audience. Despite the massive growth in internet/online advertising, most consumers seem not to use and appreciate online advertising which is based on reasons like misinformation which has to do with the placing of wrong information for a particular product advertised, other issues include delay in delivery, quality of product, issues of payment as well as fraud. This means that when customers place an order, the delivery often fail to be commiserated with the online display. These issues/ problems are observed to have impact on users perceive online advertisement (Clementina et al. 2021; Ekwueme & Akagwu, 2017; Tavor 2011). Against this backdrop, the study examines perception of online advertisements.
1.2 STATEMENT OF THE PROBLEM
Studies have been conducted on perceptions of advertising messages from offline adverts to online adverts. Studies such as Influence of online advertising on consumer brand awareness and patronage of financial institutions in Enugu: A study of the united bank of Africa (UBA) (Okolo, Okafor, Obikeze, & Nduka, 2018); Knowledge and perception of social media advertising among students of Kogi State University, Anyigba (Israel & Oguche, 2018); Audience perception of the role of advertising on product positioning and brand loyalty in Nigerian GSM market conducted (Sanusi, Ajilore & Oloyede, 2014); Influence of web advertising on consumer behaviour in Maiduguri Metropolis, Nigeria (Mathew, Ogedebe & Segun, 2013). 
The study based its argument on the submission of Ducoffe (1996) in George (2013) that internet advertising was perceived differently by users. However, while studies focus on adults, this study intends to explore the perception of adolescents considering that many of them may have access to mobile phones and internet. It is also observed that adolescents spend time online which exposes them to adverts online especially on Facebook, Instagram, WhatsApp, and Twitter, YouTube etc. The adverts usually interrupt activities of the user. Most of the adverts are unsolicited and are likely not too useful to the users. This, invariably affects the perception and preferences of the adolescent internet users. Hence, this study examines how online users especially adolescents perceive online adverts especially on social media platforms.
1.3 OBJECTIVES OF THE STUDY 
This study has the following objectives;
to examine the exposure of adolescents to online adverts.
to examine the perception of adolescents on the frequency of online adverts.
to examine the perception of adolescents on products being advertised online. 
to examine the reactions of adolescents to online adverts.
1.4 RESEARCH QUESTIONS 
The research answers the following questions;
how are adolescents exposed to online adverts?
what are adolescents’ thoughts on the frequency of online adverts?
how do adolescents perceive products advertised online? 
how do adolescents react to products advertised online?
1.5 SCOPE OF THE STUDY
The focus of this study is adolescents in secondary school who are first-time users of the internet and mobile phones. The study also focuses on those having access to the social media this study is only concerned with how these adolescents perceive the adverts they came across online and how they interpret them. Due to the quarantine in 2020 consequent of the Corona Virus, adolescents were forced to be indoors which exposed them to social media platforms which in turn increased internet adverts mostly by the skit makers or content creators. In view of these, the selection will be based on online visibility, access to the internet and mobile devices. The study will focus on Kwara State Polytechnic Secondary School. The reason behind this that this school is observed to have adolescent students who have access to social media platforms.
1.6 SIGNIFICANCE OF THE STUDY
The outcome of the study could be helpful to advertisers in understand how adolescents perceive adverts in terms of frequency, content, platform as well as products being advertised so that they will be able to expand how they design the advert messages to incorporate the needs of adolescents. It will help to know the level of adolescent’s perception of online/social media advertisement. This study will help in filling a gap in knowledge and also contribute to existing literature online advertisement, public perception of advertisements and user reaction to internet content.
1.7 OPERATIONAL DEFINITIONS
PERCEPTION:  it is the process of seeing, hearing being aware of something. It is the way people think about or understand someone or something, the ability to understand or notice something.
ONLINE: This refers to connectivity and presence on the internet and its platforms. The term online has come to mean a user being connected to the internet. 
ADVERTISEMENT: This is the promotion given to a product, brand or service in order to attract interest, engagement and sales. It deals with the business or act of making something known to the public, usually through some type of paid media.
ADOLESCENT: Adolescent is the phase of life between childhood and adulthood, from ages 10 to 19. It is a unique stage of human development. It is the process of developing from child into an adult. 
MESSAGE: It is a communication or statement conveyed from one person to another either transmitted verbally or in writing. A message which can be verbal or nonverbal, or takes the form of both is the content of communication process whereby the sender conveys the message to the receiver.
ONLINE ADVERTISING: This is a form of advertising which uses the internet to deliver promotional marketing messages to consumers. It involves the use of internet as a medium to obtain website traffic and target and deliver marketing messages to the right customers/consumers.
CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter puts together collection of scholarly comments, findings and arguments on researches previously conducted on adolescents and perceptions of online adverts messages. To achieve this, the study looked at past works and researches on issues relating to the subject. This review targets at finding out what was earlier discovered, suggestions brought forward by the researchers of those problems as well as the research gap this study will fill. 
2.1 CONCEPT OF ONLINE ADVERTISING
Ayanwale et al. (2005) assert that as a promotional strategy, advertising provides a major tool in creating product awareness and condition the mind of a potential consumer to take final purchase decision. In the field of advertising research, as it applies to exploratory correlation between personality and advertising message response, there is no dearth of literature and we have a long history surrounding the myriad of topics associated with this concept (Plummer, 2000).
Online advertising has given companies opportunities to create content despite the budget through social media and other online features (Adeolo, 2010). According to a Jupiter research survey (2016) some audience see online advertising as annoying, lack credibility and authenticity (Deshwal, 2016). With these negative views some people still feel that online advertising is entertaining, captivating and colourful when it is properly crafted and displayed (Nnaji, 2017; Jenyo, 2015). Some consumers actually perceive online advertising as convenient because the advert leads to the online shopping store; this is means that shopping is simply one click away (Amannah, 2018).   
Smith and Chaffey (2005) define online advertising as “the use of a company web site in conjunction with online promotional techniques such as search engines, banner advertising, direct e-mail and links or services from other web sites to acquire new customers and provide services to existing customer”. Gaurav & Surrender (2013) opined that online advertising is about delivering advertisements to Internet/online users via Websites, e-mail, ad-supported software and Internet-enabled smart phones. Similarly, online advertising is the promotion of a company’s goods and services by projecting ad messages through other organisations websites on the internet (Singh, 2016). Gaurav & Surender (2013) gave the following as examples of online advertising which banner ads, social network advertising, contextual ads on search engine results pages, rich media ads, there are also online classified advertising and interstitial ads (this provides rich interactive ads for users on mobile apps. Interstitial ads are mostly designed to be placed between content).   Although online advertising is an unavoidable occurrence and scene for consumers, they perceive it as a convenient method to shopping (Tehreem & Rizwan, 2016).  Put simple, online advertising is referred to as the promotion of products, services, brand or a company on the internet (Priyanka, 2012; Singh, 2016).
2.1.1 Types of Online Advertising
Tavor (2011) & Deshwal (2016) described the following online advertising types;
Banner Advertisement: This is the commonest form of online advertising. Most online advertisers use banner ad as it represents the largest share of online advertisement (Tavor, 2011). Online banner ads are cheaper as compared to outdoor display ads. Also, online ads can be targeted to a specific audience with custom segment, age, gender or interest.  Outdoor ads are attention seekers which needs computer painting. In-depth analysis is a feature of online banner ads and one can get exact data about impressions (likes and comments), other performance metrics lie conversion rate, lead generation is possible to get which is not possible in case of outdoor ads (Singh, 2005). According to Tavor (2011), “it is an advertising sign/film that is part of the web page’s tapestry, and when clicked on, links the clicker directly to the advertiser’s chosen website”. The user does not have to strain to avoid a banner advertisement, and if they would like to receive more information about the product, they can click on the banner and go to the selected site, (Ramaraj & Suzanna, 2003). The main difference between traditional advertisement and banner advertisement is that a banner does not fully occupy the screen and forces the viewer to sit through the ad (as it does on television) though banners online have to be eye catching enough in order to attract attention. The usage of animations, brand colours and clear text helps in helping banners to stand out.  From the copy writing down to timing and location helps in impacting the amount of people that click on such advert.
Pop-up Advertisement: These are advertisements that are located between pages. They pop up while the consumer is surfing the internet. It is a kind of dialog box that opens in front of the current one to display an advert. Once a page is loaded, it appears automatically on a new window obstructing the surfer from the user’s usual business. To keep browsing the net, the user opens another window or clicks another interesting article in order to escape from the Pop-up advertisement. Pop-up ads are very annoying, though, the advertiser might increase exposure of his product or service it does not guarantee its effectiveness (Tavor, 2011). Some Pop-up ads are interactive in the sense that watching them makes you understand the concept. While some are in form of questions whereby the viewer answers as the questions pop up. Some are moving images. The images most times contains information pertaining the content of the adverts. While some are static images: these are images that do not move, the main purpose is to persuade people to do something or entertain them about an event or issue. They are mostly banners. Some have timing others do not: Majority of the adverts on YouTube before showing the main video that one intends to watch; few seconds of adverts are displayed while others come up in the middle of a video. Example include big query LG ads and that are mostly displayed on YouTube before accessing the main video, it is mostly 15-20 seconds. And one can decide to visit and view more information pertaining the adverts.  Some online ads are not skippable:  There are ads that are short in stream video that play before, during or after another video or in the middle of a movie. The viewers do not have option to skip and that allows one reach the viewers with their entire messages. For example, the ad for Yowhatsapp, the adverts of Viva mostly showed on Arewa24 cannot be skipped. Others are skippable. Some skippable ads allow viewers skip after few seconds. There do not have to be watched by viewers. They are adverts that can be forwarded while watching short series mostly on YouTube e.g.  Al-hikima medicine adverts among others. 
Floating Advertisement: These are ads that obtrusively interrupt and break the privacy of the surfer of the internet by superimposing itself over the current page of the user of the internet. Being uninitiated by the user, it disappears after a short while (Deshwal, 2016). According Okolo et al. (2018), “The most basic floating ads simply appear over the Web page, either full screen or in a smaller rectangular window. They may or may not provide a means of escape, such as a close button. More sophisticated versions can come in any shape or size and include sound, animation, and interactive components.”
