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ABSTRACT 
This study focused on the influence of advertisement on consumer decision. The study was conducted at Mama Ifeoma Textile. The objectives of the study were, to identify the impact of print media promotion on consumer decision. Also, to examine the effects of television promotion on consumer decision and lastly to examine the impact of internet advertisement on consumer buying decision. The study applied a case study research design whereas quantitative and qualitative approaches were used. The sample size of the study was 90 respondents, this involved customers and staff from Mama Ifeoma Textile. The researcher analyzed the collected data by using Statistical Package for Social Scientists (SPSS). The study used descriptive analysis method. The findings of the study reveal that there is significant connection between print media promotion and the consumer decision. The study found that print media promotion contributes to improve consumer decision. Also, the study found that television promotion improves consumer decision as it contributes to increase buying decision. Furthermore, internet advertisement increases consumer buying decision among the customers of the Mama Ifeoma Textile. The study concludes that advertisement programs conducted by Mama Ifeoma Textile through print media, television and internet improve customers’ behaviour and buying decision among the customers. The study recommends that management of Mama Ifeoma Textile should increase efforts to advertise through print media, television and internet. 

iii

CHAPTER ONE 
INTRODUCTION
	1.1 	BACKGROUND OF THE STUDY  
Advertisement plays fundamental role in influencing buying behaviour of the customers because, it changes the views and impression of the customers which extremely impacts the customers purchasing decision (Arshad, 2014). Thus, the advertisement increases the buying decision which results to increases in sales volume and overall business performance. Most of the companies have made critical efforts to increase advertisement and make arrangement to retain buyer through systematic operations which impacts the customer decision. Customer becomes aware of the products or services offered by the company through advertisement. This affects the decision of the customer to buy service or products from the company (Vinerean et al., 2013). 
 	Advertisements are messages paid for by those who send them and are intended to inform or influence people who receive them.  Advertising is always present, though people may not be aware of it.  It includes the name of a product or service and how that product or service could benefit the consumer, to persuade potential customers to purchase or to consume that particular brand. Modern advertising developed with the rise of mass production in the late 20th and early 21st centuries (Kimaro, 2010). In today's world, advertising uses every possible media to get its message through. Commercial advertisers often seek to generate increased consumption of their products or services through branding, which involves the repetition of an image or product name in an effort to associate related qualities with the brand in the minds of consumers. It does this via television, print (newspapers, magazines, journals etc), radio, press, internet, direct selling, hoardings, mailers, contests, sponsorships, posters, clothes, events, colours, sounds, visuals and even people (endorsements).  Advertising may be placed by an advertising agency on behalf of a company or other organization (Kotler 2013).  
 	Advertising is used for communicating, exchanging/delivering business information to the present and prospective customers. It usually provides information about the advertising firm, its product qualities, place of availability of its products. Advertisement is indispensable for both the sellers and the buyers. However, it is more important for the sellers. In the modern age of large scale production, producers cannot think of pushing sale of their products without advertising them. Advertisement supplements personal selling to a great extent. Advertising has acquired great importance in the modern world where tough competition in the market and fast changes in technology (Arshad, 2014).    
 	Client purchasing decision is the total of a buyer's standpoints, affinities, needs, and decisions with respect to the purchaser's conduct in the business focus while procuring a thing or affiliation. The examination of purchaser conduct draws upon humanism controls of humanities, mind science, human science, and money related points of view. Advertisers expect that by understanding what makes the shoppers buy explicit stock and endeavors, they will have the capacity to appreciate which things are required in the business focus, which are obsolete, and how best to demonstrate the things to the purchasers (Katke, 2007). 
 	The examination of customer decision recognizes that the consumers are performing experts in the business center. The perspective of occupation hypothesis recognizes that consumers acknowledge assorted vocations in in the business focus. Starting from the information provider, from the customer to the payer and to the disposer, shoppers recognize these occupations in the decision system. As showed up by Engel, Blackwell, and Mansard, client conduct is the exercises and decision technique of people who purchase stock and attempts for individual utilize. Client conduct is the decision strategy and physical development, which individuals appreciate while studying, getting, utilizing or discarding stock and tries (Arshad, 2014).   
 	Advertising and movement offer a news capacity to consumers. Watchers of advertisements find a few solutions concerning new things and associations open to them, much like they find a few solutions concerning events in the news. This information work has a reasonable development. It gives sureness’s without help or bafflement from customers. Customer conduct at this stage combines verbalizations of intrigue. Additionally, consumers have a watching response to advertising when they look at the features of a thing or company. This response bases on a sensible posting of all the utilitarian parts of the Advertising. This is an academic response, rather than an energetic one (Katke, 2007). 
 	Precisely when clients check benefits, they wind up being extremely required with advertising and development. Purchasers see ways the thing or company can make them more joyful, upgrade their lives or give them fascinate. This bit of the buyer response is silly and can actuate drive getting and strife to get the thing. Other than kept advertising messages influence client conduct, this highlight fills in as a proposition to the buyer. Conduct that comes from updates joins out of the blue reasoning about a thing while meanwhile shopping and settling on a decision to get it, just as it had been on the buyer's timetable (Kotler, 2013). Advertising has immense fortifying impact on obtaining conduct of the purchasers. For the most part, advertising are more successful on items that have inherent characteristics (Kimaro, 2010).   
 
1.2 	Statement of the Problem 
As companies are spending large amount of investment on the advertisement because they want to keep their product/services at the top of the customer’s mind. Advertisement has proven to be a successful tool for the communication but companies are still in the confusion that what kind of ingredients should be there and how do these advertisements will help to change the consumer buying decision. Advertising is essentially to fulfill the traditional desire of firms to reach the ever increasing population so that their products may receive optimum exposure.  
 	Despite various studies conducted on this area, there is no study that has been done on the influence of advertisement on the consumer decision in the textile industry with the reference to Mama Ifeoma Textile, Ilorin. For example a study by Lusama (2010) affirms that (TV) ad is viewed as a standout amongst the best medium to impact the buy choice of buyers. Another study by Muhammad and Alkubise (2012) revealed that promotion have been utilized for a long time to influence the purchasing practices of the customers. Therefore, this study aimed to find out the role of advertising in the consumer buying decision of textile services specifically Mama Ifeoma Textile. 

1.3 	Research Questions 
The study used the following specific questions: 
i. What is the impact of print media on the consumer decision? 
ii. What are effects of television promotion on consumer decision? 
iii. What is impact of internet advertisement on consumer buying decision? 

1.4	Objectives of the Study 
The research intended; 
i. To identify the impact of print media on the consumer decision 
ii. To evaluate effects of television promotion on consumer decision. 
iii. To examine impact of internet advertisement on consumer buying decision. 
 
1.6 	Significance of the Study 
To Textile Organizations: The findings of this examination may be used by textile organizations, particularly, Mama Ifeoma Textile as it will assist them with understanding the impact of advertising on consumer buying decision, different media of promotions that can be utilized to publicize textile administrations, manners by which notices impact consumer buying decision and how commercials impact consumer buying decision. 
 
To Other Researchers: This study may help other researchers to know the different concepts in relation to advertisement through different channels, customer behaviour and buying behaviour.  
 
To Policy Makers: Findings of the study may help policy makers to understand how print media, television promotion and internet advertisement influence, customer behaviour. This may assist them to formulate policy in order to promote advertisement operations. 

1.7 	Scope of the Study 
This study centered at the impact of promotion on the consumer decision in the textile business taking Mama Ifeoma Textile, Ilorin as a contextual analysis. It particularly attempted to discover the connection inside print media and the consumer decision, look at the effects of television promotion on consumer decision, and analyze the impact of web notice on consumer buying decision.  
 
The study secured only one textile organization on the grounds that simple collection of information and that it couldn't be conceivable to conduct the study in all textile organizations in Ilorin because of budgetary constraints and time factor. 
 
1.8	Limitations and Constraint of the Study
Against the backdrop, however the researcher as anticipated would be constrained by a number of limited factors such as:
· Finance: The researcher, encounter financial difficulties which was as a result of economy depression that the country is experiencing currently. Thus, the researcher was able to finance the research work successful as a result of support from mother and relatives.
· Time factor: The time involved in gathering this document and completion is another problem encountered. The researcher has a very short period to collect, compile and collate the result and at the same time attend classes, do assignment, test and other things. Therefore the researcher was able to manage the time and other effectively by attending lecture from Monday to Thursday and limiting the research to Friday only.
· Attitude of the respondent: The principal limitation in this study is in the aspect of data collection. This is because the party executive members are reluctant in giving the necessary information because they felt information may be revealed to their (opposing competitor) this problem was the bud through regular and constant assurance that all information supplied shall be treated as confidential as possible. I also proved my studentship by collecting letter of information from school and presenting my school identification card.

