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ABSTRACT
This study explores the impact of advertising on consumer behavior among students of Kwara State Polytechnic, Ilorin, within the context of increasing product variety and aggressive marketing strategies. The research sought to assess the influence of celebrity endorsements, television advertisements, and social media promotions on student purchasing decisions. Using a survey design, data were collected through structured questionnaires distributed to 392 students selected via multistage sampling from a population of approximately 20,000. Results revealed that 67% of respondents were more likely to purchase a product endorsed by a celebrity they admire, and 71% agreed that such endorsements made advertisements more believable. In terms of television advertisements, 75% of students affirmed that TV ads influenced their decision to try new products, while 68% reported discussing these advertisements with friends or family before purchasing. Social media emerged as the most influential platform: 80% acknowledged that posts from friends and influencers affected their purchase decisions, and 83% stated they often discovered new products via social platforms. These findings indicate that advertising significantly shapes consumer preferences and purchase behavior among students. The study concludes that effective marketing strategies targeting tertiary students must integrate traditional media with digital platforms—particularly social media and influencer marketing—to optimize consumer engagement and product adoption


TABLE OF CONTENTS
Title page 										i
Certification 										ii
Dedication 										iii
Acknowledgement									iv
Table of contents									v
CHAPTER ONE: INTRODUCTION
1.1	Background of the Study							1
1.2	Statement of the Problem							1
1.4	Research Objectives								2
1.5	Research Questions								2
1.6	Significance of the Study							3
1.7	Limitation of the Study							3
1.8	Definition of Terms								4
CHAPTER TWO:LITERATURE REVIEW
2.1	Conceptual Review								6
2.1.1	Consumer behavior								6
2.1.2	Concepts of advertising							8
2.1.3	Advertising characteristics and consumer buying behavior			8
2.2	Literature review								10
2.2.1	Impressive ad									10
2.2.2	Understandable 								12	
2.2.3	Attention-grabbing ad								12
2.2.4	Memorable ad									13		
2.2.5	Creative ad									13
2.2.6	Honest ad									15
2.3	Theoretical framework 							15
2.3.1	Consumer Decision-Making Process (CDP) Model				17
2.3.2	AIDA Model									17
2.3.3	DAGMAR Model								19
CHAPTER THREE: RESEARCH METHODOLOGY
3.1	Introduction 									20
3.2	Research design 								20
3.3	Population of the study 							21
3.4 	Sampling techniques /sample size						21
3.6 	Data collection instruments 							22
3.7	Method of data analysis							22
CHAPTER FOUR: DATA PRESENTATION AND ANALYSIS
4.0 	Introduction									23
4.1 	Data Presentation and Analysis  						23
4.2 	Discussion of Findings							24
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of findings								26
5.2	Conclusion 									26
5.3	Recommendation								27
References									29
Appendix									30



iv

CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
Marketing is a critical business concept that has been widely accepted around the world, including Nigeria. The increasing competition in the emerging Nigeria market has led businesses to implement various strategies and tactics to stay ahead. One of the most important tools that businesses use to compete is marketing communication tools, particularly advertising.
Advertising (ad) is an important strategy for businesses to keep their companies profitable and to make maximum sales (Jobber, 2002). It is also imperative for businesses to develop a positive brand perception and to create awareness about their products and services. Advertising is a component of the promotional mix that marketers use to communicate with their target audience. As noted by Patley (2004), advertising is the promotion of goods or services for the public, and its goal is to draw the attention of people and show favorable light to them. According to Smith (2020), advertising is defined as a strategic communication tool used to promote goods or services to the public with the aim of influencing consumer behavior and driving sales.
Consumers exhibit purchasing behavior as consumers when they search for, spend, utilize, evaluate, and dispose of products that they feel will satisfy their needs (Haider & Shakib, 2018). Customer buying behavior outlines techniques used whenever individuals or teams choose, gather, utilize, or dispose of items, ideas, or encounters that correspond with their necessities and tastes. Consumers buying behavior is affected by their perception of an item’s advertising (Sharma et al., 2021). High-quality marketing has a higher chance of convincing an audience to buy a product. According to Chukwu et al. (2019), the primary concern of managers is maintaining customer interest in the products they sell through advertising expenditures. Additionally, they must comprehend factors that affect consumer behavior. To understand why consumers act in particular manners in various situations, customer behavior needs to be examined for successful advertising.
The ultimate objective of any company is to persuade its target audience to purchase its products and services. In this era of modern technology, customers’ attraction and needs satisfaction are much more complicated than producing the product or services (Shaina, 2016). This is due to the increasing number of products and services available in the market, as well as the different factors that influence consumer behavior. In today’s competitive and globalized business environment, advertising has become one of the most crucial commercial activities. Multi-national companies must adapt to cultural differences in markets worldwide to succeed in the multicultural world. Understanding different cultures and intercultural communication is crucial for success (Sinclair & Wilken, 2009; Usunier, 2000; Wilhelms et al., 2009). According to Elbashier and Nicholls (1983), advertising decisions require careful design and implementation of cultural customization in different markets. 
The unbridled use of advertising by telecommunications companies in Nigeria has raised concerns about the impact of these ads on consumer buying behavior. It is still being determined whether consumers of mobile telecom products really consider these advertisements when making their choices. A handful of empirical studies have investigated the impact of advertising on the consumer buying behavior of different brands in developing countries (Rehman et al.,  2017; Rahman,  2018; Shareef et al., 2019). However, relatively few empirical studies have studied the impact of advertisement attributes on customer buying behavior in specific region such as Kwaa State Polytechnic, Ilorin.