Video Advertisement: These are small video advertising that automatically plays itself or may be played by the visitor to the website. Its advantage is that it is in video form and similar to the traditional and typical electronic advertising on television. YouTube advertising is a typical example of video advertisement; and its popularity is devoid of the regular obtrusiveness associated with regular ads (Brooke, n.d).
Equally, Mahalakshi and Rajasekaran (2018) outlined the following as types of online advertising;
Online Text Ad: Online text advertisement is an internet advertising medium used to display an advertisement when a query matches with the advertiser keyword and it is also called as cost per click advertisements. The advertisers pay the publisher when the advertisement is clicked by the user. 
Determining Cost per Click: In this, model there are two primary models such as flat rate and bid-based. The advertiser can gain from each visit when the individual person is visiting the official website links.
Flat Rate Online Text Ads: In the flat rate online text advertisements both the publisher and advertiser agree upon a fixed amount for to be paid for each click. These sites are usually used to advertise a product are service categories which gives high degree of target to the advertisers. 
Banner Ads: Banner advertisement is an image or a graphic that is located on the website, usually on top of the page. It has the hyperlink that links to another webpage for advertising the products or services. They are creative mostly rectangular ad that are shown along the top, bottom or side of a website that aids in driving traffic to the advertiser’s site, create awareness and brand consideration.
Video Advertising: The term video advertising refers to online display advertisements that have video within them, but it generally occurs before, during or after a video stream on the internet.
In-Stream Video Advertising: The stream video advertising has two core video advertisements product category that is linear video advertisement and non-linear video advertisement. The linear video is presented before, in the middle or after the video content is consumed by the user. The non - linear ad runs parallel to the video content and it can be delivered as text, graphical ads or as video overlay.
2.1.2 Advantages and Disadvantages of Online Advertising 
The following according to Nuru Kapoor (n.d.) are the advantages of online advertising;
Target marketing- a major advantage of advertising through is the ability to target specific groups of individuals with a minimum of waste coverage. Through internet advertisements can be targeted to specific customers as per their age, sex, income, education, hobbies, interests and geographic locations. 
Message tailoring- as a result of precise targeting, messages can be designed to appeal to the specific needs and wants of the target audience. The interactive capabilities of the internet make it possible to carry on one-to-one marketing with increased success in both the business and the consumer markets. 
Interactive capabilities- because the Internet is interactive, it provides strong potential for increasing customer involvement and satisfaction and almost immediate feedback for buyers and sellers. 
Information access- perhaps the greatest advantage of the internet advertising is its availability as an information source 24/7. Internet users can find a plethora of information about almost any topic of their choice merely by clicking on the ads. They can gather a wealth of information regarding product specifications, costs, purchase information, and so on. Links will direct them to even more information. 
Enhancing client engagement- marketer’s aim is to interact effectively with their potential customers and to improve their experience with their brand. This is made possible through interactive internet ads. 
Sales potential- Internet advertising campaigns focus on growing sales through the brand’s website and partner networks. Such campaigns can also simultaneously pursue conversion and branding objectives. The sales potential of this medium is increasing over the years. 
Creativity- creatively designed internet ads can enhance a company’s image and positively position the company or organisation in the consumer’s mind. 
Exposure- for many smaller companies, with limited budgets, the internet enables them to gain exposure to potential customers that would have been impossible. For a section of the investment that would be required using traditional media, companies can gain national and even international exposure in a timely manner. 
Stressing brand message- many marketers supplement a traditional ad campaign with a digital one in order to increase the likelihood that the message will resonate with their audience and add to their brand image. Advertising is impersonal, and therefore it lacks persuasiveness compared to a real person maintaining face to face communication. Advertising is mostly a monologue that does not obligate to pay attention and reaction. Advertising can be very expensive. Some of its types, such as an ad in the newspaper or on the radio, do not require much money, where other forms of advertising, such as television, require significant funding (Kotler, 2010). 
Frolova (2014) gave the following as disadvantages of online advertising:
Measurement problems- one of the greatest disadvantages of the Internet is the lack of reliability of the research numbers generated. A quick review of forecasts, audience profiles, and other statistics offered by research providers will demonstrate a great deal of variance-leading to a serious lack of validity and reliability. 
Websnarl- at times, downloading information from the Internet ads takes a long time. When there are a number of users, the time increases, and some sites may be inaccessible due to too many visitors. For many users who expect speed, this is a major disadvantage. Broad band is helping to reduce this problem.
Clutter- as the number of ads proliferates, the likelihood of one’s ad being noticed drops accordingly. The result is that some ads may not get noticed, and some consumers may become irritated by the clutter.
Poor reach- while the Internet numbers are growing in leaps and bounds, its reach is still far behind that of television. Some rural areas in Nigeria have poor networks services unlike television sets that when one has and there is satellite or dish and power supply then one has access to view and watch different stations.  
Adding to the above, Rani and Rajalakshmi (2018) asserted that online advertising is more attractive to consumers because advertisers focus them to match the former’s interests. In addition, online advertisement can appear simultaneously in a number of variations including a video, sound clip, text and a combination thereof. Another advantage is that some online advertising is less annoying than usual advertising. Television and radio commercials may interfere with the consumer and come in a non-controlled and unexpected way. Online advertising is somewhat more acceptable because surfers have the ability to control the time when, the place where and the amount of information that can be derived from the site (Zheng & Yeqing, 2002). From the advertiser’s point of view, everything is dynamic. The content and the details can be changed immediately and no waiting for a new edition, for instance, is required. Internet advertising is also cheaper than other media and marketers can achieve an exposure to a targeted audience at a low-cost and to locate groups of consumers who share the same interests. Interactivity of the Internet is another significant factor, in that it allows users to express their reaction to the ad by a mere click (Yoon & Klim, 2001).
Rajalakshmi and Anna (2017) opined the following as disadvantages of the internet. There are many types of online advertisements, such as pop-up ads (commonly perceived to be rather annoying). The users’ original activity is disrupted and they are forced to watch unwanted advertisements. This may cause unwanted results such as the taking the consumers’ negative attitude towards the ad and transferring that frustration to the company. 
Another disadvantage is the confusion that may result from the complexity of online advertisements; as those often consist of a long text, photos, music and video. In addition to the disadvantages that were presented, Internet users still believe that the Internet is used to achieve goals, tasks and information, so they avoid looking at Internet advertisements broadly.
2.2 EXPOSURE OF ADOLESCENT TO ONLINE ADVERTS
In a study conducted in Australia by Jones and Magee (2011), it was discovered that the majority of adolescent participants reported regular exposure to alcohol advertising especially on TV and outdoor billboards as well as festivals that can be accessible to adolescents. According to (Kent et al., 2018), Canadian adolescents in grades 9 to 12 spend on average 117 to 138 min/day surfing the internet. 
Also, in another research, (children’s exposure to and perception of online advertising) conducted by Helena et al., (2011) indicates that during any 15 minutes session of surfing, adolescents face 132 potential exposures to advertisements while the number of actual exposures was slightly fewer than 14. Further explained by Helena et al., (2011) that the teenagers were exposed to approximately 10% of the online advertisements with an effective exposure time of 14.5 seconds on average.
According to the class room survey data compiled by Sandsery et al., (2011), in Lund University, Sweden, the use of internet by student shows that majority of students (98%) had computer with internet access. 45% had computers of their own. 69% had access in their bedrooms. 77% of those students used the internet on a daily basis. More than third of the students use the internet 1-2 hours on weekdays, a third used it 2-3 hours on weekdays, 16% between 3& 6 hours on weekdays. While 63% more than 3 hours on any given Saturday or Sunday. 
An ET (eye-tracking) study conducted by (Sandbery et al., 2011) indicates that during the 15 minutes session of free surfing, the average teenager faced 132 potential exposures to advertisements. Another study by (Anunike & Onuegbu, 2020) indicates that 144 respondents representing 36% expose themselves to internet once every day, 73 (18%) respondents are exposed to it about three times every day. 166 (42%) respondents are exposed to internet once every week while 17(4%) respondents did not expose themselves to the internet. 
In the same research work, the researchers indicate the internet platforms youth in Awka metropolis expose themselves to advertisements most. They are: Facebook had a record of 66 respondents representing 18%, YouTube 58(15%) respondents, twitter had 53 (14%) respondents, Instagram 29(8%) respondents, WhatsApp 102 (27%) respondents, websites 31(8%) and blogs 37(10%) respondents. It was discovered that WhatsApp platform was used more than any other platforms. The literatures on exposure above shows that adolescents are exposed to adverts one way or the other.
2.3 PERCEPTION OF ADOLESCENTS ON PRODUCTS BEING ADVERTISED ONLINE  
There are studies such as “How Advertising Reflect Culture and Values”, a qualitative analysis study by Abokhoza et al., (2019), Advertising and cultural values: Reflections in the Distorted Mirror” conducted by Polly & Gallagher (1990); “Examining the Reflection of Cultures in Advertising” conducted by Salman & Saleem (2016), which revealed that advertisements and the values they promote are often described as a reflection of culture. Equally, Pollay (1986) researched that children were more likely to avoid a toy if they are shown a child of opposite sex playing with it on a Television toy commercial. And in another study by Greenfield (1984), it was discovered that children who are heavy television viewers have a more stereotypical view of sex roles than do light viewers (Greenfield 1984). A study by Sternglanz & Serbin (1974) revealed that males and females in children’s television commercials are present in dramatically different numbers and that children do not relate to television in the same way as adults.
2.4 PERCEPTION OF ADOLESCENT ON THE FREQUENCY OF ONLINE ADVERTS.
The effects of advertising and children’s ability to identify, critically scrutinize, and understand commercial messages have been debated and investigated for several decades (Fox, 1996; Furnham, 2000; Institute of Medicine [IOM], 2006; Livingstone & Helsper, 2006). With the rise of levels of childhood obesity (Lobstein, Rigby & Leach, 2005) this debate in the field of advertising research have gained new impetus, and questions about food advertising have especially been raised.