 1.9	Definition of Terms
Advertising: is an intense correspondence drive and a basic advancing tool that offers items, organizations, images, and observations by using a media or means of information
Internet Advertising: is a form of marketing and advertising which uses the Internet to deliver promotional marketing messages to consumers. 
Customer: This is a man who purchase, can purchase, stock and adventures offered accessible to be bought by exhibiting company remembering the ultimate objective to satisfy individual or family needs, or wants
Promotion: refers to any type of marketing communication used to inform or persuade target audiences of the relative merits of a product, service, brand or issue
Consumer Decision: this is the principal that users or clients of the product or services seem in careering down, acquiring, consuming, plotting and. disposing of things, organizations and musings





















CHAPTER TWO 
LITERATURE REVIEW 
 
2.1 	Introduction 
This chapter put down literature review of the study. It presents definitions of the key concepts used in the study and theoretical reviews. Furthermore, the chapter shows empirical studies and research gap. The last section of this chapter presents conceptual framework. 
 
2.2 	Conceptual Review
This section explains the key terms that were used in the study. This involves description of the concepts such advertisement, consumer behaviour, buying behaviour, and promotion. 
 
2.2.1 	Advertising 
This is a restricted time tool used by promoters to talk with consumers in various ways using distinctive media. Bovee and Thill (2005) thinks about advertising as the best advancing instrument for any affiliation. Arens (2005) views advertising as an intense correspondence drive and a basic advancing tool that offers items, organizations, images, and observations by using a media or means of information. Usually, it involves non-individual professional kind of insights, opinions, belongings or firm, and information that are upheld through wide correspondences by a perceived help to incite or affect lead. 
 
2.2.2 	Internet Advertising  
According to Benjamin and Baker (2004) internet advertising is a form of marketing and advertising which uses the Internet to deliver promotional marketing messages to consumers. Consumers view online advertising as an unwanted distraction with few benefits and have increasingly turned to ad blocking for a variety of reasons. When software is used to do the purchasing, it is known as programmatic advertising 
 
2.2.3 	Customer 
This is a man who purchase, can purchase, stock and adventures offered accessible to be bought by exhibiting company remembering the ultimate objective to satisfy individual or family needs, or wants (Vinerean et al., 2013). 
 
2.2.4 	Promotion 
Promotion refers to any type of marketing communication used to inform or persuade target audiences of the relative merits of a product, service, brand or issue. The aim of promotion is to increase awareness, create interest, generate sales or create brand loyalty (Arshad, 2014). 
 
2.2.5 	Print Media 
Print media is one of the oldest and basic forms of communication. It includes newspapers, journals, magazines, banners and graphics, posters and other forms of printed material. The contribution of print media in providing information and transfer of knowledge is remarkable (Bovee and Thill, 2005). 
 
2.2.6	Television Promotion  
According to Muhammad and Alkubise (2012) television promotion is a span of television programming produced and paid for by an organization. It conveys a message, aimed to promote product or service. 
  
2.2.7 	Consumer Decision 
According to Benjamin and Baker (2004) this is the principal that users or clients of the product or services seem in careering down, acquiring, consuming, plotting and. disposing of things, organizations and musings. A request overseeing how and why clients purchase (or don't purchase) items and adventures. Buyer direct can be thought of as the exercises, reactions, and results. 
 

