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ABSTRACT
Online advertisement has been one of the prominent of means of creating awareness of a particular product and service to individuals at large this research work aimed at finding out the Effect of online advertisement on buying habits of polytechnic student choosing Kwara State Polytechnic as the research geographical area in today's life, people come in contact with several advertisement and they are used as a way to create demand for the product it is use as a medium to convey message the effect of online advertisement does not stop at the economy, but also has influenced the social behavior of youths greatly by a sensitization, social, interaction, modification, and otherwise using Kwarapoly students as an example, advertising student too materialistic Adverts affect value system and social behavior because it suggests to them that the means to a happier life is the acquisition of more things. Advertising have influenced students of Kwara State Polytechnic by making them think life is just about the acquisition of more things instead of spiritual or intellectual enlightenment. Advertising creates opportunity of striving to attain high materialistic status in students.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
	The most glamorous item of promotion mix is the advertising in today's life people come in contact with several advertisement and advertisement are used as a way to create demand for the product. It is used as a medium to convey message (Ankita Shrivasta, 2014) (Arens, 2006), also define advertising as the structured and composed non-personal communication of information usually paid for an usually persuasive in nature about products (goods, services and ideas) by identified sponsors through various media.
Advertisement has changed from conventional to electronic advertisement in 20 century (Ameeza and Malik, 2009). The internet is an emerging source and expanding more and more. The growth of internet forces the advertisers to use this to attract the customers. Online advertisement is more attractive to the customers as it used various ways to advertise ideas like through different websites, social media, mass media, pop up ete it comprises of all sort of banner, e-mail, game and keyword advertising.
In today's market scenario ubiquitous advertising is a matter of importance because word has become global village and internet is a ubiquitous medium for advertising (Aziz & Brown. 2013). According to current research on the consumer behaviour of internet users there are four (4) distinct groups of consumer
The effect of online advertising does not stop at the economy, but also has influenced the social behavior of youths gripathy by a sensitization, social interaction, modification and otherwise using Kwara State Polytechnic students as an example, advertising makes students too materialistic Adverts affect their value system and social behavior, because it suggests to them that the means to a happier life is the acquisition of more things (Baran, 390)

Advertising have influenced students of Kwara State Polytechnic by making them think life is just about the acquisition of more things instead of spiritual or intellectual enlightenment Advertising creates opportunity of striving to attain high materialistic status in polytechnic students.
i    	 Online advertising creates in polytechnic students liking, and preference for a products.
ii	Online advertising stimulates thought about a new product to the students.
iii	Advertising with its persuasive nature, builds brand preference and loyalty on the polytechnic student buying habit.
Iv	Advertising makes sure that all information about a product is communicated to its consumer, like the features, and location of sales of the product.
V	Advertising is usually paid for by an identified sponsor.
1.2 Statement of the Problem
Like other promotional techniques, online advertising informs, persuades, educates and reminds. It can change consumer's belief, attitudes, ideas, umage and behaviour Here, the reason for advertising is that it has an important instrument of communication as far as commerce is concerned. Once the advertiser has captured
The attention of his audience, he holds their interest long enough to make them aware of the production being offered.
Successful advertisements do not merely entertain, but try to persuade and remind the audience to buy. This is where the problem lies, people tends to have the belief that this persuasive quality of advertising has as impact on the social behavior of its audience, especially student because they are still within the age being influenced by the media.
Here the essence of this study is what impact has online advertisement on the social behavior of Kwara State Polytechnic students.
1.3 Objectives of the Study
The objectives of this study are as follows:
1. To examine whether online advertisement impact on the buying of students of Kwara State Polytechnic
2. To determine the level of impact of advertisement has on the social behavior of Kwara State Polytechnic students
3. To examine the nature of impact of online advertisement has on the social behaviors of Kwara State Polytechnic students
4. To ascertain if online advertising influence consumer buying behavior
1.4 Research Questions
The purpose of this study is to observe and study the relationship between online advertising and psychological factors of consumers buying behaviors. In evaluating the statement, this study attempts to answer the following questions
1. To what extent has online advertisement impacted on the buying habit of students of Kwara State Polytechnic?
2. What is the nature of impact of online advertisement has on the several behaviors of students of Kwara State Polytechnic?
3. To what level has guilder advertisement impacted on the social behavior of Kwara State Polytechnic students?
4. What factors influence students of Kwara State Polytechnic vies of online advertising
1.5 Significance of the Study
Every research must have significance. Significance is very important because it provides justification for the study (Khan, 2007). This study is significant in the view of the following
1. It will help researchers carryout similar study
2. It will also add to the level of knowledge on the effect of online advertisement
3. This study will help to identify the impact of online advertisement on the buying habit of Kwara State Polytechnic students
4. It will provide the basis for stake holders in planning advertising message
5. It sheds more light on how people perceive products and services seen advertised on online. And that the study will provide empirical data to support or disprove support from about the internet advertisement in the country
6. Lastly, this study also spikes as a reference material for students who may deure to carry out similar study
1.6 Scope of the Study
The scope of the study is to examine the impact of guilder advertisement on the social behavior of Kwara State Polytechnic students, Ilorin.
This research focuses on the effect of online advertising on semamer buying behavior, which is increasing day by day and will focus on students of Kwara State Polytechnic, Ilorin, Kwara state and enfaces will be laid on students of the Institution who have access to online advertising and they will serve as respondents Based on this assumption the result of this finding could be generalized
1.7 Definitions of Terms
1. Impact: Based on the study, it means that the researcher would work ut how online advertisement influences the buying of Karo A polytechnic students. The researcher would also lock at the powerful effect that online advertisement has on the polytechnic students
2. Advertisement: The is the act or means of making people aware of the product, in order to encourage them to buy or use it. The researchers interest here is on the advertising message, and the influence it has on its audience especially Kwara State Polytechnic students
3. Kwara State Polytechnic Students: This in categorized as the researcher’s area of focus in the study
4.  Consumer Buying Behavior: This refers to the buying behavior
5. final consumers and Kwara State Polytechnic students who buy goods and services for personal consumption.
6. Beliefs: This is a descriptive thought that a person or especially Kwarapoly students has about something
7.  Attitude: It denotes a learned predisposition to respond to an object in a consistently favorable or unfavorable way The fact that attitudes are learned means that they will be affected by information and experience
8. Social Behavior: This is a behavior influenced or controlled by other persons or by organized society Here, the researcher would work at how the social behavior of students of Kwara State Polytechnic is being influenced by online advertisements




