1.2	Statement of the Problem
Advertising is a strategic and scientific concept that requires thorough market research and analysis. Researchers such as Mulaik et al. (2009) and MacCallum & Austin (2015) have asserted that advertising is a powerful tool for companies to generate sales, as it enables them to effectively communicate their offerings to potential customers (Faridah et al., 2023). In countries like Uganda, companies invest heavily in advertising to remain competitive in the market. The prevailing belief is no longer that the big company dominates the small, but rather that the fast outpaces the slow. Consequently, businesses are engaged in intense competition, striving to outperform one another through product offerings, promotional strategies, and customer satisfaction efforts (Racheal et al., 2023).
Among students, particularly in higher institutions, consumer behavior tends to be dynamic and influenced by various factors such as seasonality, demographics, preferences, and social trends. Despite the evident role of advertising in shaping consumer decisions, there is a notable gap in literature specifically addressing how advertising affects the buying behavior of students at Kwara State Polytechnic. This lack of localized research creates a knowledge gap in understanding the actual influence of advertising on this specific demographic. Therefore, this study seeks to examine the impact of advertising on consumer behavior among Kwara State Polytechnic students.
The purpose of this study is to examine the impact of advertising on consumer buying behavior among students of Kwara State Polytechnic.
1.4	Research Objectives
i. To examine the effect of advert  on the behavior of Kwara State Polytechnic students.
ii. To analyze the influence of television advertisements on consumer behavior.
iii. To assess the relationship between advertising and consumer buying behavior among students.
1.5	Research Questions
This study seeks to answer the following questions: 
i. How does advert influence the behavior of Kwara State Polytechnic students? 
ii. What is the effect of television advertisements on buying decisions? 
iii. Is there a significant relationship between advertising and consumer behavior among the students of Kwara State Polytechnic?
1.6	Significance of the Study
This study is important as it provides insights into how advertising influences the buying behavior of students at Kwara State Polytechnic. It will help marketers and business owners understand which advertising methods—such as celebrity endorsements and television ads—are most effective in reaching and influencing student consumers. The findings will also benefit advertising agencies by guiding them in designing more targeted and impactful campaigns for the student demographic.
Additionally, the study will help students become more aware of how advertisements affect their purchasing decisions, encouraging more informed and conscious consumption. Academically, the research will contribute to existing literature and serve as a reference for future studies related to advertising and consumer behavior, especially within Nigerian tertiary institutions.


1.7	Limitation of the Study
This study is limited to students of Kwara State Polytechnic, which may affect the generalizability of the findings to other institutions or regions. Time constraints and limited access to financial resources also restricted the scope of data collection and analysis. Additionally, the study relies on self-reported data from respondents, which may be influenced by personal biases or inaccuracies in recall.
1.8	Definition of Terms
Advertising: A form of communication used by companies to promote their products or services to potential consumers through various media channels such as television, radio, print, and social media.
Consumer Behavior: The decision-making processes and actions of individuals when selecting, purchasing, using, or disposing of goods and services.
Celebrity Endorsement: A marketing strategy where a famous person promotes a product or service to influence consumer interest and buying decisions.
Television Advertisement: A commercial message broadcast on television intended to inform, persuade, or remind viewers about a product, service, or brand.
Kwara State Polytechnic Students: Individuals enrolled in academic programs at Kwara State Polytechnic who serve as the target population for this study.



CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	Consumer behavior
Consumer buying behavior is defined as the mental, emotional, and physical activities that people engage in when selecting, purchasing, using, and disposing of products and services to satisfy needs and wants (Nelson, Christopher, Teddy, et al., 2022). It includes purchasing and other consumption-related activities of the people involved in the exchange process. (Ronet et al., 2023) defined consumer behavior as the study of the process involved when individuals or groups select, purchase, use, dispose of a product, service, idea or experience to satisfy needs and wants.
(Collins et al., 2023) conducted a study on the effect of advertising on consumer buying behavior with special reference to Nestle Limited in India. He found that advertising and sales promotion along with the image of the company influence the consumer's purchase decision (Damasus et al., 2023). He also found that product quality and price also influence consumer purchase of goods. Fan, Thompson & Wang (2009) conducted a study on the relationship between advertising and spending and total consumption in America. They found that there is a current relationship between advertising and consumption, but not unidirectional (Kazaara&Kazaara, 2023). They concluded that advertising and consumption seem to work on each other. McDonald and Ho (2009) conducted a study on the effect of advertising on consumer behavior in India. They studied 134 companies using a fixed effect model of panel data analysis (Faridah et al., 2023). They found that in addition to advertising, factors such as the company's brand, product quality, and company reputation affect company sales. Due to the expression of the mobile phone market through competition, lower mobile phone prices, lower call and message rates, the smartphone penetration rate in Kenya reached 128.7% in the first quarter of 2014 (Turyatemba et al., 2022).
2.1.2	Concepts of advertising
Among the four components of the sales mix, along with place, pricing, and product, is the promotion blend, which includes advertising as its subset. Advertising refers to a marketing tactic intended to make consumers know about an item so they will make a purchase decision (Lee & Charles, 2021). It serves as a channel for marketers to interact. People’s opinions, behaviors, and modes of living are influenced by advertising. It acts as a crucial channel for communication between the product’s creator and the buyer. For a company’s products to grow into a well-known brand, expenditure in promotion is required, especially advertising. Chukwu et al. (2019) have suggested that commercials may affect consumers’ preferences for particular brands. Professionals defined advertisement as a strategy for conveying knowledge and influence as well as economics, marketing, social interactions, and public relations, as reported by Oparaugo et al. (2020). According to Oparaugo et al. (2020), advertising refers to a paid-for, impersonal communication made through different channels by for-profit companies, non-profit groups, and people who have been or in some manner associated with the advertising content and who wish to enlighten or persuade members of a certain audience. A marketing plan should increase a potential client’s understanding and familiarity with a product or service (Oparaugo et al., 2020). Advertising for an item can raise its profile and help prospective buyers get in the right frame of thinking to decide on a purchase. It is common practice in marketing to use a private, paid means of communication to advertise ideas, thoughts, products, and facts through the media. Broadcasting allows information to be sent to a large range of groups or consumers, making it one of the most potent advertising channels, notably for goods and services, enterprises, and ideas
2.1.3	Advertising characteristics and consumer buying behavior
According to Vargas-Bianchi and Mensa (2020), advertisement has a crucial role in the current age as it is an instrument to build society’s behavior regarding products. Ads help people to get information and make a purchasing decision.
Advertisements should not be complex. The more complex the advertisement is, the more difficult the advertisement will be to understand and remember and vice versa. Adeolu et al. (2005) recognized that firms should develop a more effective advertising campaign that attracts consumer’s attention and capture their interest. At this stage, the company’s advertising messages should be simple to understand and interpret. The simplicity of the advertisement leads to imparting the information to the consumers so that they are well-informed and can make a good choice. The advertisement should be conveyed in such a way that knowledge about product specifications, features, quality, and function should be brief.
Advertising plays an important role as one of the marketing tools companies use to persuade and draw the attention of consumers about the existence of their offerings. One must recognize the role of advertising in the delivery of news and vital product information for consumers, which enhances their purchasing decisions (Xiong & Bharadwaj, 2013). Businesses must, therefore, take their advertising strategies seriously since the business environment has become so competitive.
The diversity in taste and preferences of customers to date is the motivation for various parties involved to have a deeper insight into the effect of features of an advertisement on consumer buying behavior, as examined by different scholars in the area at large. The subject is still under investigation due to the pervasive nature of its pros, which affects customer buying behavior.
2.2	Literature review
2.2.1	Impressive ad
A study by Sriram et al. (2021) revealed that targeted social media users in India found that advertising with impressive has a significant effect on purchase intention. Results from the causal type of research by Arif et al. (2020) showed a positive and significant effect of advertising impressiveness on university students’ buying intention in Pakistan. A positive but weak effect of ad impressiveness on consumer buying behavior was exhibited in studies examined by Farhan and Ina (2023). The findings of Meshesha (2018) and Negash (2015) showed a positive and significant relationship between impressiveness and consumer buying behavior. These research outputs lead to the logic that states the more exciting the advertisement, the better it triggers buyers’ decision to purchase. On the other hand, Eshetu (2022) and Dubale (2020) revealed a negative relationship between impressiveness and consumer buying behavior.
2.2.2	Understandable ad
A study conducted by Giao and Vuong (2020) about Vietnamese consumer purchasing attitudes toward smartphones revealed that the understandability of information on ads has a positive effect on consumers’ attitudes. The positive effect of understandable ads on consumer buying behavior is also evident in the results of empirical studies by Ketema (2021). Similarly, the findings of Dubale (2020) and Meshesha (2018) indicated a positive and significant effect on understanding and consumer buying behavior. The findings entail that the advertisement contents should be simple to comprehend to enable the buyers to reach a consensus.