2.3 	Effects of TV Advertisement on Consumer Buying Behaviour 
Advancing is a showing thought which expects to impact the getting conduct of customers. Notwithstanding the manner in which that customer lead is the strategy and enhancement by which people select, purchase, evaluate and use the thing or relationship to satisfy the need or need. In time long past events promoters used changing signs and pictures to feature their things and furthermore to make care for the customers. With the headway and enhancement advance now affiliations focus to use print and electronic media excessively. Usage of different demonstrating obliged time frameworks has been seen as an influencing mechanical social affair of making care among the customer masses. Among them is standard VIP association with the express brand. In making countries where greater piece of the all-inclusive community live in remote locales; the effects of Television (TV) advancement are especially high. In these spaces TV notice refreshes the satisfaction estimation of those things and they get a kick out of the chance to buy that one (Arshad, 2014).  
 	Intellect Company is one of the components that determinedly impact the buyer of the thing. Advertising regardless of standard immense name obligation advances and raises the affirmation with your thing in the cerebrums of the potential customers and furthermore clearly impacts the purchases of your thing. All the more then likely that today a monstrous section of the affiliations spend goliath degree of dollars to make advertising messages just to put their things and affiliations. Here the interest makes what medium should we use to address the market; well-ordered papers, long range social correspondence regions, attestations, presents or TV. If we use TV as a medium by recognizing high, it would be perfect or not and how people would see it? Regardless, there is one thing that must be checked on that your notice should oblige also. As an inducing warning can simply meet your destinations and can bolster up your strategies. Likewise, from this time forward the vehicle of TV is considered as the best as it can contact the most uncommon get-together of individuals with gainful cost (Arshad, 2014).  
 	In this period of vulnerability affiliations and encounters are especially legitimate about pushing their things and affiliations. In addition, this is moreover a reality that nowadays those companies are sensible who have formally portrayed their targets and objectives what's more surveyed the component of meeting to those destinations. As such impelling companies are always given to review the profit of their advertising in different mediums, generally TV sees (Arens, 2005).  
 	Today companies are putting titanic total in different mediums like radio, magazines, reliably papers, TV, and so forth. Ansari and Jolouldar (2001) get some information about that TV notices impact determinedly on customers. In this examination enchanting disclosures came up through break confidence examination. They used AIDAS appear for driving their examination. They acknowledged that TV notice has supportive outcome on Avishan's alliance. They furthermore revealed that client steadfastness' was connected up to 56 percent in light of TV promotion. They foresee sure impact of TV advancement on thought towards notice, vitality for help of getting, require made game-plans for securing, movement towards purchasing and purchasers satisfaction towards the purchased thing.  
 	It is seen as one of the snappiest making relationship too. The effect of male and female young people of Haryana to know the impact of TV advancement on them. Consequently they used multistage separating framework; they took four locale of Haryana including some urban territories close them. They spilled '1000' inspects among the respondents. Where '866' surveys were most authentic for the examination. They found that there is no veritable refinement in getting a charge out of the TV see among male and female adolescents. They expected that nation people get influenced by TV see more than urban people besides the relationship of picking the thing is higher in them. Despite the manner in which that urban don't want to purchase the quit thing in case they don't generally require it. Notwithstanding, they like the notice of the unequivocal thing or affiliation which they are starting at now using (Arens, 2005).  
 	Right when clients buy things there are number of bits that impact them and impact the decision of getting the thing. Among them is huge name alliance. In the end it depends upon the colossal name sensibility, alliance and create with the thing. Definitely, results demonstrate extraordinary and positive consequences of the virtuoso relationship towards the advancement and with the brand (Hussany and Herani, 2008). A high effect was found for purchase minute that a virtuoso comes up in a TV advertisement and handles an unequivocal thing. Both number of help and whiz alliance impact the advertising conduct of customers. Unequivocally when purchasers have strong association with enormous name and see that he/she understands different brands then it oppositely impacts the purchase plan. 
 	Furthermore, when they have weak affiliation their purchase objective is extended with various backings. Because of magnificence highlights broadcasted in TV advertisements of made merchandise, customer buy point' can be enhanced. In the meantime it was additionally presumed that the engaging VIP affiliation, content unwavering quality of item or administration uncovered in TV advertisements, helpful advertisement reiteration is decidedly associated with customer buying goals. In signifying this, item straightforward entry data, contacting claim, and fruitful correspondence subject are the mostly individual critical components affecting this buy expectation (Hussany and Herani, 2008).   
 	The organizations are encountering an exceptional rivalry and unfit to allure their clients. Concentrating on these parts of advertisements assist the advertisers with making their promotions more eye - getting and accomplishing the immensely imperative objective of procurement expectation Advertising is a medium anticipated to control a social event of people (watchers, perusers or gathering of spectators people) to purchase or catch some deed before the pack for things, data or associations, and so on. The obtaining methodology is an appraisal making process under hazard (Katke, 2007).  
 	Requirements and inspirations are the beginning periods of securing choices. For a buy to occur, purchasers must experience enough rousing points of view toward the thing and the brand and intentionally felt needs. Precisely when the majority of the fragments of the propelling task are genuinely composed, a purchaser will join the contributed brand his or her evoked course of action of brands, which is the majority of the brands that are considered for procurement. These fragments of the publicizing program meld organizing the thing to have the properties purchasers look for, guaranteeing that the thing is accessible at intentionally set retail locations, and setting a regard that purchasers see as sensible (Kimaro, 2010).  
 	A buy choice can be considered as a streamlining strategy through which purchasers scan for the thing or the brand that will yield the best fulfillment. With the genuine goal to discover which brand will make the most confusing utility, purchasers look at these brands along characteristics they consider as goal. The decision procedure can be considered as the compass for the most fulfilling exchange off among brands that have engaging qualities at various measurements (Kimaro, 2010). 
 	Expect that a purchaser judges wrongly or properly that every one of the brands of one item available have the very same level of a given property. This characteristic does not empower the buyer to separate among various brands, since it is available in every one of them. This quality is called an inalienable property. Clearly, for this situation, to pick a brand, one would need to think about the diverse brands along other vital qualities. For instance, a purchaser may maybe feel that every one of the umbrellas available are waterproof, regardless of whether this conclusion is in fact all around established. The shopper who sees this as a reality can't utilize the water obstruction credit to analyze umbrellas, since every one of the brands are seen as being equivalent on this trait. A culmination of this perception is that brand correlation is conceivable just when a customer considers those properties on which a few contrasts among brands can be seen. These qualities are particular brand traits. Purchasers can analyze distinctive brands of umbrellas by their shading, style, or toughness in the event that they think these qualities fluctuate starting with one brand then onto the next (Katke, 2007).   
 	Notwithstanding, when the purchaser holds up until the point when more data is accumulated before settling on a choice, costs related with a postpone choice are caused. This time, two sorts of expense are included. To start with, there are mental open door costs experienced by customers who are denied of the item they require and are thus in a condition of mental strain. As time passes, this mental pressure turns out to be more intense and in the end forms into a condition of disappointment. 
Second, purchasers encounter costs related with the data gathering exertion. They should contribute time and vitality to visit a few retailers, search out and perused advertisements, or ask for different conclusions about the best item to purchase. These postponed choice expenses impressively increment as time passes. The purchaser must look for data until the point that it is felt (in any event instinctively) that a scan for extra data will achieve a greater number of expenses than advantages (Katke, 2007).   
 	This point of view of the development of additional information in customer purchase decision has recommendation for publicizing. A notice accomplishing a potential buyer while the buyer is chasing down information will have a more essential impact, since the buyer is spared the time and effort predicted that would look out this information himself and is less organized to swing to doing combating brand notice to get the additional information. At the day's end, buyers are all around more open to different brand headways while they are chasing down information on these brands. This is the reason they change into a choice concentration for the support, gave the displaying expert can see and discover them. The judiciousness that incorporates asking for that purchasers reestablish a coupon at the base of a print business is as routinely as possible imagined along these models. Thusly, a client who is charmed and is in an information gathering stage is asked for to reestablish a coupon with an authoritative focus to anchor more information on the thing or the brand. By then the assistance mishandles the buyer's having reviewed that him or herself to send an advancement of instructive (and pulling in) messages or to send a business delegate who will try to complete a game-plan. This structure is at present used by life joining affiliations (Hussany and Herani, 2008).  
 	A second course of action of recommendations that this examination of the buyer decision process has for publicizing is that an assistance must diminish the buyer's weakness about the certain qualities of the brand. Since a buyer considers only these characteristics when looking evaluating brands, a support for the most part endeavors to give positive information about the brand's execution on the obvious properties. A business about the trademark properties of a brand will in reality be inadequate. Ideally, it will be basic publicizing for the whole thing class, which will likewise drive the battling brands. This is the reason a support must know which properties is the appropriate thing game-plan are viewed as ordinary by the buyer, and what are the unequivocal attributes on which the publicizing effort should be concentrated (Hussany and Herani, 2008).  
 	In the wake of acquiring the thing, the customer will experience some component of satisfaction or disillusionment. The help's advancement does not end when the thing is gotten yet rather continues into the post-purchase period. A refinement must be drawn between the post-purchase notions, which are on an extremely fundamental dimension experienced in the midst of the time of relative shortcoming about the true instrumental estimation of the procured thing, and which concern the sporadic basic and over the best purchase; and between the post-utilize doubts, when the buyer has surveyed how much a thing has addressed necessities (Arens, 2005). 
2.4 	Advertising and its Influence on Consumer Buying Decision 
Of each and every moving weapon, progressing has driving impact on watchers mind, as its introduction is incredibly more (Katke, 2007). Showing mix has four subsets. thing, respect, place and advance and progressing is a touch of extraordinary mix, which is used to make care about thing and relationship for taking purchase decisions. Promoters use these sorts of rigging for correspondence reason. Advancement makes return in the old events. Differing social sales used explicit sorts of pictures for the development of the things and relationship for attracting customers. In any case, these photographs were used for a headed zone for development. In present day time, see has ended up being fundamental way to deal with oversee progression things and benefits and is used for correspondence reason. No alliance can change into a market pioneer adjacent to on the off chance that they put heaps of their excitement for remarkable purposes (Hussainy et al., 2008).  
 	The fundamental explanation behind raising is to impact on obtaining conduct; in any case, this impact about brand is changed or proceeded as every now and again as conceivable people's memories. Memories about the brand incorporate those affiliations that are related to stamp name in buyer mind. These brand acknowledgments impact thought, examination, in end purchases (Romaniuk and Sharp, 2004). Most affiliations do examination of client arrange. The true blue objective of client lead examination is to pick the factors that customers continue explicitly conditions like in real money related issues point of view (Ayanwale et al., 2005). Customer direct examination is beneficial for help to grasp the lead of buyer in getting differing conditions. As shown by standard interest of-impacts models, publicizing impact of propelling presentation prompts stamp information and perception about the movement, which by then prompts the perspective towards the business and the brand until their purchase objective (Mendelson and Bolls, 2002).  
 	As the market is surplus with a few things or affiliations, most affiliations put forward near huge defend; thusly, it has ended up being to an uncommon degree troublesome for relationship to separate their things or affiliations subject to utilitarian characteristics. Withdraws subject to supportive qualities which are showed up in notice are never tough as the contenders could copy the unclear (Hussainy et al., 2008). In this manner, the sponsors give stamp picture. By showing up, the character of contradicting mother in degrees of progress through this advertising pro makes feeling in the mind of clients (Jalees, 2006). Doing in that limit marketing specialist makes those sorts of promotions, which pass on energetic security with customer. Thusly, that purchaser will presumably interface with movements of those brands, which have eager characteristics and messages.  
 	Today condition without propelling, bolsters can't pass on any information or message about their thing or relationship to their watchers or buyers. With the honest to goodness focus to seclude this client obtaining conduct through promotion, we have picked territories of twin urban zones of Pakistan to encourage our examination. This examination relies on attitudinal lead of buyer in different gaining conduct. Notice is a restricted time gadget that is open for sponsors to make care about the brand and edge their customers' quick towards that stamp for taking last purchase decision. The basic explanation behind marketing expert is to accomplish potential customers and makes impact on their buying conduct (Ayanwale et al., 2005 and Adelaar et al., 2003).  
 	Ayanwale et al. (2005) drove get some data about on advancement of Bournvita. As propelling effects purchasers of Bournvita sustenance drink. In every way that really matters vague analyzes have starting late been driven for the likelihood of Bournvita. More prominent piece of customer favored Bournvita sustenance drink and this brand has an exhaustive lifecycle in the sustenance drink industry since association places more in their publicizing. Adelaar et al. (2003) drove consider on online unimportant circles (CDs) shopping decision of purchaser through anxious publicizing.  
 	Publicizing is a non-individual paid edge where examinations, insights, things or affiliations, and information, are progressed through media (visual, verbal, and content) by an apparent help to persuade or impact arrange (Ayanwale et al., 2005 and Bovee, et al. 1995).  Energized Response: Advertising is to make understanding, slanting toward, and decision of thing or affiliations. The most impacting hypothesis in showing and propelling investigation is atmosphere towards-the-advancement. In any case, the perspective that is framed towards the movement help in impacting buyer's affectation toward the brand until their purchase objective (Goldsmith and Lafferty, 2002). Client acquiring conduct relies on the thought and felt that he/she in a general sense purchased a thing or relationship at the spot (Adelaar et al., 2003). The essential inspiration driving lifting is to make obliging perspective towards the notice and the brand until the point that customer purchases that thing and through this raising way make vivacious response in the cerebrum of purchaser (Goldsmith and Lafferty, 2002). That is the reason basic inspiration driving lifting to ask for that people buy things and makes care (Bijmolt et al., 1998).  
 	According to the ordinary perspective theory client, organize is foreseen from customer air when buyers buy the brand, which they like the most. A quality may be depicted as "get social air" (Smith and Swinyard, 1983). At any rate Adelaar et al. (2003) lit up that lead is passed on by blazing response, which is made by three sections:  
 Pleasure: the state in which specific feel much upgraded, playful, or chipper in an unequivocal situation. Eagerness: the state of feeling that is fluctuating from individual to individual in different conditions i.e. feeling of vitality, dynamic, depleted, or drowsy. Enormity: this depicts solitary suppositions, which are in charge of or permitted to act in an unequivocal condition.  
 	Right when customer watches a progression about the brand and makes closeness for the brand and after that at long last orchestrated to get it (Goldsmith and Lafferty, 2002). The communicating for 'certifiable obtaining conduct' is that client in bona fide sense purchase the thing or affiliations (Adelaar et al., 2003). The objective of buyer obtaining conduct is to pick the factor that impact customer to act particularly yet in different condition (Ayanwale et al., 2005).  
 	Another region of beneficial advancement that makes empowered response is the purchaser ability to audit the brand movement (Goldsmith and Lafferty, 2002). In this way, the general criticalness of brand audit will depend on how much buyer settles on thing related decisions, which prompts the brand care (Keller, 2006). This brand care helps in ensuring the survey business, which has the high ground over those brands that are not investigated viably. Therefore raising aura towards notice have more critical ability to think about the movements then those having negative perspective (Goldsmith and Lafferty, 2002).  
 	Brand learning through notice helps in affecting brand striking nature in an away that the aggregate and shimmer of the memories about the brand thought to be in getting condition that makes vivacious response towards degrees of progress (Holden and Lutz, 1992). In any case, explicit utilizations impel in different procuring situation for reviewing the brand progress and more evident shot of brand to be recuperated of any buyer, when orchestrated credits are attached to the brand, which makes stamp affiliation (Romaniuk and Sharp, 2004). As energetic publicizing is seen as best contraptions, so customer finally gives empowered response to that thing (Brassington and Pettitt, 2001). Routinely, a positive connection between visual, verbal and content power of media and empowered response has been found 
(Bezijian et al., 2008). 
 