Children’s eating habits, as well as the increased prevalence of obesity, can’t be explained by aggressive marketing and advertising alone. However, there is strong empirical evidence that food advertising and marketing of food in different media affect children’s food preferences, food choices, and desires for food purchases (Hastings, Stead, Dermott, Forsyth, MacKintosh et al., 2003; Hastings, McDermott, Angus & Thomason, 2006; IOM, 2006) as well as excessive consumption of food (Halford, Gillespie, Brown, Pontin, & Dovey, 2004; Halford, Boyland, & Hughes, 2007; also see Schor, 2006). The studies have so far focused mostly on the influence of television advertising, and we still know little of the nature and the impact of Internet advertising and its perception particularly among adolescents 
Earlier research (Moore, 2006; Ekstrom & Sandberg, 2007; Sandberg, 2008) has indicated that the internet, in comparison to several other media being surveyed (television, comic books, direct mail advertisements), allocates a large proportion of ads for unhealthful food directed to children. In one study, ads for unhealthful food on the Internet accounted for almost 50% of all the food advertisements being surveyed, on children’s as well as on the food industry’s Web sites (Ekström & Sandberg, 2007). In a follow-up study two years later, the proportion of unhealthy food advertisements had decreased somewhat, but was still high (35%) (Sandberg, 2008).
Voices have been heard in Sweden lately claiming a need to regulate Internet advertising aimed at children to protect them in their role as consumers, as well as to prevent obesity and promote their health development (Von Haartman, 2009). Adverts for unhealthful food on the Internet accounted for almost 50% of all the food advertisements being surveyed, on children’s as well as on the food industry’s Web sites (Ekström & Sandberg, 2007). In a follow-up study two years later, the proportion of unhealthy food advertisements had decreased somewhat, but was still high (35%) (Sandberg, 2008). Before arguing for a need for Internet regulation, there is a need for greater understanding of children’s and teenagers’ potential, actual, and perceived exposure to Internet advertisements, as well as their understanding of online marketing, thus this study.
A study conducted by Srivastava et al., (2014) interpret that 80% of the respondents check online advertisements sometimes or the other. It also discovered that there is no dear relationship between the frequency of checking online ads and purchase frequency. The study discovers that students check online advertisements more frequently compared to employers of different originations. 
2.5 ADOLESCENTS REACTIONS TO ONLINE ADVERTS
A study conducted by (Esther et al., 2015) ascertain respondent’s attitude and responsiveness to advertisements on social media platforms using Facebook as case study.  58 respondents aver (affirm) that they purchase product advertised online if they are fans to that brand. 42% of the respondents claimed otherwise. 62% of the respondents says that will not visit a product website after seeing the advert on Facebook, while 38% says they would. 54.3% respondents claimed they won’t like a product or brand simply because their friends did the same though it is the common practice on Facebook.  While 38.7 claim they will like a product or brand if their friends do the same. 63.6% agree that they will always look out for Facebook advertisements because Facebook tells them what is new and popular. 
Another study by (Sandberg et al., 2011) discovered how advertised products on the internet influenced the respondent’s rate of utilization of advertised products. About 101 (27%) were attracted to buy or venture into a trade or services. Also, 118(31%) respondents had their buying or subscribing to products or services increased. It decreases the rate of buying or subscribing to products or services of 48(13%) respondents, 109(29%) respondents’ experts or get addicted to products and services.   
2.6 GAP IN LITERATURE
The reviewed literatures on the exposure of adolescents on online adverts, the frequency as well as their reactions demonstrate the situation in countries like India and US. However, there is dearth of studies about these variables in Nigeria especially in the Northern part of the country. There seems to be a gap in the literature to provide empirical evidence on the exposure, perception of products being advertised, perception of the frequency of the adverts, and the reactions of adolescents on online adverts. This study is an attempt to modestly fill this gap. 
2.7 THEORETICAL FRAMEWORK  
As a guide this study adopts, perception theory and cognitive theory. 
2.7.1 Theories of Perception
Perception theory propounded by Berelson & Steiner in the year 1964.
Assumptions and principles of the theory 
Berelson and steiner (1964:88) state that perception is ‘complex process by which people select, organize and interpret sensory stimulation into a meaningful and colourful picture of the world.’ Mass communicators want audience to pay attention to messages, learn the contents of the messages and the appropriate changes in attitudes or beliefs or produce desired behavioural responses. The perception theory state that the process of interpreting messages is complex that those goals maybe difficult to achieve.  
Lahlry (1991) defines perception as the process by which we interpret sensory data. Sensory data comes to us through our five senses. There are two types of influences on our perception. These are structural and functional. The structural influences on perception comes from the physical aspects of the stimuli to which we are being exposed. While the functional influences are the psychological factors that influences perception, and introduces some subjectivity into the process.
Selective Perception: this is a term applied to the tendency for people’s perception to be influenced by their wants, needs or other psychological factors. Selective perception plays an important role in communication of any sort. It means that different people can react to same message in different or diverse ways.  No communicator can assume that a message will have the intended meaning for all receivers. The message can reach the receiver or audience and still fail to accomplish its purpose because it is subjected to the interpretation of the receiver. It predicts that people will interpret messages in a manner consistent with their pre-existing attitudes and beliefs.    
Selective Exposure: this relies on the assumption that one will continue to seek out information on an issue even after an individual has taken a stance on it. The first and earliest explanation for selective exposure, cognitive dissonance by Festinger (1957) proposed that when cognitions conflicts, an individual can experience the highly undesirable state of cognitive dissonance.  The second explanation beyond cognitive dissonance prompt the seeking of supportive information. Kunda’s (1990) theory of motivated reasoning suggests that people can be motivated to select messages by accuracy goals and by directional goals. Thirdly, selective exposure occurs because processing like-minded information requires less cognitive efforts than processing uncongenial information. People engage in selective exposure because it is cognitively easier. Fourthly, moods and emotions affect information search. Moods can influence the selection of such that negative moods enhance selective exposure. The fifth explanation for the occurrence of selective exposure is that people may make information selections based on their judgements about informational quality. Selective exposure may occur because people believe that like-minded information is more credible and of higher quality (Metzger, Hartsell, and Flanagin, 2015). It is the tendency for individuals to expose themselves to those communications that are in agreement with their existing attitudes and to avoid those that are not. 
Types of Selective Exposure
The first type of selective exposure examines that people will opt for news or for entertainment when given the choice. The second type of selective exposure looks at which issues motivate people to gather more information. While the third type of selective exposure places less emphasis on the content selected and more emphasis on the chosen medium.  Selective exposure that has received attention is the degree to which citizens’ like-minded political information. 
Selective Attention: this is the tendency for individuals to pay attention to those parts of a message that are consonant with strongly held attitudes, beliefs or behaviours and to avoid those parts of a message that go against strongly held attitudes, behaviours or beliefs.
Selective Retention: This is the ability to recall an information which is influenced by needs, wants or attitudes, and other psychological factors. Sheth (1970) assumes that people remember best and longest those messages that are consistent with their pre-existing attitudes and beliefs.
Selective processes can be thought as four defences with selective exposure as the outermost, follows by selective attention and finally selective retention. Undesired information can sometimes be headed off at the most important, if a person expects a mix of information in a message, the person can pay selective attention to only the parts of the message that are agreeable, if this fails, the person can then exercise selective retention by simply failing to retain the contrary information. 
2.7.2 Cognitive Theories 
There are cognitive consonance and cognitive dissonance. Cognitive dissonance theory was propounded by Leon Festinger in the year 1957. The basic assumption of the theory states that if a person has cognitions (thoughts) about himself or his environment that are inconsistent with each other, that is, if one cognition (thought) implies the opposite of the other, a state of dissonance exists. The state of dissonance is uncomfortable because it arouses psychological tension and therefore attempts are made to reduce it by changing either or both cognitions or by adding new cognitions. Cognitive dissonance is a powerful motivator which will often lead us to change one or other of the conflicting belief or action. 
Significance of cognitive dissonance theory. It plays a role in many value judgements, decisions and evaluations. Becoming aware of how conflicting beliefs impact the decision-making process is a great way to improve your ability to make faster and more accurate choices.
Core Assumptions and Statements
Dissonance is psychologically uncomfortable enough to motivate people to achieve consonance. 
In a state of dissonance, people will avoid information and situations that might increase the dissonance. 
People are motivated to maintain consistency between their attitudes and their behaviours or between different attitudes that they hold. That is, they want their behaviours to match what they believe, or they want to have attitudes that match each other. 
When people have inconsistent attitudes and behaviours for example, when they behave contrary to their values, they are likely to experience dissonance. Dissonance is particularly strong when attitudes /behaviours that are important to the self are involved (Aronson,1968)    
Strengths and Weaknesses of Cognitive Dissonance Theory 
The following are some strengths of cognitive dissonance theory 
It motivated to a great deal of discussion and also implications for a variety of situations.
It makes predictions about whether people will seek information that is, selective exposure.
It makes predictions about human thought and behaviour after making a decision that is post decisional dissonance.
It has implications for persuasion about thought and behaviour after as well as the specific form of persuasion called induced compliance.
Cognitive dissonance theory is a very wide-ranging theory 
Cognitive dissonance is basically useful and explanatory but needs some refinements according to some scholars believe. 
The following are weakness of cognitive dissonance theory 
It makes no predictions about how dissonance will be reduced.
The fact that it does not make specific predictions, like social judgment theory, means that we should qualify the statement on experimental support for this theory. 
If the research on dissonance theory had been able to test specific predictions, the empirical support for this theory might be stronger than it is. 
It does not consider the nature of the persuasive message.
It ignores the effects of message variables on cognitive dissonance and persuasion.
Some researcher argue that dissonance may not be the most important concept to explain attitude change. 
Other researchers (Cooper & Fazio, 1984) argue that the original theory of cognitive contains a great deal of conceptual fuzziness. 
Cognitive consonance first described by psychological researcher Leon Festinger in the 1950s means a state of mind in which the person’s conscious knowledge, attitudes and awareness are congruent and in harmony with their unconscious, emotional, or innate beliefs. It is considered a desired state of being, in contrast with its opposite, cognitive dissonance.  