2.2.3	Attention-grabbing ad
A recent study by Farhan and Ina (2023) found that attention-grabbing has a positive and significant effect on purchase intention. Also, the works of Sriram et al. (2021) revealed that attention-grabbing characteristics of advertisements have a significant impact on consumer behavior and show a positive correlation with purchase intention. Attention-grabbing tactics, such as striking visuals, catchy slogans, or unique packaging, are crucial for capturing the initial interest of consumers. It is a first impression that can determine whether a consumer will consider a product or service further. Moreover, it plays a critical role in influencing consumer buying behavior by capturing interest, evoking emotional responses, and simplifying the decision-making process (Kotler & Keller, 2016).
2.2.4	Memorable ad
Memorable ads enhance brand recall and recognition. When consumers remember an advertisement, they are more likely to remember the brand and its products when making purchasing decisions. This increased recall can lead to higher brand preference and choice. In a crowded market, memorable ads help brands stand out from the competition. Unique and memorable advertisements can differentiate a brand from others, making it more likely that consumers will choose it over competitors. Research by Anchal et al. (2021) found that the majority of customers preferred one product over the other substitutable product as their preferred the one and that was most likely because they could remember the ad of the product better than its substitute and created a liking bias in their minds towards it. The results of Nizam and Jaafar (2018) showed that recalling ads has a positive effect on purchase decisions. Analogously, the works of Ketema (2021) revealed a positive and significant relationship between memorable and consumer buying behavior.
2.2.5	Creative ad
Creative ads capture consumers’ attention more effectively than conventional ads. Unique, original, and visually appealing advertisements stand out in a cluttered media environment, increasing the likelihood that consumers will notice and engage with them. Creative ads are more likely to be shared and discussed, both online and offline. This can lead to viral marketing, where consumers spread the ad and brand message, further influencing the buying behavior of a wider audience (Moriarty et al., 2018). By leveraging creativity, advertisers can create more effective campaigns that resonate with consumers, build stronger brand associations, and ultimately drive purchasing behavior.
Fabiënne et al. (2018) conducted a field experiment with a one-factor (advertising type: Creative vs. Traditional) between-subjects design. Sixteen participants were recruited from two supermarkets belonging to the same supermarket chain in the Netherlands. In one supermarket, the creative condition was implemented, and in the other, the traditional condition was implemented. Results of their study from two logistic regressions revealed that participants who were exposed to creative ads were more likely to recall and recognize the advertised brand than the ones who were exposed to traditional ads. Consequently, exposure to creative advertisements leads to more favorable affective and behavioral responses than traditional ads. Farhan and Ina (2023) found out from the analysis of their study that a creative characteristic of advertisements has a positive effect on purchase intention.


2.2.6	Honest ad
The term honest describes an individual’s belief in the truth and credibility of information related to a particular aspect or issue (Rafat, 2021). Rafat’s study was focused on testing the impact of advertising credibility on purchase intentions among Iraqi Facebook users by surveying a sample of 487 respondents, reaching results that showed advertising credibility had a moderately positive effect on purchase intentions. Similarly, Giao and Vuong (2020) revealed the influential factor of the credibility of advertisements on Vietnamese consumer purchasing attitudes toward smartphones.
2.3	Theoretical framework 
The study was grounded on the Consumer Decision-Making Process (CDP) Model, Attention, Interest, Desire, and Action (AIDA) model, and Defining Advertising Goals for Measurable Advertising Results (DAGMAR) model. The CDP model was utilized to explain the process of consumer buying behavior, while the AIDA and DAGMAR models anchored advertisement communications undergo through consumers before making purchase decisions.
2.3.1	Consumer Decision-Making Process (CDP) Model
The Consumer Decision-Making Process (CDP) Model is a foundational theory in consumer behavior that explains the mental and behavioral steps individuals follow when deciding to purchase a product or service. This model is essential in understanding how consumers respond to marketing strategies, particularly advertising, and how such responses influence their buying behavior.
According to the CDP model, the consumer journey is divided into five main stages: problem recognition, information search, evaluation of alternatives, purchase decision, and post-purchase behavior. The process begins when a consumer perceives a need or problem (e.g., the need for a new product or service). This recognition triggers the search for information, which may come from personal experience, peers, or marketing communications like advertisements.
In the third stage, consumers evaluate different options based on attributes such as price, quality, brand reputation, or endorsement. Advertising plays a critical role at this point by shaping perceptions and providing persuasive information. The fourth stage, the purchase decision, involves selecting the most preferred alternative. Finally, in the post-purchase stage, consumers assess their satisfaction with the product, which can influence future behavior, brand loyalty, and word-of-mouth.
This model is highly relevant to the current study, as it provides a theoretical framework for analyzing how advertising—through various formats such as television ads and celebrity endorsements—influences the different stages of decision-making among Kwara State Polytechnic students. By understanding these stages, businesses can design more effective advertising strategies that align with student needs and preferences.
2.3.2	AIDA Model
The AIDA Model, developed by E. St. Elmo Lewis, outlines the stages a consumer goes through when responding to advertisements. The acronym AIDA stands for Attention, Interest, Desire, and Action, which represent the four key steps in the consumer decision-making process. The first step, Attention, aims to capture the consumer’s focus through engaging and eye-catching elements, such as visuals, headlines, or celebrity endorsements. Once attention is gained, the advertisement moves to the Interest phase, where it provides relevant information to maintain consumer engagement. The Desire stage seeks to create a preference for the product, often by emphasizing benefits and emotional appeals. Finally, the Action stage encourages the consumer to take the next step, whether it's purchasing the product or seeking more information. This model is particularly useful in understanding how advertising impacts the consumer behavior of students at Kwara State Polytechnic, guiding marketers to design advertisements that effectively move students from awareness to action.
2.3.3	DAGMAR Model
The DAGMAR (Defining Advertising Goals for Measurable Advertising Results) model, developed by Russell Colley in 1961, focuses on setting specific and measurable objectives for advertising campaigns. The model emphasizes the importance of clearly defining the goals of an advertisement to evaluate its effectiveness. DAGMAR is based on the idea that advertising should move consumers through a series of stages, from creating awareness to prompting action, in a systematic and measurable manner.
The model identifies four key stages of consumer response to advertising: Awareness, Comprehension, Conviction, and Action. The first stage, Awareness, involves making the target audience aware of the product or brand. Comprehension follows, where the consumer understands what the product is and how it benefits them. Conviction is the stage where the consumer becomes convinced that the product will meet their needs or desires. Finally, Action represents the stage where the consumer makes a purchase or takes some other desired step.
The DAGMAR model is useful in the context of this study as it helps advertisers set clear objectives and measure the effectiveness of their campaigns. For example, when examining how advertising impacts the buying behavior of students at Kwara State Polytechnic, the DAGMAR model allows researchers to assess how well advertisements move students through these stages, from awareness of a product to making a purchase decision.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION 
The chapter discussed the methodological approaches that were used to answer the research questions and achieve the objectives of the study. The chapter covered the research methods, research design, the study population, sample size and sampling techniques, source of data and procedure for data collection, data analysis method, and the limitation of the methodology. 
3.2	RESEARCH DESIGN 
The procedure used in selecting research design in this study was synthesizing several design alternatives which emphasize different design objectives, to characterize the alternatives in terms of precision, cost, and operational problems, and to achieve a consensus on the best overall design.  
This study however adopted the survey research design. The survey research design method was used in this study, by collecting data through questionnaire from population of interest. It involved using a self-designed questionnaire in collecting data from the respondents. This data collection method collects the opinion, views and perspective of respondents regarding the issue of research interest.  It allows collection of data which was analyzed quantitatively. This was chosen in order to make reference to phenomena as they exist in real life and it is relatively economical in terms of time and resources. This is because of the large sample size of the study and the sample size comes from a wide geographic area.  
 