Customary Response: Environmental manners are delineated by perspective speculation, which relies on feelings. Natural perspective relies on those conviction and measures, which are worked through individual insistence and this insight, should be taken as individual's propensity rather than a way (Heberlein and Wisconsin, 1998). Conventional fragments may affect on getting practices of client (Stern, 1962). As progressing related research recommended that condition gives unequivocal kind of experience to customer, which are used for development and offering thing or affiliations (Adelaar et al., 2003). Incredibly, indicating research has incited delineate the effect of different searing condition at the season of getting (Morris and Boone, 1998).  
 	The purchasers who can't pick what to purchase, use the strategy of getting reason (Goldsmith and Lafferty, 2002). Purchase need derives customer purchase the thing suddenly and with no planning (Adelaar et al., 2003). Shopping lifestyle of buyer depicts the direct of purchaser who needs to purchase and give positive responses towards the thing (Tirmizi et al., 2009). In this condition buyer, take only information from retail store for purchase decision (Stern, 1962). Eventually, the normal identity science demonstrates gives better thought of vivacious response rather than standard publicizing research (Hitchon, 1994).  
Sense modalities and information rates impact the normal identity to inquire about show up. Sense modalities are sound, sight, and contact that can influence customer experience. The information rate can impacts customer for getting information from headway. So that in notice video, picture, and tunes are energetically contemplated. The typical cerebrum science demonstrates proposes a space, (for instance, retailing store) that makes an energized penchant in a man's mind, which is restricted into satisfaction, essentialness or quality in different gaining conditions (Adelaar et al., 2003).  
 	Since buyers must compensate for lost time subject to secluded information, they frequently and purposely secure a risk in each purchase and non-purchase decision. The dimension of the peril buyers see depends on the centrality of the unequivocal purchase and on the extent of basic information about the thing class and the engaging brands. A purchase decision can be considered as an upgrade strategy through which buyers filter for the thing or the brand that will yield the best satisfaction. The choice structure can be considered as the compass for the most satisfying trade off among brands that have drawing in properties at different estimations (Kimaro, 2010).  
 	Precisely when a purchase is done, the buyer expects the things or relationship to give the satisfaction he or she was chasing down and that moved the purchase. For stock with a short use cycle, purchasers can blame if the thing satisfies their requirements by using it rapidly. Regardless, with strong things with long utilize cycles, purchasers can't tell rapidly whether the thing will satisfy their necessities. As such, a refinement must be drawn between the post-purchase suppositions, and the post-utilize slants (Kimaro, 2010).  
 	Buyer arrange and the information secures technique can be viewed as an immovable structure. Pre-purchase information chasing down activities depend on four factors that have a crucial time estimation: the criticalness of the purchase condition; the part of information the buyer has gotten; the length and consistency of the purchase cycle for an unequivocal thing type and the peril seen by customers in the purchase situation (Kimaro, 2010).  
 	Buyers run an unequivocal danger in settling on a decision subject to exhibit information since this lacking information does not enable them to envision positively which thing will get the most preposterous satisfaction chase down nor which stamp truly has the qualities required. Thusly, buyers are generally more open to different brand advancements while they are checking for information on these brands. This is the reason they change into a choice obsession for the advertiser, gave the publicizing expert can see and discover them.  
 	Today affiliations and unmistakable affiliations are putting enormous aggregate in different mediums like radio, magazines, well ordered papers, TV, etc. Ansari and Jolouldar (2001) look at that TV plugs impact extremely on customers. In this examination fascinating disclosures came up through lose the confidence examination. They used AIDAS appear for arranging their examination. They collected that TV headway has profitable outcome on Avishan's association. They likewise revealed that purchaser responsibility's was extended up to 56 percent in light of TV movement. They anticipated cheerful impact of TV see on thought towards notice, intensity for help of getting, require expected for procuring, movement towards acquiring and purchasers satisfaction towards the purchased thing  
 	In India advancing is a to an amazing degree rich individual industry. It is seen as one of the fastest making affiliations other than. Bishnoi and R uchi (2009) saw the effect of male and female youths of Haryana (District in India) to know the impact of TV plug on them. In this manner they used multistage looking over methodology; they took four regions of Haryana including some urban regions close them. They coursed '1000' diagrams among the respondents. Where '866' reviews were most real for the examination. They found that there is no tremendous refinement in getting a charge out of the TV movement among male and female adolescents. They started that ordinary subjects get impacted by TV see more than urban people besides the obligation of picking the thing is higher in them. While urban don't want to purchase the impelled thing if they don't all around require it. In any case, they like the movement of the express thing or affiliation which they are starting at now using.  
 	Definitely when clients buy things there are number of areas that impact them and impact the decision of tying down the thing. Among them is colossal name connection. Inevitably it depends upon the colossal name abundancy, association and orchestrate with the thing. Everything considered, results show unbelievable and positive aftereffects of the titanic name relationship towards the notice and with the brand. A high effect was found for purchase need when a vital name comes up in a TV see and backings an unequivocal thing. Both number of sponsorships and colossal name association impact the procuring conduct of clients. Right when customers have strong association with gigantic name and see that he/she is supporting unmistakable brands then it then again impacts the purchase reason. In addition, when they have fragile affiliation their purchase objective is extended with various help (Kimaro, 2010). 
 