Limitations of the Cognitive Theories. 
It does not fully explain how people decide which of the available strategies they will use to reduce dissonance. It is psychological hard to motivate people who wish to achieve consonance. Cognitive dissonance is comparatively ambiguous, there is no explanation of what dissonance really means.
2.7.3 Applicability of the Theories
Based on the assumptions of the theories, it is relevant to this study as the study seeks to explain how adolescent perceive online adverts, the frequency of those adverts on online platforms. The theories will guide the researcher in explaining how adolescents are exposed to online adverts, and how they react to online adverts. Cognitive dissonance theory by Leon Festinger founded in the year 1957 basic assumption is that if a person has thoughts about himself or his environment that are inconsistence with each other, that is, if a thought implies the opposite of the other, a state of dissonance occurs.
 Berelson and Steiner (1964:88) state that perception is complex process by which people select, organize and interpret sensory stimulation into a meaningful and colourful picture of the world.   Mass communicators want change in attitude or beliefs or product desired behavioural responses. The perception theory state that the process of interpreting message is complex that those goals maybe difficult to achieve. 
Lahlry (1999) define perception as the process by which we interpret sensory data. Sensory data comes to us through our five senses. there are two types of influences on our perception these are structural and functional. The structural influences on perception comes from the physical aspects of the stimuli to which we are being exposed. While the functional influences are the psychological factors that influences perception and introduces some subjectivity into the process. There is selective perception, selective exposure (selective attention and selective retention are types of selective exposure) 
Selective perception deals with the tendency of people’s perception to be influenced by the peoples’ wants, needs or other psychological factors. While selective exposure relies on the assumption that people will continue to seek more information on an issue even though a decision or stand has been taken pertaining it. Selective attention is the tendency for people to pay more attention on those parts of a message they are more familiar with. While selective retention is the ability to recall an information, which is influenced by needs, attitudes, wants and psychological factors. 
CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
This chapter contains the research methodology for this present study. It details out the research objectives and a suitable methodology to achieve those objectives. This chapter describes participants of the study, instrument for data collection, and data analysis procedures.
3.1 STUDY AREA
Kwara State Polytechnic Secondary School is a renowned educational institution located in Ilorin, the capital city of Kwara State, Nigeria. The secondary school was established to provide a solid educational foundation to students in the region and prepare them for higher education. Over the years, the school has evolved into a prestigious institution, known for its commitment to academic excellence and character development (Lateef, Njogu, Kipamai, Haruna and Lawal, 2016)
Kwara State Polytechnic Secondary School is located in Ilorin, the capital city of Kwara State, situated in the north-central region of Nigeria. Ilorin is a vibrant and bustling city with a rich cultural heritage. The school's strategic location in the heart of Ilorin ensures easy accessibility for students, staff, and visitors (Lateef, Njogu, Kipamai, Haruna and Lawal, 2016)
Kwara State Polytechnic Secondary School boasts a significant landmass to accommodate its various facilities. The school features spacious classrooms, well-equipped science laboratories, computer rooms, a library, administrative offices, a multipurpose hall, and outdoor sports facilities. These amenities are designed to provide students with a conducive learning environment and promote their holistic development (Emielu, 2011).
Kwara State Polytechnic Secondary School offers a comprehensive curriculum that combines academic excellence with practical skills development. The school follows the Nigerian educational system, which includes subjects such as Mathematics, English Language, Sciences, Social Sciences, Arts, and Languages. Additionally, the school promotes co-curricular activities, including sports, clubs, and societies, to foster students' talents and interests (Emielu, 2011).
The school has consistently recorded impressive academic achievements, with students excelling in various national examinations, such as the West African Senior School Certificate Examination (WASSCE) and the National Examinations Council (NECO) examinations. These accomplishments reflect the school's commitment to providing quality education and preparing students for future academic and career pursuits (Lateef, Njogu, Kipamai, Haruna and Lawal, 2016; Emielu, 2011).
3.2 RESEARCH METHOD 
Research method refers to the approach that is used to do research. The research approach used for this research is survey. A survey is a quantitative research method. Pinsonnault and Kraemer (1993) defined a survey as a “means for gathering information about the characteristics, actions, or opinions of a large group of people.”
Survey has also been succinctly defined as an appropriate method:
“to answer questions that have been raised, to solve problems that have been posed or observed, to assess needs and set goals, to determine whether or not specific objectives have been met, to establish baselines against which future comparisons can be made, to analyse trends across time, and generally, to describe what exists, in what amount, and in what context.” (Isaac & Michael, 1997, p. 136)
Kraemer (1991) identified three distinguishing characteristics of survey research (p. xiii). First, survey research is used to quantitatively describe specific aspects of a given population. These aspects often involve examining the relationships among variables. Second, the data required for survey research are collected from people and are, therefore, subjective. Finally, survey research uses a selected portion of the population from which the findings can later be generalized back to the population.
Survey is used for the techniques of investigation by a direct observation of a phenomenon or a systematic gathering of data from population by applying personal contact and interviews when adequate information about certain problem is not available in records, files and other sources. 
These are some characteristics of survey method. Survey method gathers data from relatively large number of cases at a particular time. It helps in fastening many tools with which the research is done. It requires experts imaginative planning. Survey methods provides useful information to solution of local problems. It also contributes to the achievement or advancement of knowledge because affords penetrating insight into the nature of what one is dealing with. It requires logical and skilful reports of the findings. Survey method requires careful analysis and interpretation of the gathered. 
The study adopts survey in view of its advantages as follows, more information in detailed manner can be collected, personal information can easily be obtained, the misinterpretation of question by interview can be controlled, non- response rate is very low and there is flexibility because the questions can be restructured if the need arises. 
3.3 POPULATION
Based on the scope of this research, the population of the study is the total number of adolescents in Kwara State Polytechnic Secondary School. The total number of adolescents (10-19) in the school is 200, hence, makes up the population of this study.
3.4 SAMPLING TECHNIQUES
Qualitative and quantitative researchers approach sampling differently. Most discussions of sampling come from researchers who use the quantitative style. Their primary goal is to get a representative’s sample a small collection of units or cases from a much larger collection or population, such that the researcher can study the smaller group and produce accurate generalizations about the larger group. They tend to use sampling based on theories of probability from mathematic (called probability sampling).
Researchers’ two motivations for using probability or random sampling. The first motivation is saving time and cost. If properly conducted, results from a sample may yield results at 1/1,000th from the cost and time. For example, instead of gathering data from 20 million people, the researcher may draw a sample of the 2,000; the data from those 2,000 are equal for most purposes to the data from all 20 million.
The second purpose of probability sampling is accuracy. The results of a well a designed, carefully executed probability sample will produce results that are equally if not more accurate than trying to reach every single person in the whole population. A census is usually an attempt to count everyone.  In 2000, the U.S. census Bureau tried to count everyone in the nation but it would have been more accurate if it used very specialized statistical sampling.
Sampling units are the elements in the target population available to be selected randomly during the sampling process. The researcher selects the sample for the study from the sampling units by using an appropriate sampling technique. The sampling technique employed would ensure representatives of the sample towards its population.
3.4.1 Purposive Sampling
This category of sampling is sometimes called judgmental sampling. When developing a purposive sample, researchers use their special knowledge or expertise about some group to select subjects who represent this population. In some instances, purposive samples are selected after field investigations on some group, in order to ensure that certain types of individuals or persons displaying certain attributes are included in the study. Despite some serious limitations (for instance, the lack of wide generalizability) purposive samples are occasionally used by researchers. Delinquent youths. For example, who might not appear in sufficient numbers to be meaningful under more traditional random techniques, might be purposively sampled (Glassner et al., 1983).
These are few merits of purposive sampling: purposive sampling uses the best available knowledge concerning the sample subjects, better control of significant variables, sample groups data can be matched easily and homogeneity of subjects in the sample. While the demerits include knowledge of population is essential, reliability of the criterion is questionable and errors in classifying sampling subjects. 
This research will start with purposive who have the following Features: Adolescents that are in school (senior secondary school students), adolescents in Ilorin, adolescents that are of same age, adolescents that uses mobile phones and have access to internet and then those adolescents who have interest in this research work.
3.4.2 Snowball Sampling
The term snowball sampling’ has been used to describe a sampling procedure in which the sample goes on becoming bigger and bigger as the observation or study proceeds. The term snowball stems from the analogy of a snowball sample which would allow computation of estimates of sampling error and use of statistical test of significance. 
For example, an opinion survey is to be conducted on smokers of a particular brand of cigarette. At the first stage, we may pick up a few people who are known to us or can be identified to be the smokers of that brand. At the time of interviewing them, we may obtain the names of other persons known to the first stage subjects. Thus, the subjects go on serving an informant for the identification of more subjects and the sample goes on increasing.
Snowball sampling which is generally considered to be non-probabilistic can be converted into probabilistic by selecting subjects randomly within each stage. Though, sampling errors may creep in.
3.5 SAMPLE SIZE
Using the sampling techniques, the study samples 100 adolescents from the school. Firstly, ten (10) respondents were identified using the purposive sampling technique and each adolescent connect the research to nine (9) other adolescents who also use social media using the snowball technique because of the limitations towards allowing them to use phones in school. Therefore, the total sample is 100 adolescents selected from the school.
3.6 INSTRUMENT FOR DATA COLLECTION
The instrument that will be used in this research is questionnaire. According to Goode and Hall (n.d.), this is “a systematic compilation of questions that are submitted to a sampling of population from which information is desired.” the word questionnaire refers to a device for securing answers to questions by using a form which the respondent fills in himself”.