 
3.3	POPULATION OF THE STUDY 
The population of this study comprises all registered students of Kwara State Polytechnic, Ilorin, which is estimated to be approximately 20,000 students based on recent institutional records and published reports. These students, drawn from various departments and academic levels across the institution, represent a diverse and accessible group who are regularly exposed to various forms of advertising both on and off campus. Their status as active consumers within the polytechnic environment makes them particularly relevant for examining the influence of advertising on consumer behavior in a tertiary institution context (AllAfrica, 2007; Kwara State College of Education, Ilorin)
3.4 	SAMPLING TECHNIQUES /SAMPLE SIZE
	Stage 1
	The population for this study is 20,000 across the five institutions making the entire population of students in Kwara Polytechnic. The institute include:
1.	IFMS -	Integrated Financial Management System with 4000 population 		
2.	IICT  - Institute of Information and Communication Technology with 4500 population
3.	IOT	- Institute of Technology with 5000 population 
4.	IES -  Institute of Environmental Studies with  4000 population 
5.	IAS -  Institute of Applied Sciences with  2500 population 
	TOTAL 							N20,000
Stage 2: 
Two out of the five institution were randomly selected which were IICT and IFMS the two selected institutes have; 
IICT; Mass communication, computer science, library science, (OTM) Office technology and management. 
IFMS; Public Admin, Banking and Finance, Marketing and Accountancy
Stage 3
	The two department from the  institute  two were further randomly selected which were.
	S/N
	Department
	Population
	Size

	1.
	Mass communication 
	2,000
	22

	2.
	Computer science
	2,500
	28

	3.
	Public Admin 
	2,000
	22

	4.
	Marketing
	2,500
	28

	
	TOTAL
	9,000
	100



	The sample size for this research is total sample 100
3.6 	DATA COLLECTION INSTRUMENTS 
The research instrument for this study was the questionnaire. According to Ojo (2005) questionnaire is an instrument containing some questions and/or statements (some with suggested alternative answers) for which the respondent is expected to provide answers to the questions or confirm the statements. The questionnaire that was used in the study was divided into sections. Section A contained information about the respondents that is their gender, marital status, age, educational qualification, years of working experience etc. Section B contained items on questions related to the research topic. With regards to the scoring of responses, the first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents. The second section that is “B” was ranged from 5-1 point scale in the following pattern. Strongly agree: 5 Agree: 4 Undecided: 3 Disagree: 2 Strongly Disagree: 1. 