2.5 	Online Promotion and Buying Decision  
Online shopping: E-shopping or online shopping is a kind of web based business which empowers customers to specifically obtain items or administrations by any retailer through web utilizing sites. Online shopping got much ubiquity in the clients of Internet (Bourlakis et al., 2008). These days, it has turned out to be less demanding to discover even the most troublesome merchandise essentially composing the name of a thing or item utilizing Internet. Moreover, calculated organizations are likewise being a piece of online shopping process, ensuring that items would be conveyed at any goal on the planet. Without a doubt, there are numerous advantages and focal points of online shopping and that is the reason people select to do this sort of shopping over conventional shopping. Online shopping gives greater happiness to the buyers of current who are searching for simplicity and speed (Yu and Wu, 2007). Purchaser conduct is the examination of individuals as people or get-togethers or affiliations and the direct utilized by them to pick, safe and manage things or associations to satisfy needs and impacts of these practices on the general populace and client (Kuester, 2012). 
 	Web based business improvement is progressed in the district of Asia pacific if contrast it and other propelled commercial centers for instance UK, USA, Europe and Japanese Market and so on. In 2011 this district has astonishing ascent in deals and the top level augmentation is of China i.e. over 130%. Presently e-exchange is a critical bit of an economy. All through the world, a reasonable and developing trust of clients is creating towards online shopping (Aad, 2012). In spite of the fact that the progression of web has raised a considerable measure of number of e-customers, a few people are as yet hesitant due to individual wellbeing and protection concerns. Online shopping will keep on denoting its quality in the market as online stores and establishments will turn out to be further developed (Lian and Lin, 2008). Pakistani individuals have had unfriendly past involvement of the online shopping. The vast majority of individuals who are engaged with online shopping in Pakistan buy just garments and equipment online (Nielson, 2010).  
 	Seen advantages of web shopping: According to Soopramanien and Robertson (2007) e-shopping point of view relies on client's view about the exercises executed on web as turn around to conventional shopping condition. Forming has uncovered that capable and ease is the center strategy for thinking that connects with clients for web shopping.  
 
Chen et al. (2010) delineated that comfort remains for performing shopping through web that may lessen exertion and time of purchasers in the midst of the time spent buy. Schaupp and Bélanger (2005) endorse that discovering dealers has wound up being simpler on account of electronic business by eliminating time and exertion.  
 	According to Rehman et al. (2011) shopping on the web is more gainful when appeared differently in relation to regular shopping by virtue of ease of use and solace, along these lines, is getting more acknowledgment in the Pakistan. Parallel results were expressed in the investigation of Iqbal and Hunjra (2012) with the reason to research client tendency to buy online in creating states like Pakistan. Seen points of interest was one variable out of other joined factors in the examination model and this was discovered that the reasonable central purposes of web shopping by and large influenced targets of the client to do exchanges online. Thus, seen benefits influence the online buying goal and conduct of clients.  
 	Shopping introductions: Shopping introductions are related with the general propensity towards the shopping demonstrations (Brown et al., 2001). This inclination may be show in shifted strategies like information seek, substitute judgment, and the choice of item. Shopping introductions are a sure piece of living style and are functionalized by various activities, concerns and perspective accounts which are relative with the shopping demonstrations (Li et al., 1999). As a result of the improvement in online shopping activities, buyers' online shopping decision may be exceptional as for shopping introductions they have. According to relative examination among online-shopping introduction and shopping introduction, seven sorts of shopping introduction were recognized by Vijayasarathy and Jones (2000) for example, in-home purchasers who appreciate shopping at home, monetary purchasers who visit shops at better places previously settling on purchasing choices, shopping center customers chose to do shopping at shopping centers, customized customers wanted to do shopping some place on the off chance that they know the sales representatives, moral customers liked to do shopping at neighborhood stores for empowering the nearby open, recreation customers put a matchless quality on simplicity while shopping, and energetic customers appreciate to shop. According to finish of the examination, it uncovered that purchasers who have an inclination for ordinary in-home shopping, for instance by email arranges through indexes, slanted to express remarkable desire for online shopping, anyway individuals with shopping center shopping inclinations slanted to have little expectations for online shopping.  
 	There is an expanding rivalry in the market due to the presence of such a significant number of retail outlets, so the web retailers ought to perceive the shopping introductions of the customers to raise the e-purchasing expectation of the clients bringing about an expansion of online deals. A considerable measure of examines approved that there is a positive effect of shopping introductions on purchaser online purchasing expectations There are numerous sorts of shopping introductions, in this investigation a join impact of three kinds of shopping introductions i.e. quality introduction, mark introduction and drive buy introduction alongside seen advantages and area particular ingenuity will test for buyer online purchasing conduct.  
 	Drive buy is spontaneous and is the aftereffect of a specific upgrade (Piron, 1991). Motivation buy happens when purchaser practice a sudden wish to purchase anything in a flash, need fundamental beneficial appraisal, and makes a move based on urge (Rook, 1987). Various researchers have verified that buyers don't see motivation buying as awful, rather buyers retroactively express a positive appraisal of their state of mind (Rook, 1987; Dittmar et al., 1996; Hausman, 2000). Motivation purchasing disposition is a sensible unconstrained direct while related to unbiased evaluation and emotive tendencies to shop (Ko, 1993).  
 	Wolman (1973) says that indiscretion is a mental trademark which results in response to an incitement. Motivation buy is normally made from purchasing circumstances that highlight less mental control, higher emotive actuation, and much responsive conduct (Weinberg and Gottwald, 1982). Motivation purchasers are additionally disposed to be additional enthusiastic when contrasted with non-purchasers. In this way, motivation buy has been taken as individual distinction variable by a few specialists with the desire that over the circumstances it might influence the basic leadership (Beatty and Ferrell, 1998; Rook and Fisher, 1995). The constant enhancement of web based business and the purchasing solace through electronic channels may be one reason that additional drive individuals would be highly disposed towards online shopping. Online purchasers are for the most part motivation orientated (Donthu and Garcia, 1999).  
 	Quality introduction: Foster and Sjoblom (1996) depicted that quality is considered as the primary vital factor to take upper hand and subsequently to propel the value of items and administrations is the matter of key worry for organizations. Quality introductions impact on online purchasing conduct of customers has been all around portrayed in existing writing. In customary shopping, recreational buyers will probably look quality, store air and assorted variety of items as key elements while choosing stores (Foster and Sjoblom, 1996). In context of e-shopping foundation, Gehrt et al. (2007) uncovered that purchasers having a place with shopping-delight part are unquestionably pulled in towards quality introductions while doing online purchasing.  
Brand Orientation: Aaker (1992) translate mark as an unmistakable name, words, plan, image, or a mix of these, that groups an item and recognizes it from its rivals. With the progression of time mark gets related with a level of unwavering quality, greatness and fulfillment for the customers. For different online dealers, the organization name is mark name. Ward and Lee (2000) depicted that in the earth of electronic business, solid business and brand titles are practice as substitutes of item certainties by the clients while they choose to purchase online. Various examinations have depicted brand dependability as durable impact on purchasing conduct in the customary disconnected exchange condition. Unprecedented brand-name not simply cases new customers, it has the limit too to make clients sticky with the brand as they feel content with their securing choice. Brand introduction has useful result on the gaining wants for the client. 
 
2.6 	Consumer Attitude and Decisions 
Buyer direct has dependably been an area of critical enthusiasm for human science inspectors, seeing an effect over the range generally years (MacInnis and Folkes, 2010). As necessities be, creating on this point has been the purpose of combination of thought in various past examinations. Making on customer lead is one of a kind and wide as changes in individuals by and large eye, cash related issues, and progression affects the manner by which clients act.  
 	Unavoidably, these developments incite changed client direct considers by which, when, how, and why the subjects are thought about. Like some other demand, correct examination of the learning movement status of buyer lead field is principal in guaranteeing its future progression (Williams and Plouffe, 2007). As made reference to beforehand, customer acquiring conduct is unequivocally forefront from the purchaser direct and its point of view. Different things join to develop the lead of any person. The essential concern which impacts the client direct and shapes it is his way of life. Culture builds up the solid point of view of the things in the psyche of the clients (hye-Shin Kim, 2008). As appeared by Rai, 2013, there are two or three national and across the board marks which individuals obvious and have solid affirmation in their psyches. These observations are squeezed in their mind in context of their way of life, ways of life and condition. In addition sees have vital occupation in molding the purchaser lead. Attachments are the wellspring of inspiration which obliges them to purchase an express thing. Progressions are in like way a wellspring of building trust. Customer is actuated in a general sense in the event that he is looking for at the quality and costs of the things. Buy mentality can in like way be made by thing examination and brand insistence (Rai, 2013).  
 	Buyers in wherever all through the world are pulled in towards the brand and things which are really connected with their practices. Concentrates found that energized affiliations put an immense impact on the clients and their purchasing conduct as individuals will when all is said in done interface themselves with the brand. Headways shape the acts of the general open through acumen. Comprehension is the impression of a man towards the data went on through observes. These observations are seen by the person through his recognizes, affirmation, thought, memory, considering, dialect, and so forth absolute best procedure for pulling in the clients is to comprehend the mental parts of the clients (Sandra Jaketienė, 2008). 
 	Purchasers are last end client of items. They keep the generation cycle moving. Shoppers do assume a fundamental job in the financial arrangement of any country, subsequently, any country will confront emergency if buyers don't have the viable interest for products delivered.   Buyers request distinctive items dependent on their taste and inclination for them. Familiarity with great impacts customers buy of that great. Different components that impact one's taste and inclination for a decent are mental and ecological. Taste and inclination for a decent change extra minutes. Attention to an item, consequently, ads, assumes a job in affecting purchasers' preferred taste and inclination (Kimaro, 2010).  
Shoppers are known to be sound with respect to their buys, needing to expand their fulfillment with regards to buyer merchandise. A buyer will accordingly not buy an item whose cost is over the extra fulfillment that he gets from the great. The amount of a decent requested, relies upon the fulfillment the customer gains from spending additional cash on the great (Kimaro, 2010) 