CHAPTER TWO
LITERATURE REVIEW
2.1 Conceptual Framework
This chapter was centered on the review of related studies on the topic The Effect of Online Advertisement of Buying Habit of Students of Kwara Stale Polytechnic as a case study
Concept of Advertisement
Advertisement is an expression intended for promotion of a product or a service of a concept. As the growth of communicative industry is very fast, so is the advertisement industry Advertisement is an economic phenomenon, involving constitutional rights, legal limitations, economic interest and also liabilities towards the receivers of a communicated message.
Advertising as a concept is a product of the increased commercial transaction and competitive marketing strategies: Every propagator means to promote a concept or service is a form of advertisement. It is a form of communication like any other process of sending across the message, which can be called medium to reach the masses Information is deliberately given to serve the purpose of giver and not that of a receiver
Hence, that amounts of advertisement only strictly speaking advertisement in term of print media and electronic media, it is the material published for promotion of a product involving a payment of consideration for publication which is expected to fetch some publicity whether, on TV, Radio or Newspaper.
Magazine, the advertisement is a significant part, which could be described as life and blood of that medium.
Newspaper or TV programme cannot be filled only with advertisement It has to be interjected or interspersed into a creative or entertaining activity Depending upon the viewership or acceptability or readership of the programme or newspaper, the value or rate of advertisement varies. With the returns from advertisement, the media survives and prospers
Functions of Advertising
The main task of advertising is to establish and create awareness and favorable attitude towards the ideas, products or services. It stimulates demand for most suitable environment to effective sales.
1. Advertising makes the consumers to be aware of the large choice of available goods and services.
2. It helps to create an image reputation of not only the product but also of the advertiser
3. It gives the employee the feelings of pride in their jobs and to be associated with organization refuse repeatable. It enables the workers to improve their efficiency.
4. Advertising encourages landscape production, thereby creating more employment opportunity to the public directly or indirectly to various jobs.
Impact of Advertising
Online advertising has a number of functions apart from promoting commercial goods. It can also be used to educate and motivate the students about non-commercial issues such as Aids, deforestation, family planning etc. it is a powerful media that is capable of reaching to the far-out masses
Nowadays, we find many adverts on the internet connecting Nigeria students to information they require. To prevent complete commercialization of electric media, some countries have made it mandatory for broadcasters to air some advertisement related to consumer's internet
These online advertisements educate students in Nigeria on a number of social and moral issues still on the positive impact of online advertising on Nigeria students, (Eluwa 2004, p.26) has it that advert like other promotional techniques has a number of positive impacts on Nigeria students.
1. It informs the students about products and services that will be of benefit to them and tell them how to get such product or services
2. It persuades an advert which is mostly achieved through persuasive adverts, which persuades the student to patronize worthwhile product and service
3. It also reminds student of things (product or services) that have been in market for sometimes. For instance, advert is used to remind students of expected to be of good behavior to Nigeria to be rated high in outside world
4. It serves as an agent of change on the students in their attitudes, belief. images and behavior.
5. Advert tends to serve as an agent of change here, as it gives the students information that leads to change in their beliefs, attitudes etc. this makes them to become better persons and make better choice in life.
Advantages of Advertising
1. Buying New Products to your Notice: Advertisement is a great source of inspirations for new thing to be taught.
2 Creativity: Some adverts are very creative, and fun to engage with their own right
3. Helping the Economy: Marketing helps to keep the wheels of business well oiled
4. Spotting your Favorite Starts: Famous actors often appear in high profile and campaign
5 Treating Yourself: Advertisement encourages us to treat and pamper each other, a great way of boosting our mood
6. Gift Ideas: Advertising are a handy way of getting ideas for gift that we can give our loved ones on special occasions.
7. Cultured Makers: Adverts often are the barometers of our society. Showing that people care about and what our values currently are
8 A Break from the Show: When the adverts come on during Tv shows, you have time to grab a drink or use the bathroom.
9. Time to Get Some Popcorn: As the advert roll in the movie theatre, audience, members have time to find a seat or rush out for an extra hotdog.
10. A Talking Point: Everyone sees the same advertise, so they have something to talk about with their friends.
Disadvantages of Advertising
1. Spending Money you don’t have: Advertisement can prompt one to spend cash that you should really be saving
2. Too Commercial: Advert show how commercialized our societies has become
3. Breaking Up Favorite Shows: Sometimes, you just want to watch that thriller straight through without having adverts breaking up to the action.
4. All Online Annoyance: Trying to stay absorbed in and online article, when they are popping up left, right and Centre can be very difficult.
5. A Security Risk: We have seen the rise of hardware, malicious software that plants risky in computer.
6. Ineffective: Nowadays, people are well aware that advertisements are trying to sell them so they can switch off instantly as soon as they seen an advert, making ineffective.
7 Avoidance: While your impressions may be high, you can't guarantee that users paid attention to your advert. Advert blocking tools can also stop users seeing your adverts
8 Lower Conversion: A lower CTR also means lower conversions, such as sales and registrations. When some users see your advert, they aren't actively looking for your products or services, so they may not be ready to buy
9. A Waste of Money: The money spent on advertisement campaign could be used for education or charity project instead.
10 Unsuitable for Kids: Some parent worry about the suitability of certain adverts for their children
Advertising Appeal
Advertising appeal is an igniting force which stimulates the customer mindset towards the products or services. It is not the only factors in the marketing mix which initiates a consumer for buying the product