The questionnaire is a form prepared and distributed to secure responses to certain questions. It is a device for securing answers to questions by using a form which the respondent will fill by himself. It is a systematic compilation of questions. It is an important instrument being used to gather information from widely scattered sources. Normally used where one cannot see personally all of the people from whom he desires responses or where there is no particular reason to see them personally.
3.6.1 Characteristics of a Good Questionnaire
It deals with an important or significant topic. Its significance is carefully stated on the questionnaire itself or on its covering letter.  It seeks only that data which cannot be obtained from the resources like books, reports and records.  It is as short as possible, only long enough to get the essential data. It is attractive in appearance, nearly arranged and clearly duplicated or printed.  Directions are clear and complete, important terms are clarified.  The questions are objective, with no clues, hints or suggestions. Questions are presented in an order from simple to complex. Double negatives, adverbs and descriptive adjectives are avoided. Double barrelled questions or putting two questions in one question are also avoided the questions carry adequate number of alternatives.  It is easy to tabulate, summarize and interpret. 
3.6.2 Merits of Questionnaire Method
It’s very economical.  It’s a time saving process.  It covers the research in wide area. It’s very suitable for special type of responses.  It is most reliable in special cases. 
3.6.3 Demerits of Questionnaire Method
Through this we get only limited responses Lack of personal contact. Greater possibility of wrong answers. Chances of receiving incomplete response are more. Sometimes answers maybe illegible. It may be useless in many problems.
3.6.4 Justifications for using Questionnaire as an Instrument. 
It is reliable. It saves time. It covers wide range of research area. 
The number of questions to be asked in the questionnaire will be four major based on the objectives of this research which includes how adolescents are exposed to online adverts, how adolescents perceive frequency of those adverts, how they perceive those products advertised and finally how they react to those adverts.  There will be two sections on the questionnaire, Section A will be introduction of the researcher and what the research is about. Section B will carry the questions based on objectives.   
3.6.5 Administration of the Questionnaire
There are majorly two methods which includes, self-administered and researcher administered. Self-administered questionnaires are more common than researchers administered because they are easy to implement and are inexpensive while the researcher administered allows deeper insights.
Advantages of self-administered questionnaires are: Cost-effectives, Easy to administer for small and large Groups, Anonymous and sensitives Self-paced. While the disadvantages include, Unsuitable for people with limited literacy or verbal skills, biased based on people who volunteer because of impersonal survey requests often go ignored.
3.6.6 Researcher administered questionnaire
These questionnaires are interviews that take place by phone, in-person or online between researchers and Respondents. Advantages of researcher administered questionnaires Are: Help ensure that respondents are representatives of your target audience. Have high response rates because it’s harder to refuse an interview when personal attention is given to respondents. The disadvantages include, Costly and time consuming to Perform. Likely to contain experimenter bias or demand characteristics. 
Open-ended Questions 
Open ended questions enable a broad range of answers. This allows the respondents to give answers in their own words. They are no restrictions on their choices, respondents are allowed to giver answers in such a way that the researchers may not have   otherwise considered. 
Closed-ended Questions
Closed –ended or restricted –choice, questions offer respondents a fixed set of choices to select from. Closed ended questions are best for collecting data on categorical or quantitative variables. Well-designed closed-ended questions are easy to understand and can be answered quickly. But one is likely to miss an important answer that are relevant to respondents. An incomplete set of response items may force some respondents to pick the closest alternative to their true answers. 
Based on the explanations of both the two types, the one that is research will use is the closed-ended type of questions.
3.7 METHOD OF DATA ANALYSIS
Descriptive analysis will be adopted for this research using frequency distribution table using percentages and frequencies. Data analysis is the process of systematically applying statistics and logical techniques to describe and illustrate, condense, recap and evaluate data. Descriptive techniques include constructing tables of quantiles and means, methods of dispersion such as variance or standard deviation and cross tabulations or Crosstabs. Frequency distribution table will be used to analyze data using percentages and frequencies in order to analyze the data collected for this research.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.1 INTRODUCTION