2.7 	Theoretical Review 
2.7.1 	Applied Psychological Theory of Advertising (APTA) 
The theory proposed that sponsors reacted by attempting to change the impressions buyers had about brands by executing passionate prizes (Alpander, 1980). These included attempting to impact purchasers' discernment by using sex offer and associate endorsement. As clinicians kept on working with sponsors, devices called psychographics were created and used. Psychographics gave point by point data about various populaces, including their dispositions and convictions, with the end goal to all the more likely focus on each section. Today, therapists keep on working with advertising organizations to comprehend the practices of buyers and what induces them.  
 	During mid-twentieth century, establishments Walter and Watson (1980) underwrote Applied Psychological theory to the ground of publicizing. Scott announced that "Man has been known as the reasoning animal at any rate he could with more unmistakable steadfastness be known as the creature of proposal. He is sensible, at any rate he is to a more principal degree suggestible".  He exhibited this through his driving technique for an activate demand to the buyer. In the wake of leaving the field of the academic party he turned his thought towards prompting where he comprehended the considerations of decisionism into publicizing. This focused on pulling in the key questions of the purchaser: love, severely dislike, and dread. This kind of publicizing ended up being to a basic degree inducing as it suited the changing social setting which incited overpowering effect of future actuating framework and built up the place of mind science in advancing (Benjamin and Baker, 2005). 
 	In the interim, the field of trial psychology was creating and included researchers who needed to apply their insight to issues in reality as opposed to in the lab (Benjamin, 2004). Unadulterated researchers disliked this, as did mainstream researchers all in all. It was trusted that exploration in research facilities was prevalent. Therefore, connected researchers wanted to pick up validity and demonstrate the significance of their work. Applying their insight to advertising was one manner by which they started.  
 	The connection among advertising and psychology created in light of the fact that promoters were additionally hunting down legitimacy. They expected to add more science to their work to exhibit its sufficiency and to grasp the thought processes impacting purchaser conduct (Benjamin, 2007). Analysts were enlisted to help with social event the data that would empower supporters to get a more significant understanding of their customers (Friedman, 2004). As the relationship made, marketing experts used mental plans to fabricate the headway of their advancements and their ability to affect buyers.  
Customers are presented to several advertising messages every day, except many are unconscious of the mental information and ideas that are utilized to make huge numbers of the present promotions (Lindstrom, 2008). The use of these mental ideas to advertising started in the late nineteenth century and mid twentieth century (Benjamin, 2004). With the help of advisors, marketing specialists could grow their knowledge into thoughts, for instance, connection, memory, awareness, and sensation with the end goal to all the more likely achieves customers (Scott, 1904). 

2.8 	Empirical Literature Review 
Lusama (2010) affirms that (TV) ad is viewed as a standout amongst the best medium to impact the buy choice of buyers. This study plans to answer the inquiry that whether the private back ground of customers, provincial and urban varyingly affects the purchasing choice because of the TV commercials. This study likewise thinks about the impact of TV notices among the guys and females. The information was acquired from the overall population of Gujranwala city and its close-by towns. A sample of 400 people were flowed and out of these 302 reactions recorded and thought about. Results demonstrated that provincial occupants like the TV ads more than urban inhabitants. It was additionally inferred that urban inhabitants don't buy the products except if they don't really require it. Female conduct towards buy is more preferential by the TV notices than their male partners. The study additionally depicted that both sexual orientation gatherings and the two inhabitants think great when they take a gander at the advertisement of the item that they are at this point utilizing or having  
 	Muhammad and Alkubise (2012) revealed that promotion have been utilized for a long time to influence the purchasing practices of the customers. Advancements are significant in making the consideration and insight among the clients of remedial things; both of these factors are deadly mix to influence the gaining practices of the customers. This express research was composed on the 200 youthful male or female who utilize contrasting brands of beauty care products to check the impact of notice on their purchasing conduct while making the consideration and building the affirmations. Affiliation and descend into sin examination were utilized to perceive the relationship between these parts. The outcomes uncovered give the better method to manage officials to devise reasonable system for the showing of therapeutic things. These outcomes demonstrate that progressions are incredibly huge in making the consideration among the comprehensive network yet they are neglect to create solid affirmations in the brain of customers. Both of these factors, for example, customer care and purchaser recognitions will drive the buyer to purchase an unequivocal thing, as there is a positive relationship present in the midst of them. 
 	Nianzi (2011) assert that advertisement is by and large use for making mindfulness and advancing items. It is dubious to gauge how much promotion pull in the clients. The goal of this paper is to discover how much ads expedite impact the customer's purchasing conduct with reference to FMCGs. By utilizing 5 point Likert scale with cross sectional information, 250 respondents were disseminated in five urban communities of southern Punjab, as an example, and got 231 finish surveys from respondents after field review. With the assistance of Kirkpatrick show that contain one reliant and five autonomous factors, a calculated system was produced. Information was broke down by utilizing diverse measurable systems, for example, unmistakable measurement, Correlation investigation, and relapse examination. Consequences the study is strong in light of the fact that the proof demonstrates that commercials have noteworthy effect on shoppers' purchasing conduct and their decisions.  
 	The study by Vinerean et al., (2013) looks to inspect the impacts of publicizing on shopper purchasing conduct considering interest for corrective items by occupants in and around Nagarabhavi, Bangalore. Utilizing the sample of 100 respondents of for the most part the youthful, we ran relapses and discovered that promoting influences costs acquired on beautifying agents items yet much impact on the buy of restorative items results from one's pay or pocket cash accessible, and different components like cost of the item, the brand and other individuals' proposal concerning the item. We presumed that, publicizing fulfills the requirements of the firm and the desires of buyers. Its job can't be supplanted by some other means. In this way firms must strategize and know when and where they ought to publicize. The customers should be educated about items and until the point that that is done, the results of firms will at present be in stores with no interest for them. 
Fatima and Lodhi (2015) conducted the study on impact of advertisement on buying behaviours of the consumers. Advertisements have been used for many years to influence the buying decisions of the consumers. The study affirms that advertisements are helpful in creating the awareness and perception among the customers of cosmetic products; both of these variables are lethal combination to influence the buying decisions of the consumers. This particular research was conducted on the 200 young male or female who use different brands of cosmetics to check the influence of advertisement on their buying decision while creating the awareness and building the perceptions. Correlation and regression analysis were used to identify the relationship between these variables. The results revealed provide the new way to managers to devise suitable strategy for the marketing of cosmetic products. These results show that advertisements are very useful in creating the awareness among the people but they are failed to build strong perceptions in the mind of consumers. Both of these variables such as consumer awareness and consumer perceptions will motivate the consumer to buy a certain product, as there is a positive relationship present in between them. 
 	





CHAPTER THREE 
RESEARCH METHODOLOGY  
3.1 	Introduction 
This chapter provides the methodology adopted by the study. It presents research methodology, research approach and study area. Furthermore, the chapter shows sample and sampling techniques. The last part presents data analysis techniques. 
 
3.2 	Research Design 
This refers to an arrangement that demonstrates the approach and technique of how the examination was worked out by the researcher. It is an arrangement with an arrangement of standards which enables the researcher to conceptualize and observe the problem under the study (Chambua, 1997).  
 	This study used a case study research design. MTN Nig. Limited was selected because is one of the company with largest advertisement programs. A case study was used because it allows the use of various data collection methods so as to reach the validity and reliability coverage of the study and also it was cheaper and less time consuming due to limited resources, it also gives a researcher the possibility of having a much focused study. 
 	The main advantage of using a case study is its ability to draw information from many different sources such as interviews, observations and documentary reviews including historical findings/data (Kothari, 2004). Research design is well understood as a logic plan of how to conduct a research. 
 