It also refers to the approach used to attract attention of consumers and/to influence their feelings towards the product, service or cause. Appeals are used in advertising in order to persuade consumers to buy certain product or service. The appeals are designed to create a positive image of the product or service and the Individuals Mio use the product or service.
Type of Advertising Appeal
1. Emotional Advertising Appeal: Appealing to your audiences, emotions can be achieved through strong imagery, impactful text or powerful music An emotional advertising appeal depends more on feelings and perceptions than logic or reason to provoke action
2. Personal Advertising Appeal: This persona appeal concern the state that research show how important skin contact is for infants and questions what kind of razor-smooth finish they want to share It also directed towards new fathers, those without children will still understand the message of quality
3. Rational Advertising Appeal: On the other side of the advertising Spectrum lie rational appeal and reasoning Rational appeals can be very useful even with emotional subjects helping target audiences identify the value of a product in an undisputable way. While emotional appeals are powerful, they can sometimes become manipulative.
4. Romantic Advertising Appeal: A sense of romance can take people back to a nostalgic moment that evokes emotion. Romance does not necessarily have to do with relationship, but rather a sense of powerful feeling that is inspiring and idealized
5. Musical Advertising Appeal: Music can make or break by setting tone and mood just as quickly as imagery. The snappy music that backs this Kotler Tv commercial ads a happy energy that wouldn't have been achieved by bright colures and quick shot transition action.