This chapter presents the analysis, interpretation and discussions of the data generated using the methods discussed in the previous chapter.

4.2 DATA PRESENTATION

Table 4.1: Gender of Respondents

	Variable
	Frequency
	Percentage

	Male
	37
	37%

	Female
	63
	63%

	Total
	100
	100%


Source: Field Survey, 2025

The table above presents the gender of the sampled population. The table shows that out of the 100 (100%) respondents for this study, 37 (37%) are males while 63 (63%) are females. This means that most of the respondents are females.

Table 4.2: Age bracket of the respondents

	Variable
	Frequency
	Percentage

	12-16
	74
	74%

	16-18
	36
	36%

	19-23
	0
	0%

	23 above
	0
	0%

	Total
	100
	100%


Source: Field Survey, 2025

Table 4.2 above presents the age brackets within which the respondents fall in. It shows that those that are between the ages of 12 to 16 are 74 (74%) while those between the ages of 16 to 18 are 36 (36%). For the ages between 19 to 23 and 23 and above, the table shows that there are no respondents. This means that most of the respondents aged between the ages of 12 to 16.

Table 4.3: Class of study of respondents

	Variable
	Frequency
	Percentage

	SSS 1
	20
	20%

	SSS 2
	54
	54%

	SSS 3
	26
	26%

	Total
	100
	100%


Source: Field Survey, 2025

The table above presents the class of study of the respondents of this study. It shows that SSS 1 has 20 (20%), SSS 2 has 54 (54%) and SSS 3 has 26 (26%). This means that most of the respondents of this study are in SSS 2.

Table 4.4: How often do you use the internet/social media?