3.3 	Population of the Study 
The population of the study was customers or clients and staffs of Mama Ifeoma Textile. If there should arise an occurrence of clients the study managed selected clients and staffs who were working with the organization at head workplaces in Ilorin. The company have about a total of 100 employees and the company had over thousands of customers. 
3.4 	Sample Size and Sampling Procedures  
A sample is a set of the population. It comprises some members selected from it. The sample of the study involved, executive, seniors, regular staff and clients of Mama Ifeoma Textile. Table 3.1 illustrates sample distribution of the respondents selected from Mama Ifeoma Textile. 
 
Table 3.2: Sample Distribution 
	Respondents  
	Male 
	Female 
	Total 

	Executive 
	1 
	- 
	1 

	Seniors 
	2 
	1 
	3 

	Regular Staff 
	3 
	3 
	6 

	Clients 
	43 
	37 
	1 

	Total 
	49 
	41 
	90 


Source: Mama Ifeoma Textile (2025). 
 
Sampling is the process of selecting a sufficient number of elements from the population, so that a study of the sample and an understanding of its properties or characteristics would make it possible for us to generalize such properties or characteristics to the population elements (Saunders and Thornhill, 2009). Purposive sampling was used to select all respondents to participate in the study; the technique was used because some of the respondents were not available at the time of data collection and others were assigned out of the office duties. Purposive sampling is the one in which the person who is selecting the sample tries to make the sample representative, depending on his opinion or purpose, thus making the representation subjective. 
 
3.5 	Data Collection Methods 
In order to get reliable data, the study used both primary and secondary data sources of information. From primary data, several data collection techniques namely interviews and questionnaire was employed. Secondary data were collected through, library search from published materials and internet/website. 
3.5.1 	Questionnaire 
A questionnaire refers to questions printed or typed in a definite order on a form or sets of forms, the respondents have to answer the questions on their own (Kothari, 2004). The researcher prepared a structured questionnaire. Structured questionnaires are those questionnaires in which there are definite, concrete and pre-determined questions. When characteristics are not present in a questionnaire, it can be termed as unstructured (Saunders and Thornhill, 2009). This technique was chosen because it does not exerting pressure to the respondents; this meant they were free and comfortable. Questionnaires were administered to customers and employees. See sample questionnaire as appendix I 
 
3.5.2 	Interview 
The interview method of collecting data involves presentation of oral-verbal stimuli and reply in terms of oral-verbal responses (Kothari, 2004). This involves verbal interaction between the researcher and respondent. The researcher prepared the interview guide questions in connection to research questions. The technique was used because, sample was controlled more effectively, more information and that too in greater depth can be obtained,  also the technique associated with greater flexibility, therefore the researcher have the opportunity to restructure questions so as to reach the research objectives. Interviewees were managers from, different departments. Moreover, five respondents were interviewed to establish the influence of advertisement on customer decision. These respondents were purposively selected.  
 
3.6 	Sources of Data Collection
3.6.1 	Primary Data 
Primary data were collected afresh and for the first time and thus happen to be original in character. In collecting the primary data the researcher used questionnaire and in-depth interviews.  

3.6.2 	Secondary Data 
Secondary data were collected through review of published data and information from articles, reports, journals, newspaper abstracting, theoretical reviews of the citation of other works. Secondary data were obtained from documentation available in libraries, study review of other authors on the same issues in the study, internet and websites. The study collected data in relation to advertisement practices emplaced by Mama Ifeoma Textile 

3.7 	Methods of Data Analysis
Data processing involved, editing, coding, tabulation which was used as a key factor in the whole process of the research. This was done in the area in order to make the research accurate and effective. Editing of data was done immediately after receiving questionnaire from respondents, it involved correction of errors that might have appeared in the whole process of collecting data. 
 	Coding of the data was done in order to ensure whether the response categories were appropriately classified and exhausted to the problem under the study and arrange data collected according to group or classes on the basis of their common characteristics. Data were analyzed by using SPSS, data were presented in descriptive and tabular form; tabulation was used in order to establish relationship between variables in presenting the findings of the study.

3.8 	Reliability and Validity of Data 
3.8.1 	Reliability 
Reliability is the ability of research instruments to consistently yield the same results when repeated measurements are taken under the same conditions (Kothari, 2004). The questionnaires were pre-tested through pilot study to ascertain reliability of instrument in collecting required information for the study. Reliability of the data collection instrument was established through test re-test method. 
 
3.8.2 	Validity 
Validity refers to the degree of success of an instrument in measuring what it is set out to measure so that differences in individual scores can be taken as representing true references in the characteristics under study, also noted that validity is the extent to which instruments capture what they purport to measure (Kothari, 2004). The content validity was used in determining the validity of the instruments. 
CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS
4.1 	Introduction  
The current chapter shows analysis and discussion of the findings. The chapter presents findings in relation to the impact of print media on the consumer decision. Also the chapter presents the effects of television promotion on consumer decision. Moreover, the chapter explains the impact of internet advertisement on the consumer buying decision. 
 
4.2 	Background of the Respondents 
This section provides background information of the respondents. It presents age, gender and level of education of the respondents. The section aimed to measure the influence of these variables to the research agenda. Respondents’ information presented in this chapter involves demographic variables such as age of the respondents and their gender perspectives. These information or profile helped the study by informing their background variables that could affect consumer buying decision in additional to conceptual variables in the study model. 
 
4.2.1 	Age of the Respondents 
Respondents from the study area were asked to state their age groups. The findings indicate that 42.2% of the respondents were aged between 34 to 45 years, as presented in Table 4.1  
Table 4.1: Age of the Respondents 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	18 – 24 
24 – 35 
34 – 45 
44 – 55 
Above 55 
Total 
	6 
	6.7 
	6.7 
	6.7 

	
	
	31 
	34.4 
	34.4 
	41.1 

	
	
	38 
	42.2 
	42.2 
	83.3 

	
	
	10 
	11.1 
	11.1 
	94.4 

	
	
	5 
	5.6 
	5.6 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
The results revealed that 34.4% of the respondents said their age was between 24 to 35 years. Also the study found that 11.1% of the respondents reported that there were between 44 to 55 years. Moreover, 6.7% of the respondents said they are aged between 18 to 24 years. Furthermore, small number of the respondents (5.6%) revealed that they are above 55 years. The findings imply that most of the young people are more involved in adverting issues. Therefore, they are more likely to increase their purchasing behaviour.  
 
4.2.2 	Gender of the Respondents 
During data collection, respondents were asked to identify their gender. This aspect was for the fact customers’ gender categorization could have influence on into buying decision. Results to this variable are shown in Table 4.2.  
 
Table 4 2: Gender of the Respondents 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 
	Male 
Female 
Total 
	49 
	54.4 
	54.4 
45.6 
100.0 
	54.4 

	
	
	41 
	45.6 
	
	100.0 

	
	
	90 
	100.0 
	
	 


Source: Field Survey, 2025. 
 	The results in Table 4.2 indicate that majority of the respondents (54.4%) were males. Also the study found minority of the respondents (45.6%) were females. The findings imply that males are more involved in advertising by using different medias (print media, TV and online), this increase the buying behaviour for males than females.  
  
4.2.3 	Level of Education of the Respondents 
The study examines the level of education of the respondents. Majority of the respondents (61.1%) reported that they had first degree/advanced diploma, as presented in Figure 4.1 
 
Figure 4. 1: Level of Education of the Respondents 
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Source: Field Survey, 2025. 
 
The findings in Figure 4.1 reveal that 17.8% had masters/PhD qualifications. Also the findings show that 15.6% of the respondents had diploma. Moreover, the results show that small number of the respondents 5.6% had primary/secondary education. The findings imply that the level of education influence advertising and buying decision. Advertising is more effective for the people with the highest level of education. This increases the buying decision of the customers. 
  
4.3 	The Impact of Print Media on Consumer Decision 
The study was interested to identify the impact of print media on consumer decision. Results of this study are presented and discussed in this section. Presentation is done in form of tables. It involves explanation of how newspaper advertising has influence on consumer buying decision, of Mama Ifeoma Textile products and services. 
 
4.3.1 	Daily Paper Promotion and Customer Views on Products and Services The study was interested to examine whether newspaper advertising could change perceptions on goods or not. Table 4.3 shows the presentations of findings from the field about newspaper advertisements and consumers’ perception on uses of products and services.   
 