Adverts and Social Behavior:
The impact that alcohol advertisement cause on the social behavior of students on their state of mind and their experience for instance students who will be easily attracted by the false claim to made in advertisements. People are also arguing about the increase in consumption of substances like alcohol and cigarettes by students after viewing the adverts, excessive advertising has become a nuisance in most cities in the world.
Manufacturers easily make false claim about any product and influence the mind of the people. Research has show that exposure to some advert has triggered anti-social behaviour among young viewers and by implicating students, since majority of the students fall within the same age bracket. There are some specific areas of concern of anti-social behaviour and exposure to online advertisement
This has forced many online advertising practitioners into problem of "Deception" and "Truth while regulating advertising practices. It is expected that advertising must have the confidence of consumers if it has to perform its communication role effectively, but any advertising message that is considered, deceptive, crisis of misleading statement, as well as false impression conveyed whether intentional or unintentional
As online advertisement deception takes any of these forms
2.2 Theoretical Framework
2.2.1 Uses and Gratification Theory
The uses and gratifications theory has been the dominant theoretical approach for studying how and why individuals utilize particular media for many decades. This theory identifies the needs and desires that an individual has to use a particular media or channel (Katz et al., 1974). It also discusses the effects of the media on people. It also asserts that people use media to gratify specific wants and needs. The theory also looks at what the media does to people, it looks at the functions that the media provides for people, considering the motivations of an audience as critical
Considered one of the most effective frameworks, scholars have used this theory to explore a variety of social media sharing behavior, including sharing links (Back et al, 2011) News (Hanson and Haridakis 2003; Lee and Ma, 2012) and photos (Malik et al. 2016, Sug et al. 2016). Given that social psychology theories focus on relationship establishment and group behavior, as well as the extensive application of 1. & G theory in examining the variety of motivations in social media, it was decided that U & G was an acceptable theoretical foundation for the study
The dominant U & G factors identified by social media literature are entertainment, socializing, information seeking, and self-expression (Lee and Ma 2012. Park et al. 2009). However, in order to formulate a comprehensive model for this study, the numerous motivations considered in 49 studies of sharing in a social media or online context were analyzed. In addition to this, 53 studies that utilize U & G theory in a social media context but not specifically related to sharing behavior were also identified and motivations explored From this review, six motivations were selected to build a conceptual model of users intentions to share tourism related sponsored advertisement on social media namely, entertainment, altruism, information sharing, information, socializing and self-expression
I. Entertainment: The entertainment gratification refers to the way in
which social media enables individuals to pass time escape their everyday lives, and engage in behaviors they find entertaining. Literature on sharing behavior has identified entertainment as the strongest motivation (eg. Beak et al. 2011. Holton et al., 2014, Malik et a f 2106, Taylor et al., 2012), with U & G studies also finding that it is one of the most dominant gratifications.
Entertainment has a positive effect on consumers intentions to share tourism related sponsored advertisement on Facebook.
II. Altruism: The motivation of altruism reflects and individuals desire to
help others (Baston, 1937), differing from the motivation of concern for consumers in that those motivated by altruism share information merely because of the enjoyment of helping others. Studies concerning sharing on social media have high lightened an altruistic motivation (e.g. Ho and Dempspy 2010, Ma and Chan, 2014).
III. Information Sharing: This refers to the motivation to provide information for others. Studies on sharing behavior in both an online and social media context have validated the positive effects of the information sharing motivation (e.g. Alhabash et al. 2014, Jonhoon and Yang 2009, Lu et al 2010: Malik et al 2014, Quinn, 2016). However, the (Malik et al. 2016) focused on the sharing of digital photos on Facebook which unlike commercially sponsored advertisements are personally in nature
IV. Information Seeking: This is one of the most commonly identified gratifications of social media (e.g. Dunne et al. 2010; Johnson and Yang 2009, Kim et al., 2011. Park et al 2009) and it refers to the search for information and the act of learning through the consumption of information studies of sharing behavior in both an online and social medial context have validated the information seeking motivation (e.g Karam er el 2012. Malik et al. 2016).
V. Socializing: In the context of uses and gratification theory refers to the need to build and develop relationships and connect with others. The fundamental nature of social medial is participatory, through which the sharing of content is both a form of expression and means of relationships are created and maintained specifically with individuals that show a particular interest, opinion or problem concerning the content shared
VI. Self-Expression: The self-expression gratification plates to the need for expressing one's self and personal experiences with others. In the context of sharing self-expression has been linked to viral marketing (Ho and Dempsey, 2010) information sharing (Karam et al., 2012), music sharing (Lee et al 2011), sharing of online advertisements 
(Taylor et al 2012).
The uses and gratification theory also discusses and present the effects of the media on people It explains how people use the media for their own need and get satisfied when their needs are fulfilled In other words, it can be said that the theory argues what people do with the media rather than what the media does to people
Finally, this theory in contradiction to the "Magic Bullet Theory, which states the audience, is passive. This theory has a use audience centered approach. Even for communication, say interpersonal, people refer to the media for the topic to discuss among themselves. By referring the media, they gain more knowledge and exposure to the world beyond their limited eyesight. False promises incomplete descriptions, mislead comparisons, visual distortion, false testimonials and partial disclosure, Obasa (2006, P. 16)
2.2.2 The Social Learning Theory
Was picked by the researcher for this study, due to the nature of the study. Psychologist Albert Bandura propounded this theory in 1965. The researcher feels that the theory is a perspective that states that social behavior is learned through primarily by observing and initiating the actions of others. An important factor of Bandura's Social learning theory is the emphasis on reciprocal determinism
This nation states an individual's behavior is influenced by the environment and characteristics of the persons. The theory postulate three necessary stages in the causal link between television violence and actual physical harm to another, thus, according to him, attention can be drawn because it is simple, distinctive, prevalent, useful and positive. Retention, on its own believes that certain behaviours we watch on television can lay dormant available for further use, as long as we remember it, from our memory.
This is because human beings available for future use, as long as we remember it, from our memory. This is because human being does not just respond to stimuli, rather they respond and not just respond to an interrupt them Bandura describes motivation in this context as the rewards or punishment that can come consequently for certain behaviour. The theory also states, people learn within a social context, it is facilitated through concepts such as modeling and observational learning People especially children, learn from environment and seek acceptance from society by learning through influential models.
According to the social learning theory, models are important source for learning new behaviors and for achieving behavioral change in institutionalized settings. Social learning theory is derived from work of Albert Bandura, which proposed that observational learning could occur in relation to three models which are;
a. Live models in which an actual person is demonstrating the desired behavior
b. Verbal instruction, in which an individual describes the desired behavior in detail, and instruct behavior
c. Symbolic, in which modeling involves a real or fictional character demonstrating the behavior.
In summary, Bandura's social learning theory posits, "people learn from one another, via observation, limitation and modeling. The theory has often been called a bridge between behaviorist and cognitive learning theories because it encompasses attention, memory and motivation. "Most human behavior are performed and on later occasions this coded information serves as a guide for actions
Bandura (1967) social learning theory explains human behavior in terms of continuous reciprocal interaction between cognitive, behavioral and environmental influences. Bandura believed in "reciprocal determinism" that is the world and a person's behavior cause each other, while behaviorism essentially states that one's environment cause one's behavior. Bandura, who was studying adolescent aggression, found this too simplistic, and so in addition, he suggested that behavior causes environment as well
Later. Bandura soon considered personality as an interaction between three components
The environment, behavior and one's psychology
Relevantly, advertising is essentially a persuasive communication. The goals set for advertising are communication tasks to reach a defined audience to a given extent and during a given time. In general, consumers are more from unawareness of he product or service to awareness and then to knowledge, liking preference, acceptance (conviction) and then to the purchase of the product or services. The above step in persuasive communication indicates three major objectives of advertising
a. To produce awareness and knowledge about the product or service
b. To create liking or preference for it.
c. To stimulate thought and action about it
In his review, Shaw (1981) maintains that "the reason for the use of advertising in sales is to change opinion and attitude The level of changes depends on the frequency and quality of the information. Momoh. O. (2011). The influence of online advertising on consumer buying behavior. B.Sc. project. Caritas University, Enugu State posits that "understanding the behavior of consumers to the best of the goal of any successful business. In essence, it is the effective key in advertising" The goal of advertising is to persuade the consumer to do something usually to purchase a product.
If advertising is to attract and communicate to audience in a way that they produce this desired result, advertises must first understand their audiences. They must acquaint themselves with consumer's way of thinking with the factor that motivate them and the environment in which they live. Most scholars view advertising as having positive effect for both consumers and manufacturers process tone's ability to entertain images in minds and language).
His theory added a social element, arguing that people can learn new information and behavior by watching other peoples, known as observational, leaning or modeling. This type of learning can be used to explain a wide variety of behaviors. There are three core concepts at the heart of social learning.
First theory, the ideal that people can learn through observation Next is the adea that internal mental states are an essential part of this process.
Finally, this theory recognized that just because something's has been learned, it does not mean that it will result in a change in behaviors. Therefore, is appropriate to use this theory for this study, Student of Kwara State Polytechnic, Ilorin, from where the sampled populated was drawn and in fact, the area of study showed that they are been influenced by the advertisement on Guilder Ultimate Beer
2.3 Review of Related Studies
Ebosie. (2009) The effect of advertisement-on consumer in Enugu State B.sc project, caritas university, Enugu state defines advertising according to the advertising practitioners council of Nigeria (APCON) as a form of communication through media about a product, service or idea, paid for an identified sponsor The study also stated according to Encyclopedia American (1981), that "Advertising is any paid form of non-personal presentation and promotion of products, services or ideas by an identified individual or reawakening and production of predispositions to buy advertised products or services
Online advertising revenues are growing rapidly and setting records every year (interactive advertising bureau, 2016), and its believed that online behavioral advertising (OBA) will be part of this growth (e-marketer, 2010, Chen and Stallaert, 2014) The industry claims that OBA creates more relevant and efficient advert and boosts advert effects (Beales, 2010, Chan and Stallaert. 2014)
However, the practice also involves collecting, using and sharing personal data, and thus raises consumer privacy concerns. Therefore, OBA has received much attention from regulators, such as the US federal trade communion (FTC, 2012) and European data protection author Aids (Article 2a data protection working party, 2010), and consumer organizations
In response, industry alliances in the United States and the European interactive digital advertising alliance set up self-regulatory programs to protect consumer privacy and describe how to inform customers that are online about data collection and usage
Leading scholars argue that advertising will be more personalized and targeted and will involve more individual communication, where advertisers can interact messages based on consumer behavior and needs (Kumar and Gupta, 2016. Schultz, 2016: Rust, 2016). This emphasizes the relevance of the topic not only in practice but also in academic field.
The above review of related studies are relevant to the researchers present project since they also look at the perspective or effect on the online advertisement on the behavior of the consumers, which is similar to the project topics, that is the effects of online advertisement on buying habits of students of Kwara State Polytechnic. Ilorin
However, few scholars see advertising as another means employed by manufactures in wrongfully persuading consumer to buy a particular brand of product Achembaum (1973, P. 62) supported this view, to him, advertising is a means of building up the minds of consumers for rational preference for a certain brand of goods. Consumer reacts to advertising by doing something they might not just do on their own. This approach reveals that our emotions, advertising recognizes this human weakness and utilizes it to appeal to the consumers.
The above review of related studies are relevant to the researchers present study, since they also look at the effects of advertising on the behavior of consumers, which is similar to the researchers on study that is impact of builder advertisement on the social behavior of students of Kwara State Polytechnic, Ilorin