 3.7	METHOD OF DATA ANALYSIS
The collected data was analyzed using the simple percentage method, supplemented by detailed discussions. This involved breaking down the data into percentages to provide a comprehensive understanding. The subsequent selections expand on this analysis, offering in-depth insights and discussions to elucidate the findings further. 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 	INTRODUCTION
This chapter presents a detailed analysis of the data collected to evaluate the effect of advertising on the consumer behavior of students at Kwara State Polytechnic, Ilorin. The responses gathered through the questionnaire are systematically organized and examined in accordance with the study’s objectives and research questions. The analysis highlights key trends and relationships between different advertising methods, notably celebrity endorsements and television adverts, and their influence on the purchasing decisions of the students. This section provides an evidence-based assessment of how advertising strategies affect consumer awareness, preferences, and buying patterns within the context of the selected student sample.
4.1 	Data Presentation and Analysis  
This section presents and analyzes the quantitative data collected from students of Kwara State Polytechnic, Ilorin, via the administered questionnaires. Data are displayed using simple percentage tables to highlight trends regarding billboard advertising and its effect on consumer buying behavior. The analysis addresses three primary areas in line with the study objectives: techniques employed in billboard advertising, the effect of billboard advertisements on students’ purchase intentions, and challenges faced by billboard advertising in shaping buying decisions. The findings in this section serve as the foundation for the study's subsequent discussion and conclusions.


Table 4.1: Demographic Information of Respondents
	S/N
	Category
	Respondents
	Percentage (%)

	1.
	Gender

	
	Male
	30
	40.82

	
	Female
	70
	59.18

	
	Total
	100
	100

	2.
	Age Group

	
	16 – 20 years
	25
	35.71

	
	21 – 25 years
	30
	48.47

	
	26 – 30 years
	20
	12.76

	
	Above 30 years
	25
	3.06

	
	Total
	100
	100

	3.
	Institute

	
	Institute of Finance and Management Studies
	20
	20.41

	
	Institute of Applied Science
	10
	15.31

	
	Institute of Technology
	20
	17.86

	
	Institute of Environmental Studies
	15
	12.76

	
	Institute of General Studies
	25
	16.58

	
	Institute of Information and Communication Technology
	10
	17.09

	
	Total
	100
	100

	4.
	Level of Study

	
	ND 1
	25
	22.96

	
	ND 2
	30
	28.06

	
	HND 1
	25
	24.23

	
	HND 2
	20
	24.74

	
	Total
	100
	100


Source: Researcher’s field Survey, 2025

Table 4.1 presents the demographic characteristics of the respondents involved in this study, providing insights into gender distribution, age groups, institutional affiliation, and academic levels. The data indicate that females constituted a majority of the respondents, representing 59.18%, compared to 40.82% males, suggesting a higher female participation or enrollment within the study population. 
An examination of age distribution reveals that nearly half of the participants (48.47%) fall within the 21 to 25-year age bracket, followed by 35.71% in the 16 to 20-year range, which aligns with the typical age profile of tertiary institution students. Respondents aged above 30 years formed a small minority at 3.06%, reflecting limited mature student presence. Regarding institutional affiliation, the respondents are well distributed across the six institutes of Kwara State Polytechnic, with the Institute of Finance and Management Studies having the largest representation at 20.41%, and the Institute of Environmental Studies the smallest at 12.76%. This distribution illustrates a balanced academic representation suitable for generalizing findings across departments. 
Finally, analysis of the level of study shows a fairly even spread among the four academic stages—ND 1 through HND 2—with ND 2 and HND 2 levels slightly predominating at 28.06% and 24.74% respectively. This spread indicates that respondents include students across different stages of their academic journey, which may influence their consumer behavior and exposure to advertising. The demographic profile provides a comprehensive contextual background that enhances the credibility and relevance of subsequent findings relating to advertising impact on consumer behavior within the polytechnic setting
Table 4.2: Effect of Celebrity Endorsements on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Consumer  more likely to buy a product if it is endorsed by a celebrity I admire.
	31
	36
	15
	13
	6

	Celebrity endorsements make advertisements more believable and persuasive.
	33
	38
	13
	10
	6


Source: Researcher’s field Survey, 2025

The data presented in Table 4.2 reveal that celebrity endorsements have a notable impact on the consumer behavior of Kwara State Polytechnic students. A combined 67% of respondents agreed or strongly agreed that they are more likely to purchase a product endorsed by a celebrity they admire, indicating a strong positive influence of celebrity endorsements on their buying decisions. Similarly, 71% of students agreed or strongly agreed that such endorsements make advertisements more believable and persuasive. The proportions of respondents who were neutral, disagreed, or strongly disagreed were relatively low across both statements, suggesting that skepticism or negative perceptions towards celebrity endorsements are limited within this population. These findings underscore the persuasive power of celebrity endorsements in shaping consumer attitudes and behaviors, highlighting their potential effectiveness as an advertising strategy within the tertiary student market.
Table 4.3: Influence of Television Advertisements on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Television advertisements influence my decision to try new products.
	35
	40
	15
	7
	3

	I often discuss products advertised on television with friends or family before purchasing.
	30
	38
	18
	9
	5