	Variable
	Frequency
	Percentage

	Daily
	56
	56%

	Weekly
	19
	19%

	Monthly
	13
	13%

	Others
	12
	12%

	Total
	100
	100%


Source: Field Survey, 2025

The above table presents responses to the question “how often do you use the internet/social media?” to which 56(56%) replied that they use the internet/social media daily, 19(19%) claimed they use the internet/social media weekly, 13(13%) responded they use the internet/social media monthly while 12(12%) specified that they use the internet/social media once in a while. This means that majority of the respondents of this study access the internet/social media daily.

Table 4.5: Which type of device do you use to access the internet?

	Variable
	Frequency
	Percentage

	Computer
	14
	14%

	Mobile Phone
	86
	86%

	Total
	100
	100%


Source: Field Survey, 2025

The table above presents the responses to the question “which type of device do you use to access the internet” to which 14(14%) replied that they access the internet through computer device while 86(86%) replied that they have access of the internet through the use of mobile phone, this means that majority of the respondents of this study have access of the internet through the use of mobile phones. 

Table 4.6: Do you come across advert messages while using the internet?

	Variable 
	Frequency 
	Percentage 

	Yes 
	82
	82%

	No 
	-
	-

	Maybe 
	3
	3%

	Sometimes 
	15
	15%

	Total 
	100
	100%


Source: Field Ssurvey, 2025

The above table presents responses to the question “do you come across advert messages while using the internet?” It presents that 82 (82%) said they come across advert messages while using the internet, three (3%) responded that maybe they come across advert messages while using the internet while 15 (15%) said they come across advert messages sometimes while using the internet. However, none of the respondents chose no as a response to the question.  

Table 4.7: If yes, through which medium are you exposed to these messages?

	Variable 
	Frequency 
	Percentage 

	WhatsApp 
	5
	6.1%

	Instagram 
	15
	18.3%

	Facebook 
	38
	46.3%

	YouTube 
	22
	26.8%

	Others 
	2
	2.4% 

	Total 
	82
	99.9%


Source: Field Survey, 2025

The above table presents responses to the question “if yes, through which medium are you exposed to these messages”. The table shows that 5(6.1%) of the respondents are exposed to those messages through WhatsApp, 15(18.3%) through Instagram while 38 (46.3%) are exposed to advert messages through Facebook. It further shows that 22(26.8%) of the respondents are exposed through YouTube while 2(2.4%) are exposed through google. This means that Facebook is the largest platform that those adolescents are exposed to.    

Table 4.8: How often do you come across these advert messages while using the internet/social media platforms?

	Variable
	Frequency 
	Percentage 

	Most often 
	23
	28%

	Often 
	41
	50%

	Rarely 
	10
	12.2%

	Very rare
	8
	9.8%

	Total 
	82 
	100%


Source: Field Survey, 2025

The above table shows the responses to the question “how often do you come across these advert messages while using the internet/social media?” The presentation shows that 23(28%) of adolescents come across advert messages most often, 41(50%) often come across advert messages while 10(12.52%) rarely come across any advert messages and 8(9.8%) responded that it is very rare for them to come across any advert message while using the internet. This presentation shows that majority of adolescents often comes across advert messages while using the internet/social media.

Table 4.9: What is your opinion about the number of times these advert messages appear while using the internet?
	Variable 
	Frequency 
	Percentage 

	Very impressive 
	17
	20.7%

	Impressive 
	35
	42.7%

	Annoying 
	23
	28%

	Very annoying 
	7
	8%

	Total 
	82
	99.4%


Source: Field Survey, 2025

The table above presents answers to the question “what is your opinion about the number of times advert messages appear while using the internet/social media. It shows that 17(20.7%) of the respondents believe that they are very impressive while 35(42.7%) claims that they are impressive, 23(28%) responded that they are annoying and 7(8%) answered that it is very annoying. The table shows that majority of adolescents see the frequency of advert messages as impressive.

Table 4.10: Do you think the online adverts are too frequent?
	Variable 
	Frequency 
	Percentage 

	Yes 
	62
	75.6%

	No 
	17
	20.7%

	Undecided 
	3
	3.7%

	Total 
	82
	100%


Source: Field Survey, 2025

The table above indicate answers to the question “do you think the online adverts are too frequent”. It reveals that 62(75.6%) responded that the adverts are too frequent while 17(20.7%) of the respondents responded that they are not too much and 3(3.7%) responded that they have not decided on whether they are too frequent or not. The tables indicates that majority of the respondents responded that the adverts messages online are too much.

Table 4.11: What are your thoughts about the products being advertised? 

	Variable 
	Frequency 
	Percentage 

	Very good  
	13
	15.9%

	Good 
	57
	69.5%

	Bad 
	12
	14.6%

	Very bad 
	-
	-

	Total 
	82
	100%


Source: Field Survey, 2025

The above table presents answers to the question “what are your thoughts about the products being advertised”. The table shows that 13(15.9%) responded that the products advertised online are very good, 57(69.5%) responded that the products are good, while 12(14.76%) answered that the products are bad. None of the respondents chose “very bad” as an answer. The table shows that majority of the respondents believed that the products are good.

Table 4.12: Do you think the products that you see being advertised are relevant to you?

	Variable 
	Frequency 
	Percentage 

	Yes 
	20
	24.4%

	No 
	14
	17.1%

	Undecided 
	48
	58.5%

	Total 
	82
	100%


Source: Field Survey, 2025

This table presents answers to the question “do you think the products that you see being advertised are relevant to you”. The table shows that 20(24.4%) responded that the adverts are relevant to them, 14(17.1%) chose no as an answer, while 48(58.5%) are unsure whether it is relevant to them or not. The table indicated that most of the adolescents are yet to decide on the relevance of those advert messages to them.

Table 4.13: How do you react to the online adverts that you see while using the internet?

	Variable 
	Frequency 
	Percentage 

	Scroll and ignore 
	42
	51.2%

	Block 
	11
	13.4%

	Pause and watch 
	10
	12.2%

	Skip 
	12
	14.6%

	Others 
	7
	8.5%

	Total 
	82 
	99.9%


Source: Field Survey, 2025

The above table responded to the question “how do you react to the online adverts that you see while using the internet”. It shows that 42(51.2%) of the respondents answered that they scroll and ignore, 11(13.4%) responded that they block, 10(12.2%) answered that they pause and watch, 12(14.6%) responded that they skip those advert messages while 7(8.5%) of the respondents responded that they take screenshots of those adverts for future use. The table shows that majority of adolescents scroll and ignore advert messages while minority of them screenshot those messages.  

1.2 DISCUSSION OF FINDINGS 

As established earlier, this study aimed to examine the perception of adolescents on online advert messages. As an attempt, results collected in form of data were presented above in tables. Further, to its objectives, it discussed the above presentation according to the research questions.
RQ 1: How are adolescents exposed to online adverts?

This study found that the surveyed adolescents dominantly use their mobile phones to access the internet and social media sites. This access occurs on a daily bases with 56% as established in table 4.4. This finding is similar to that of Otugo, Uzoegbunam & Obikeze (2015) in their study (Social Media Advertising and Marketing: A study of Awareness, Attitude and Responsiveness by Nigerian Youths) where they established that youths are dominantly exposed to the social media on daily bases through their mobile phones. It is also in line with Anunike & Onuegbu (2020) study (Youth’s Exposure and Utilization of Internet Advertising in Awka, Anambra State) where they submitted that youths majorly use their mobile phones to access the internet at least once a day. It equally corresponds to that Fiona, Oyebuchi, Martin & Okafor (2021) who submitted that youths are exposed to the internet through their mobile phones at least once a day.