CHAPTER THREE
RESEARCH METHODOLOGY
This chapter discussed the method of research used in the study, it contained and explained the following.
3.1 Research Design
The researcher for this study chooses the survey research design, as a result of the nature of information that this research seeks together. The survey research was used in collecting data for the study at hand. The choice of survey research as the research design for this study was based on the knowledge that it is most suits for this kind of work because of certain advantages that it offers
It also allows the researcher to go direct into the field and meet the response from the respondents
Furthermore, the survey research also ensures that the result that becomes the outcome of the effort is respected This is because it allows every characteristic presented in the population to be accommodated. Thus, making it easily generalized to what is obtained on ground
Survey research makes use of the sampling method, which allows representativeness. All the characteristics of the population from where the selection of the sample is made must be accounted for in the selected sample for the result to be valid.
3.2 Population of the Study
From the population of this study, a number of 100 students were purposely selected for the purpose of this study, from the entire population of all students of Kwara State Polytechnic. This choice of purposive sample was made because it is possible to study the entire population in a research like this. This is a result of certain limitations, such as time and restraining factors
3.3 Sample Size and Sampling Techniques
For the purpose of this study, the researcher considered the purposive sampling techniques as most suitable means of obtaining data. The purposive sampling is a method of drawing a portion or sample of a population purposively in such a way that each number of the population has an equal chance of being selected or includes in the sample the researcher therefore purposively selected 100 respondents as the sample size for the study
3.4 Research Instrument
The research instrument used in this study was the questionnaire the questionnaire was properly structured and carefully designed with questions. which are used to gather necessary and desired information from the respondents who will fill the questionnaire. The questionnaire was divided into two parts, Part A of the questionnaire contained items on the demography of the respondents and Part B answered the research questions
3.5 Validity and Reliability of Data Gathering Instrument
The instrument used in this research work is valid because after constructing and carefully studying the questionnaire, it was passed to the researcher’s supervisor for critical examination and possible modification of some aspect of it questionnaire were also subjected to trial run
For the reliability the t-test method was used to test the reliability of the data collected this entails give some questionnaire to some respondents after an interval of one or two weeks. The first set of the questionnaire to be served the respondent were market "X", while the second set of the questionnaire were marked "Y" The correlations between these two answers were determined by using person coefficient correlation to arrive at the degree of reliability of sets of answers from the selection
3.6 Method of Data Collection
Data was collected by administering formulated to the respondents who are students of Kwara State Polytechnic, Ilorin (Kwara Poly)
The researcher handed out the questionnaire to respondents in person and collected the filled questionnaire to respondent in person and collected the filled questionnaire in person as well, out of 100 copies of questionnaire distributed to respondents, 80 copies were retrieved and these represented a response rate of return of 80%
3.7 Method of Data Analysis
The analysis presentation and interpretation of data were based on the data collected using the questionnaire formulated. The data collected was analyzed using the sample co-efficient method. The presentations of the results were given in tabular form.
Necessary explanations were made after each table
















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
Introduction
The aim of the study is to know the effect of online advertisement on the students buying habits of Kwara State Polytechnic students. This chapter is concerned with the presentation and analysis of data collected with the use of the questionnaire
4.1 Data Presentation
The research presented data in both textual and tabular forms for easy reading and understanding of the presentation
Question 1: What is sex?
Table 1: Distribution of respondents by sex 
	Option
	Respondents 
	Percentage (%)

	Male 
	70
	70%

	Female
	30
	30%

	Total 
	100
	100%


Source: Research Survey 2025
	From the table above it shows that 32(32%) of the respondents from the male while 67 (67%) of the respondents are female.
Table 2: Age of respondents 
	Option
	Respondents 
	Percentage (%)

	15-18
	20
	20%

	19-23
	30
	30%

	24-28 
	25
	25%

	29-33
	25
	25

	Total 
	100
	100%


Source: Research Survey 2025
From the above table, 20 (20%) were between 15 -18, 30 (30%) were between the ages of 19- 23, 25 (25%) are between the ages of 24 -28. while 25 (25%) are between the age of 29-33.
Question 3: Marital status
Table 3: Marital status of respondents 
	Option
	Respondents 
	Percentage (%)