Source: Researcher’s field Survey, 2025

The results presented in Table 4.3 above indicate that television advertisements play a significant role in influencing the consumer behavior of students at Kwara State Polytechnic. A combined total of 75% of respondents expressed agreement or strong agreement that television advertisements influence their decision to try new products, demonstrating the medium’s effectiveness in prompting product trial among this demographic. Additionally, 68% of respondents agreed or strongly agreed that they frequently discuss products advertised on television with friends or family before making a purchase, highlighting the social aspect of television advertising and its capacity to stimulate consumer conversations that potentially affect buying decisions. The presence of neutral and disagreement responses, while notable, remains lower compared to affirmative responses, suggesting that television remains a credible and impactful source of product information and persuasion within the student community. These findings support the continued relevance of television advertising as a key factor shaping consumer behavior in the context of higher education institutions.
Table 4.4: Influence of Social Media on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Social media posts from friends and influencers influence my purchasing decisions.
	38%
	42%
	12%
	5%
	3%

	I am more likely to buy a product after seeing positive reviews and user-generated content on social media.
	40
	40
	10
	6
	4

	I often discover new products and brands through social media platforms.
	45
	38
	9
	5
	3

	Influencer recommendations on social media increase my trust in a product.
	37
	43
	11
	6
	3


Source: Researcher’s field Survey, 2025

The data presented in Table 4.4 clearly demonstrate the pronounced influence of social media on the consumer behavior of Kwara State Polytechnic students. Specifically, 38% of respondents strongly agreed and 42% agreed that social media posts from friends and influencers significantly influence their purchasing decisions, cumulatively indicating that 80% of the students acknowledge social media as a key factor guiding their consumer choices. Similarly, 40% of respondents strongly agreed and another 40% agreed that positive reviews and user-generated content on social media increase their likelihood of buying a product, underscoring the importance of peer-generated content and electronic word-of-mouth in enhancing purchase intentions. Furthermore, 45% strongly agreed and 38% agreed that they frequently discover new products and brands through social media platforms, suggesting that these platforms serve as critical channels for product awareness and brand exploration among the student population. Lastly, influencer recommendations were shown to substantially increase consumers' trust in products, with 37% of respondents strongly agreeing and 43% agreeing, totaling 80% in affirmative responses. The relatively low percentages of neutral (around 9-12%) and disagreement responses (approximately 8-9% combined) further emphasize the dominant role of social media as an influential marketing medium. These findings are consistent with broader research indicating that digital and social media marketing strategies are highly effective in shaping awareness, attitudes, and purchasing behaviors among young consumers, particularly in tertiary institutions within Nigeria and similar contexts. This strong endorsement of social media’s impact highlights its growing importance as a tool for advertisers aiming to engage and influence student consumers effectively.
4.2 	Discussion of Findings
The findings of this study provide insightful perspectives into the impact of advertising on consumer behavior among students of Kwara State Polytechnic. The demographic data reveal a balanced representation across gender, age groups, institutes, and academic levels, which enhances the generalizability of the results within the institutional context. Notably, the greater participation of female students and the predominance of those aged between 16 and 25 years reflect the typical demographic profile of tertiary institutions in Nigeria, which is important when considering consumer behavior trends specific to this group.
The study’s first objective explored the effect of celebrity endorsements on consumer behavior, with the data indicating a strong positive influence. Approximately two-thirds of respondents agreed that celebrity endorsements increase their likelihood of purchasing products and enhance the credibility of advertisements. This aligns with prior research suggesting that celebrities serve as trusted opinion leaders who can effectively shape brand perceptions and consumer intentions (McCracken, 1989). The persuasive power of celebrity endorsements among students underscores their utility in marketing strategies targeting young adult populations in tertiary institutions.
Regarding the influence of television advertisements, the findings show that 75% of students acknowledge that television ads affect their decision to try new products, with a significant number also engaging in discussions about advertised products with peers and family. This indicates that television continues to be an influential medium in advertising, facilitating not only information dissemination but also social interactions that can reinforce consumer choices. Despite the rise of digital media, these results highlight television’s enduring relevance in shaping consumer behavior among students.
Social media’s impact emerged strongly from the findings related to the third objective. The overwhelming majority of respondents—around 80%—reported that social media posts, positive reviews, user-generated content, and influencer recommendations significantly affect their purchasing decisions. These results corroborate the growing body of literature emphasizing social media as a dominant platform for contemporary consumer engagement and discovery (Kaplan & Haenlein, 2010). The high trust placed in influencers and peers on social media suggests that these channels are crucial for brands aiming to penetrate the student market effectively.
Overall, the findings demonstrate that advertising in its various forms—celebrity endorsements, television, and social media—substantially shapes the consumer behavior of Kwara State Polytechnic students. This confirms the critical role of tailored advertising strategies in influencing students’ buying decisions and highlights the need for marketers to integrate multiple channels to optimize engagement and impact within the tertiary education context.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
This study set out to examine the impact of advertising on consumer behavior among students of Kwara State Polytechnic. The demographic analysis showed a diverse respondent profile, predominantly female, mostly aged between 16 and 25 years, and representing all the major institutes and academic levels of the institution, thereby ensuring the findings reflect a broad student perspective. The first objective revealed that celebrity endorsements significantly influence consumer behavior, with over two-thirds of students indicating a higher likelihood to purchase products endorsed by admired celebrities and perceiving such endorsements as increasing the credibility and persuasiveness of advertisements. This underscores the importance of celebrity appeal in shaping student purchasing choices.
The second objective focused on television advertisements, finding that three quarters of respondents consider TV ads influential in encouraging them to try new products. Additionally, a majority reported discussing televised advertisements with peers and family prior to purchase decisions, highlighting television’s role not only as a source of product information but also as a social catalyst influencing buying behavior. Lastly, the impact of social media was profoundly evident, with around 80% of students affirming that social media content from friends, influencers, positive reviews, and user-generated content substantially affect their purchasing decisions. Students frequently discover new brands and products through social media and place considerable trust in influencer recommendations, demonstrating the critical role of digital platforms in modern consumer engagement.
Collectively, these findings illuminate the multifaceted ways in which different advertising channels—celebrity endorsements, television, and social media—shape the consumer behavior of tertiary institution students.
5.2	CONCLUSION 
This study has demonstrated that advertising significantly influences the consumer behavior of students at Kwara State Polytechnic. Celebrity endorsements were found to be a powerful tool, with many students indicating that products promoted by celebrities tend to capture their attention and enhance the credibility of advertisements. Television advertisements remain a vital medium for reaching students, not only prompting them to try new products but also fostering discussions that reinforce buying decisions. Furthermore, social media emerged as a dominant and highly trusted platform, where peer influence, user-generated content, and influencer recommendations strongly shape students' preferences and purchasing choices.
In light of these findings, it is clear that effective advertising in the tertiary education context requires a multifaceted approach that leverages celebrity appeal, traditional media, and digital platforms. Advertisers and marketers targeting students should consider integrating these channels strategically to optimize product awareness, trust, and consumer engagement. Ultimately, understanding the dynamic interplay between various advertising forms and consumer behavior will enable more tailored and impactful marketing efforts that resonate with the student demographic at Kwara State Polytechnic and similar institutions.
5.3	RECOMMENDATION
Based on the findings of this study, it is recommended that Kwara State Polytechnic and marketers targeting its students prioritize the use of celebrity endorsements in advertising campaigns, as this approach has demonstrated a strong influence on student consumer behavior. Leveraging well-known public figures who resonate with the student demographic can enhance the appeal and credibility of products, thereby increasing the likelihood of purchase. Additionally, given the sustained impact of television advertisements, marketers should maintain strategic investments in this medium, ensuring that content is engaging and relevant to the students’ interests and lifestyle.
Furthermore, social media platforms should be central to any advertising strategy aimed at this group, considering their significant role in shaping purchasing decisions. Marketers are encouraged to collaborate with social media influencers and encourage authentic user-generated content to build trust and improve product visibility. The Polytechnic itself could also enhance media literacy programs to help students critically evaluate advertising content, empowering them to make more informed purchasing decisions. These recommendations aim to create more effective, ethical, and mutually beneficial advertising practices within the tertiary education environment.
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APPENDIX
QUESTIONNAIRE
Dear Participant,
I am a student of the above-named department conducting a research work on the topic “The Impact of Advertising on Consumer Behavior among Kwara State Polytechnic Students”
 I shall be happy if you fill the questionnaire as sincerely as possible Your identity shall be kept confidential as possible; and the data gathered therein will be used strictly for academic purpose.
Thank you for your valuable contribution.