Equally, the study found that while this daily access to the internet occurs, majority of the adolescents come across advertisement messages. This is arrived at through responses presented in table 4.6 where 82% answered “yes”, 15% answered “sometimes” and 3% answered “maybe” to the question if they “come across advert messages”. This finding is in line with the finding of Otugo, Uzoegbunam & Obikeze (2015); Kent & Pauze (2018); Anunike & Onuegbu (2020); Fiona, Oyebuchi, Martin & Okafor (2021) who submitted that youths are majorly exposed to advert messages while using the social media.

To this study, equally, the medium of this exposure to advertisement messages is majorly Facebook. This is portrayed in table 4.7. it showed that Facebook enables 46.3% of the exposure against YouTube’s 26.8%, Instagram’s 18.3%, WhatsApp 6.1% and other medium’s 2.4%. This finding matches that of Otugo, Uzoegbunam & Obikeze (2015) who submitted in their study (Social Media Advertising and Marketing: A study of Awareness, Attitude and Responsiveness by Nigerian Youths) that youths are majorly to advertisement messages on Facebook. However, it contradicts the findings of Kent & Pauze (2018) who submitted that children between the ages of 2 to 11 in Canada are exposed mostly to advert messages on Instagram. It also contrasts that of Anunike & Onuegbu (2020) who showed that youths in Awka, Anambra state are majorly exposed to advert messages on WhatsApp.

It is further found by this study that majority of the surveyed adolescents often come across advertisement messages while spending time on the social media. This finding is established in table 4.8. The table showed that 28% of the adolescents most often come across advertisement messages and 50% often come across them. This is against 12.2% and 9.8% who rarely and very rarely come across them respectively. This finding corresponds that of Otugo, Uzoegbunam & Obikeze (2015) who showed that young people using the social media come across advert messages at one time or the other. Thus, this study submits that adolescents are often exposed to advertisement messages especially on Facebook on daily bases through their mobile phones.

RQ 2: What are adolescents’ thoughts on the frequency of online adverts?

On the thoughts of the frequency of the advertisements by adolescents, this study found that majority of the opinion of the surveyed population about the number of times advert messages appear while they use the internet is impressive. This is established in table 4.9. The table showed that while 42.7% and 20.7% expressed that they are impressive and very impressive respectively, 28% and 8% see this frequent exposure as annoying and very annoying respectively. This finding is contrary to the unscientific belief that the internet and social media users find the frequent pop-up of advert messages while using the internet as offensive and annoying.

However, further findings, established in table 4.10, shows that although majority of the adolescents are impressed by the number of times of advert messages appear while using the internet/social media, they think this frequency is too much. Analysis from the table showed that 75.6% answered “yes” to the question “do you think the online adverts are too much?” against 20.7% that answered “no” and 3.7% unsure of their choice of response. Hence, this study submits that adolescents think the frequency of advert messages appearance while using the internet/social media is too much, yet, they find it impressive.

RQ 3: How do adolescents perceive products advertised online?

Analysis from table 4.11 showed that majority of the surveyed population think the goods being advertised online on social media/internet are good. The table revealed that while 14.6% of them think they are bad, 69.5% and 15.9% of them think they are good and very good respectively. This finding supports the claims of Otugo, Uzuegbunam & Obikeze (2015) that majority of youths in South-East Nigeria perceive social media adverts as good and that they enjoy viewing it making them like the adverts. It equally agrees with the findings of Fiona, Oyebuchi, Martin & Okafor (2021) who established that majority of youths and social media users in Enugu have a positive perception of online advertising and goods advertised online. 

Further findings, however, shows that although almost all the adolescents think the advertised products are good, they are unsure whether it is relevant to them of not. This is presented in table 4.12 where it is shown that while 24.4% think they are relevant to them, 17.1% think they are not relevant to them and 58.5% are uncertain of their relevancy. This contradicts the claims of Otugo, Uzuegbunam & Obikeze (2015) that majority of youths perceive social media advertising and goods advertised online as useful. Thus, this study establishes that adolescents using the internet and social media believe products advertised online are good. However, they are unsure whether these products are relevant to them or not.

RQ 4: How do adolescents react to products advertised online?

Finding established in table 4.13 shows that majority of the surveyed adolescents react to products advertised online by scrolling and ignoring. The table presented that while 51.2% scroll and ignore when they come across advert messages online, 13.4% pause and watch, 12.2% skip and pass, 14.6% block the messages and 8.5% either follow the link provided to view further or like the advertised messages. This finding supports the claims of Otugo, Uzuegbunam & Obikeze (2015) that youths in South-East Nigeria do not visit the websites of goods advertised online. It, however, contradicts their further findings majority of the youths react to products advertised on social media by buying them. It equally contrasts the claims of Anunike & Onuegbu (2020) that youths in Awka react to online advertisements by following the adverts to buy the products. This study, therefore, submits that adolescents react to advertisements they come across while using the internet and social media by ignoring and scrolling over. 

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.0 INTRODUCTION

This chapter is the conclusion and reflection of the entire study. It contains a summary of this project, conclusions reached consequential of the findings and recommendations made for further studies.

5.1 SUMMARY

The main objective of this study was to examine the exposure of adolescents to online advertising. The study comprises of five chapters and in each of this chapters, it followed certain processes to achieve its objectives.

In chapter one, the study laid background to the concept of advertising, advantages and disadvantages of advertising, online advertising, types and features of online advertising as well as the merits and demerits of online advertising. To give the study footing, it stated in this chapter rationale for conducting the research, the objectives and research questions. To close the chapter, the study laid its scope and operationalised key concepts contextual to the research.

In attempts to link the research to previous related studies, this work in its chapter two explored various previously conducted studies that are relevant to the study. In this regard, key concepts examined are online advertising, exposure of adolescents to online adverts, perception of adolescents on products advertised online, perception of adolescents on the frequency of online adverts and reactions of adolescents to adverts they come across on the internet/social media platforms. Then, buttressing its significance, the study stated the gap in literature and how it intends filling it. The chapter finally concluded by stating the theory adopted by the study and justifications for choosing it as a relevant guide to the study.

In chapter three, the study established that it adopted descriptive analysis as a method using frequency distribution table using percentages and frequencies. Further, it identified the population of the study, the sampling technique used, sampling size decided, instrument of data collection which was questionnaire, and the type of questionnaire adopted for the study which is closed-ended questionnaire.

In chapter four, the study presented and analysed the data collected from the field in table with figures and percentages. Afterwards, it discussed the findings made. Key in these findings is that adolescents are exposed daily to advertisement messages while using the social media and internet. This exposure occurs daily especially on Facebook through their mobile phone. Equally, the adolescents think the frequency of the advert messages are too much; yet, they are impressed. And, as a result this impression, they think the contents of the advertisements are good which, however, they are unsure of their relevance. This consequently makes them ignore them and scroll over. In the final chapter, the study presented the conclusions reached and the recommendations it made.

5.2 CONCLUSION

Based on the findings, this study, therefore, concludes that on a daily bases, adolescents who are owners of mobile phones are exposed to the internet and social media especially Facebook. And through this exposure, they frequently come across a significant number of advertisement messages which they find impressive, yet, too much. Perhaps as a result of this impression, they believe the contents of these advertisement messages are good. These adolescents, however, are uncertain of the relevance of the products advertised in the advertisement messages. Which consequently makes ignore and scroll over. 

5.3 RECOMMENDATIONS

Based on the summary, findings and conclusion drawn, this study, therefore, recommends that; advertisers targeting adolescents should detail out the benefits of products and services advertised in order to attract them to the products and consequently purchase the advertised product; regulatory bodies should monitor the type of contents advertised to adolescents on social media applications; for further studies, a content analytical study should be carried out to examine the contents advertised to adolescents online; a broader investigation should be carried out in Northeast, Nigeria to document how adolescents perceive online advertisements and their impacts on them.
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