	 Married
	3
	3%

	Single
	94
	94%

	Divorced
	3
	3%

	Others
	0
	0%

	Total 
	100
	100%


Source: Research Survey 2025
From the above 3 respondents out of 100 (3%) were married, 94 were single which represent (94%) while 3 were divorced representing (3%) and other is 0 representing (0%).
 Table 4: What is your qualification of the respondents? 
	Option
	Respondents 
	Percentage (%)

	WAEC/NECO NABTEB,
	53
	53%

	OND/NCE
	46
	46%

	BSE/HND
	1
	1%

	Total 
	100
	100%


Source: Research Survey 2025
 	From the above table, 53 respondents were representing (53%) that have WAEC/NECO NABTEB, while OND/NCE were 46 which represents (46%) and the other is BSC HND, 1 respondent were representing (1%)
Question 5: What is your Religion?
Table 5: Response to question 5
	Religion
	Frequency
	Percentage (%)

	Muslim
	50
	50%

	Christian
	41
	41%

	Others
	9
	9%

	Total
	100
	100%


Source: Research Field Survey, 2025
The tables above showed 50 out of 100 respondents (50%) were Muslims and 41 respondents (41%) were Christians, while 9 respondents (9%) were others.
Question 6: Student has access to online advertisement
Table 6: Response to question 6
	Responses
	Frequency
	Percentage

	Yes
	91
	91%

	No
	2
	2%

	None of the above
	7
	7%

	Total
	100
	100%


Source: Research Field Survey, 2025
The table showed that 91 out of 100 respondents (91%) have access to online advertisement, 2 respondents (2%) have no access to online advertisement while 7 (7%) represents none of the above.
Question 7: If yes, what effect does it have on students?
Table 7: Response to question 7
	Responses
	Frequency
	Percentage

	Positive
	97
	97%

	Negative
	1
	1%

	None of the above
	2
	2%

	Total
	100
	100%


Source: Research Field Survey, 2024
From the above table, 97 respondents out of 100 respondents (97%) have positive effect on online advertisement, 1 respondent (1%) have negative effect and 2 respondents (2%) have no idea.
Question 8: Online advertisement is most appropriate for passing information
Table 8: Response to question 8
	Responses
	Frequency
	Percentage

	Yes
	40
	40%

	No
	53
	53%

	None of the above
	2
	2%

	Total
	100
	100%


Source: Research Field Survey, 2025
In response to the question above 40 out of 100 questionnaires (40%) agreed that online advertisement is most appropriate for passing information, while other 53 respondents (53%) have negative opinion while 7 (7%) have no idea
Question 9: What nature of impact does online advertisement have on students of Kwara State Polytechnic?
	Responses
	Frequency
	Percentage

	Positive
	73
	73%

	Negative
	7
	7%

	None of the above
	20
	20%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 73 respondents out of 100 respondents (73%) have positive effect on online advertisement, 7 respondents (7%) have negative effect on online advertisement, 20 respondents (20%) have no idea
Question 10: What nature of effect does online advertisement has on Kwara State Polytechnic students?
Table 10: Response to question 10
	Responses
	Frequency
	Percentage

	Positive
	60
	60%

	Negative
	15
	15%

	None of the above
	25
	25%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 60 respondents out of 100 respondents (60%) have positive effect, 15 respondents (15%) have negative effect, and 25 respondents (25%) have no idea
Question 11: Students should allocate more time on online advertisement programmer
Table 11: Response to question 11
	Responses
	Frequency
	Percentage

	Strongly Agree
	75
	75%

	Agree
	19
	19%

	Neutral
	3
	3%

	Disagree
	2
	2

	Strongly Disagree
	1
	1

	Total
	100
	100%


Source: Research Field Survey, 2025
The table showed that 75 out of 100 respondents (75%) strongly agree that students should allocate more time on online advertisement, 19 respondents (19%). agreed that student should allocate more time on online advertisement,3 respondents (3%) were neutral and 2 respondents (2%) disagreed, while respondents 1 (1%) strongly disagreed
Question 12: Online advertisement is the cause of buying habit on students in
Table 12: Response to question 12
	Responses
	Frequency
	Percentage

	Strongly Agree
	20
	20%

	Agree
	15
	15%

	Neutral
	15
	15%

	Disagree
	30
	30%

	Strongly Disagree
	20
	20%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above showed that 20 out of 100 respondents (20%) strongly agree that online advertisement is the cause of buying habit on students in Kwara State Polytechnic, 15 respondents (15%) agreed that online advertisement is the cause of buying habit of students in Kwara State Polytechnic, 15 respondents (15%) were neutral and 30 respondents (30%) disagreed, while 20 respondents (20%) strongly disagreed.
Question 13: Students exposure to online advertisement leads to exhibition of anti-social behavior?
Table 13: Response to question 13
	Responses
	Frequency
	Percentage

	Strongly Agree
	40
	40%

	Agree
	20
	20%

	Neutral
	16
	16%

	Disagree
	13
	13%

	Strongly Disagree
	11
	11%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 40 out of 100 respondents (40%) strongly agree that students exposure to online advertisement lead to exhibition of anti-social behavior 20 respondents (20%) agreed that students’ exposure to online advertisement lead to exhibition of anti-social behavior. 16 respondents (16%) were neutral and 13 respondents (13%) disagreed, while 11 respondents (11%) strongly disagreed
Question 14: Online advertisement is achieved through persuasion on student buying habit
Table 14: Responses to question 14
	Responses
	Frequency
	Percentage