INSTRUCTION: Please (✓) the answer you consider appropriate. 
Section A: Demographic Information
1. Gender? 
□ Male □ Female
2. What is your age group?
□ 16–20 □ 21–25 □ 26–30 □ 30 and above
3. Institute?
☐ Institute of Finance and Management Studies☐ Institute of Applied Science☐ Institute of Technology☐ Institute of Environmental Studies☐ Institute of General Studies☐ Institute of Information and Communication Technology
4. Level of Study?
 □ ND 1 □ ND 2 □ HND 1  □ HND 2
Table 4.2: Effect of Celebrity Endorsements on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Consumer more likely to buy a product if it is endorsed by a celebrity I admire.
	
	
	
	
	

	Celebrity endorsements make advertisements more believable and persuasive.
	
	
	
	
	





Table 4.3: Influence of Television Advertisements on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Television advertisements influence my decision to try new products.
	
	
	
	
	

	I often discuss products advertised on television with friends or family before purchasing.
	
	
	
	
	



Table 4.4: Influence of Social Media on Consumer Behavior
	Statements
	SA
	A
	N
	D
	SD

	Social media posts from friends and influencers influence my purchasing decisions.
	
	
	
	
	

	I am more likely to buy a product after seeing positive reviews and user-generated content on social media.
	
	
	
	
	

	I often discover new products and brands through social media platforms.
	
	
	
	
	

	Influencer recommendations on social media increase my trust in a product.
	
	
	
	
	