	Strongly Agree
	50
	50%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	15
	15%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Research Field Survey, 2025
In response to the above table 50 out of 100 respondents (50%) strongly agree that online advertisement is achieved through persuasion on students buying habit, 20 respondents (20%) agreed that online advertisement is achieved through persuasion on students buying habit, 15 respondents (15%) were neutral and 10 respondents (10%) strongly disagreed, while 5 respondents (5%) disagreed,
Question 15: Online advertisement is very faster than any other means advertisement
Table 15: Response to question 15
	Responses
	Frequency
	Percentage

	Strongly Agree
	35
	35%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Research Field Survey, 2025
Question 16: Online advertisement is used in sales to changes opinion and attitude
	Responses
	Frequency
	Percentage

	Strongly Agree
	30
	30%

	Agree
	14
	14%

	Neutral
	10
	10%

	Disagree
	11
	11%

	Strongly Disagree
	35
	35%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table. 30 respondents (30%) out of 100 strongly agree that online advertisement is used in sales to change opinion and attitude 14 respondents (14%) agree, while 10 respondents (10%) were neutral and 11 respondents (11%) disagreed, while 35 respondents (35%) strongly disagreed
Question 17: Kwara State Polytechnic students have improved a great deal through online advertisement
Table 17: Responses to question 17
	Responses
	Frequency
	Percentage

	Strongly Agree
	40
	40%

	Agree
	15
	15%

	Neutral
	15
	15%

	Disagree
	16
	16%

	Strongly Disagree
	14
	%14

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table 40 respondents (40%) out of 100 strongly agree that online advertisement is used in sales to change opinion and attitude, 15 respondents (15%) agreed that online advertisement is used in sales to change opinion and attitude, while 15 respondents (15%) were neutral and 16 respondents (16%) disagreed, while 14 respondents (14%) strongly disagreed
Question 18: Advertisement is a persuasive nature and loyalty on the buying habits of students
Table 18: Responses to question 18
	Responses
	Frequency
	Percentage

	Strongly Agree
	30
	30%

	Agree
	40
	40%

	Neutral
	5
	5%

	Disagree
	9
	9%

	Strongly Disagree
	16
	16%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 30 respondents (30%) out of 100 strongly agree that advertisement is a persuasive nature and loyalty on the buying habits of students, 40 respondents (40%) agreed that advertisement is a persuasive nature and loyalty on the buying habits of students, while 5 respondents (5%) were neutral to the respond and 9 respondents (9%) strongly disagree, the other 16 respondents (16%) disagreed
Question 19: The effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students, Ilorin

Table 19: Response to question 19
	Responses
	Frequency
	Percentage

	Strongly Agree
	60
	60%

	Agree
	20
	20%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 60 respondents (60%) strongly agree that effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students, 20 respondents (20%) agreed that effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students, while 10 respondents (10%) were neutral and 5 respondents (5%) disagree and 5 respondents (5%) strongly disagreed to the question.
Question 20: Online advertisement deception takes false promises on students
Table 20: Response to question 20
	Responses
	Frequency
	Percentage

	Strongly Agree
	40
	40%

	Agree
	20
	20%

	Neutral
	20
	20%

	Disagree
	5
	5%

	Strongly Disagree
	15
	15%

	Total
	100
	100%


Source: Research Field Survey, 2025
From the above table, 40 respondents (40%) out of 100 strongly agreed that online advertisement deception takes false promises on students, 20 respondents (20%) agreed that online advertisement deception takes false promises on student, while 20 respondents (20%) were neutral and 5 respondents (5%) disagreed and 15 respondents (15%) strongly disagreed to the questions.

4.2 Analysis of Research Questions
Research Question One: To what extents has online advertisement impacted on the buying habit of students of Kwara State Polytechnic?
The data on table 9, 10 and 14 were used to answer the research question.
The data on table 9 shows that 73 respondents (73%) has been impacted positively through online advertisement, while 7 respondents (7%) were not impacted through online advertisement and 20 respondents (20%) have no idea, either positively or negatively.
The data on table 10 indicated that 60 respondents out of 100 respondents (60%) have positive on the value of effect does online advertisement have on Kwara State Polytechnic students, while 15 respondents (15%) have negative effect, and 25 respondents (25%) have no idea.
The data on table 14 show that 50 out of 100 respondents (50%) strongly agree that online advertisement is achieved through persuasion on students buying habit, while 20 respondents (20%) agreed that online advertisement is achieved through persuasion on students buying habit, 15 respondents (15%) were neutral and 10 respondents (10%) strongly disagreed, while 5 respondents (5%) disagreed.
Research Question Two: What is the nature of impact of online advertisement has on social bahaviour of students of Kwara State Polytechnic, Ilorin.
The data on Table 18 was used to answer the research question. It showed that 30 respondents (30%) out of 100 strongly agree that advertisement is a persuasive nature and loyalty on the buying habits of students, while 40 respondents (40%) agreed that advertisement is a persuasive nature and loyalty on the buying habits of students, while 5 respondents (5%) were neutral to the respond and 9 respondents (9%) strongly disagree, the other 16 respondents (16%) disagreed.
Research Question Three: To what level has online advertisement impacted on the social behavior of students of Kwara State Polytechnic, Ilorin.
The data on Table 13 and 19 were used to answer the research question. 
Table 13 shows that 40 out of 100 respondents (40%) strongly agree that student’s exposure to online advertisement lead to exhibition of anti-social behavior 20 respondents (20%) agreed that students’ exposure to online advertisement lead to exhibition of anti-social behavior. 16 respondents (16%) were neutral and 13 respondents (13%) disagreed, while 11 respondents (11%) strongly disagreed.
The data on the Table 19 was also used to indicate that 60 respondents (60%) strongly agree that effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students, 20 respondents (20%) agreed that effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students, while 10 respondents (10%) were neutral and 5 respondents (5%) disagree and 5 respondents (5%) strongly disagreed to the question.
Research Question four: What factors influence students of Kwara State Polytechnic vies of online advertising.
The data on table 7 was used to answer the research question. Table 7, shows that 97 respondents out of 100 respondents (97%) have positive effect on online advertisement, 1 respondent (1%) have negative effect and 2 respondents (2%) have no idea.
4.3 Discussion of Findings
The research in this work discovered that online advertisement has a great effect in the buying habits of Polytechnic students. This study also show that most of the people living in any modern city today, including students under the influence of advertising. Everybody and for most of out lives we see and hear advertisement even if you don’t watch the television you will listen to radio.
The finding of the study showed that online advertisement to a great extent has impacted on the student’s behavior in respect to their social life.
Online advertisement from the finding in this research has impact and influenced the students on the social behavior through persuasion on having access to online advertisement. However, in the research work, the research is limited to the study of Kwara State Polytechnic as a case study because of the time constraint to use it in generalizing the entire students.
It is from the finding researcher impact negative on the student bahaviour by making them act the influence of alcohol after taking the line bear which they must have seen in the advertisement.  






CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This finding of this study shows that there is no doubt as to the great impact online advertisement has made and still to make in students’ life especially in the lives of student of Kwara State Polytechnic, Ilorin.
	Chapter one, it contains the introduction about the effect of online advertisement on buying habit of student in Kwara State Polytechnic and the background of the study, as the case study of the research work. It also contains the research objective and research questions to know the effect and impact of the polytechnic students towards online advertisement.
	Chapter two contains related literature review through consultation of journals, magazine and internet, also the concept of advertising in this chapter, the theoretical frameworks were used to explain the impact and effect of online advertisement and advertising appeal to social behavior of students of Kwara State Polytechnic.
	Chapter three, it consists the research methodology and research design used to explain the study as one of the instruments used in making work done.
	However, in chapter four, it comprises of data analysis and collection which was used through the questionnaire been distributed to respondents. It also interprets the discussion of finding which showed that students are being persuaded and influenced to allocate more time on online advertisement.


5.2 Conclusion
From the analysis gathered in this research, the study concludes that online advertisement has an impact on the buying behavior of the students and its considerable segment. This study did not fall to prove that whatever impact on advertising causes depends on the state of mind of the students and the findings made by the researcher in this study
	However, this study concludes that online advertisement has create the desire and their interest in the student’s mind by spending much of their time on online advertisement and newer items by educating the students about better life style
5.3 Recommendations
	Having critically analyzed the impact and effect of online advertisement on buying habits of students, it is recommended that,
· Before an advert is designed, a great depth of research should be done to find out the group of people most likely to buy and use the online advertisement, in order to direct that particular advert to them
· Advertisers should be more realistic in their advertisement on social media, would seem as advertising is done purposely to distort reality.
· De researcher also recommends that online advertisement should present advens the way they are as an agent of choice about a product
· Online advertisement should be more realistic in their online advertisement and conscious their message content through persuasion in order to achieve their goals in the advertisement
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QUESTIONNAIRE
Dear Respondent,
[bookmark: _Hlk204247171]We are student of the department of mass communication conducting a research on a topic the effect of online advertisement on buying habits of polytechnic students. We would be very happy if you could help us to answer the following questions truthfully All information will be used strictly for academic purpose and will be treated with utmost confidence your co-operation is highly appreciated.
Note: please tick the boxes provided and fill in the blank spaces where necessary
SECTION A
1. Sex: (a) Male (  ) (b) Female (  )
2. Age: (a) 15 18yrs (  ) (b) 19-23yrs(  ) (c)24-28yrs(  ) (d) 29 33yrs(  )
3. Marital status: (a) Married () (b) Single () (c) Divorce (  ) (d) Others (  )
4. Educational Qualification: (a) WAEC, NECO, NABTED (  ) (b)OND NCE(  ) (c) BSC/HND(  )
5. Religion: (a) Muslim (  ) (b) Christian (  ) (c) Others (  )
SECTION B
6. Students have access to online advertisement (a) Yes (  ) (b) No(  )  (c)None of the above (  )
7. If yes, what effect does it have on Students? (a) Positive (  ) (b) Negative (  ) (c) None of the above (  )
8. Online advertisement is most appropriate system for passing information?
(a) Yes (  ) (b) No(  ) (c) None of the above (  )
9. What nature of impacts does online advertisement have on students of Kwara State Polytechnic? (a) Positive (  ) (b) Negative(  ) (c) Neutral (  )
10. What nature of effects does online advertisement have on the students of Kwara State Polytechnic? a) Positive (  ) (b) Negative (  ) (c) Neutral (  )
Note: Please note the following key terms and tick only one box for each question
Key Terms: 1. SA = Strongly Agree 2. A =Agree 3. N=Neutral 4. D =Disagree 5 SD=Strongly Disagree
	
	
	SA
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	N
	D
	SD

	11
	Students should allocate time on online advertisement programme
	
	
	
	
	

	12
	Online advertisement is the cause of buying habits on students of Kwara State Polytechnic
	
	
	
	
	

	13
	Students exposure to online advertisement leads to exhibition of anti-social behavior
	
	
	
	
	

	14

	Online advertisement is achieved through persuasion
	
	
	
	
	

	15
	Online advertisement is very faster than any other means of advertisement
	
	
	
	
	

	16
	Online advertisement in used in sales to change opinion and attitude
	
	
	
	
	

	17
	Kwara State Polytechnic student have improved great deal through online advertisement
	
	
	
	
	

	18
	Advertisement is a persuasive nature and loyalty on the buying habits of students
	
	
	
	
	

	19

	The effect of online advertisement does not stop the economy, but has influenced the social behavior of Kwara State Polytechnic students
	
	
	
	
	

	20
	An online advertisement deception takes false promise on students
	
	
	
	
	