Table 4.3: Daily Paper Promotion and Customer Views on Products and Services 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	28 
	31.1 
	31.1 
53.3 
7.8 
5.6 
2.2 
100.0 
	31.1 

	
	
	48 
	53.3 
	
	84.4 

	
	
	7 
	7.8 
	
	92.2 

	
	
	5 
	5.6 
	
	97.8 

	
	
	2 
	2.2 
	
	100.0 

	
	
	90 
	100.0 
	
	 


Source: Field Survey, 2025. 
 
Results in Table 4.3 reveal that 53.3% of the respondents agree that newspaper advertising could change perceptions of the customers on products and services of the company. Also the study found that 31.1% of the respondents strongly agree that newspaper advertising could change perceptions of the customers on products and services of the company. Moreover, the results indicate that 7.8% of the respondents they don’t understand whether newspaper advertising could change perceptions of the customers on products and services of the company. Furthermore, the study found that 5.2% and 2.2% of the respondents disagree and strong disagree respectively. The findings imply that advertising through print media facilitates to change perceptions of the customers on products and services. Moreover, the findings from Mama Ifeoma Textile customers’ show that print media facilitates to change perceptions of the customers on products and services. This is similar to responses obtained from Mama Ifeoma Textile employees which show that print media facilitates to change perceptions of the customers on products and services. This relate to the study conducted by Nianzi (2011), the study asserts that adverting through newspapers facilities to change customers’ perception on services and products offered by the company. This is likely to increase buying decision of the customers. 
 
4.3.2 	Advertising on Newspaper and Customer Worries 
Respondents were asked about newspaper promotions reduce customers’ worries of consuming services and products. The study found that 58.9% of the respondents agree that newspaper promotions reduce customers’ worries of consuming services and products. 
 
Table 4.4: Advertising on Newspaper and Customer Worries 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	24 
	26.7 
58.9 
5.6 
6.7 
2.2 
100.0 
	26.7 
	26.7 

	
	
	53 
	
	58.9 
	85.6 

	
	
	5 
	
	5.6 
	91.1 

	
	
	6 
	
	6.7 
	97.8 

	
	
	2 
	
	2.2 
	100.0 

	
	
	90 
	
	100.0 
	 


Source: Field Survey, 2025. 
 
The results in Table 4.4 show that 26.7% of the respondents strongly agree that newspaper promotions reduce customers’ worries of consuming services and products. Also the study found that 5.6% of the respondents didn't know whether newspaper promotions reduce customers’ worries of consuming services and products. Moreover, 6.7% of the respondents disagree that newspaper promotions reduce customers’ worries of consuming services and products. The study found that small number of the respondents (2.2%) strongly disagree that newspaper promotions reduce customers’ worries of consuming services and products. The findings from customers and employees of Mama Ifeoma Textile show that that advertising by using newspapers helps to reduce customers’ worries. The findings imply that newspaper promotions reduce customers’ worries of consuming services and products. This relate to the study conducted by Arshad (2014) the study argues that advertising by using newspapers helps to reduce customers’ worries and increase buying behaviour. 
 
4.3.3 	Newspaper Promotion and Service Purchases 
In this aspect on consumer buying decision and advertising on newspaper, study participants were required to respond if buying of Mama Ifeoma Textile products was influenced by the company’s advertisement and promotion on newspapers. 
 
Figure 4.2: Newspaper Promotion and Service Purchases 
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Source: Field Survey, 2025. 
 
Results in Figure 4.2 indicate that 61.1% of the respondents agree that advertising on newspaper promotes buying decision. Also the study found that 30.0% of the respondents agree that advertising on newspaper promotes buying decision. The findings show that small number of the respondents they don’t understand whether advertising on newspaper promotes buying decision. Moreover, the findings show that 3.3% of the respondents disagree that advertising on newspaper promotes buying decision. In addition, the study found that small number of the respondents (3.3%) strongly disagree that advertising on newspaper promotes buying decision. The findings indicate that that both employees and customers said that advertising on newspaper promotes buying decision. The findings imply that print media advertisement play important role to increase buying decision on products and services provided by Mama Ifeoma Textile. This relate to the study conducted by Kimaro (2010) the study assert that print media advertisement such as advertising through newspapers increases buying decision of the customers.   
 
4.3.4 	Newspaper Advertising and Purchase of Services offered by Mama Ifeoma Textile The study examines newspaper advertising and purchase of services/products offered by Mama Ifeoma Textile. The results show that 57.8% of the respondents agree that advertising and purchase of services/products offered by Mama Ifeoma Textile. 
  
Figure 4.3: Newspaper Advertising and Purchase of Services 
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Source: Field Survey, 2025. 
 
Figure 4.3 reveals that 57.8% of the respondents consented to buy Mama Ifeoma Textile affiliations and things by brilliance of very much arranged paper advance. Then again 26.7% of the respondents isolate on a proportionate condition. Also, 15.5% of respondents were fair-minded. The findings from customers relates with that collected from employees, all respondents revealed that advertising and purchase of services/products offered by Mama Ifeoma Textile. This proposes all around requested paper development has impact on mooring Mama Ifeoma Textile benefits notwithstanding not in some offbeat conditions. The moving of new media has begun impacting all around requested paper spread and made it to diminish masses, particularly to youth (David et al, 2104). 
 4.3.5 	Newspapers Promotion and Customer Brand Image 
The study examines whether newspaper promotion improves brand image to customers. The study found that 36.7% of the respondents agree that newspaper promotion improves brand image to customers. 
 
Table 4.5: Newspapers Promotion and Customer Brand Image 
	 
	
	Frequency 
	Percent 
	Valid Percent
	 	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	21 
	23.3 
	23.3 
36.7 
15.6 
15.6 
8.9 
100.0 
	23.3 

	
	
	33 
	36.7 
	
	60.0 

	
	
	14 
	15.6 
	
	75.6 

	
	
	14 
	15.6 
	
	91.1 

	
	
	8 
	8.9 
	
	100.0 

	
	
	90 
	100.0 
	
	 


Source: Field Survey, 2025. 
 
Findings in Table 4.5 reveal that 23.3% of the respondents strongly agree that newspaper promotion improves brand image to customers. The results show that 15.6% of the respondents they don’t know whether newspaper promotion improves brand image to customers. Also the study found that 15.6% of the respondents disagree that newspaper promotion improves brand image to customers. Moreover, the study found that 8.9% of the respondents strongly disagree that newspaper promotion improves brand image to customers. The results from employees are similar to customers, both agree that newspaper promotion improves brand image to customers. The results imply that advertising through newspaper facilities to improve brand image of the customers. 

4.3.6 	Newspaper advertising is Doubtful and Overstated 
The study examines whether newspaper advertising is doubtful and overstated. The study found that 38.9% of the respondents strongly disagree that newspaper advertising is doubtful and overstated. 
 
Figure 4.4: Newspaper advertising is Doubtful and Overstated 
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Source: Field Survey, 2025. 
 
Results in Figure 4.4 show that 38.9% of the respondents disagree that newspaper advertising is doubtful and overstated. Also the study found that 10.0% of the respondents agree that newspaper advertising is doubtful and overstated. Moreover, the study found that 12.2% of the respondents they don’t understand whether newspaper advertising is doubtful and overstated. The findings imply that in most cases newspaper advertising is not overstated.  

4.4 	The Effects of Television Promotion on Consumer Decision 
The study aimed to evaluate the effects of television promotion on consumer decision. The study examines TV promotion and customer’s views, TV promotion and customer complaints, TV promotion and service buying, TV promotion and buying Mama Ifeoma Textile products and TV promotion and Mama Ifeoma Textile marketing. 
 
4.4.1 	TV Promotion and Customer’s Views 
Respondents were asked to state whether television advertisements could turn people perception on the products uses. The study found that 56.7% of the respondents agree that television advertisements could turn people perception on the products uses. 
 
Table 4.6: TV Promotion and Customer’s Views 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Disagree 
Total 
	28 
	31.1 
	31.1 
	31.1 

	
	
	51 
	56.7 
	56.7 
	87.8 

	
	
	11 
	12.2 
	12.2 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
Findings in Table 4.6 show that 31.1% of the respondents strongly agree that television advertisements could turn people perception on the products uses. Also the study found that 12.2% of the respondents disagree that television advertisements could turn people perception on the products uses. The findings collected from customers are similar to employees’ findings. All employees and customers agree that television advertisements could turn people perception on the products uses. The results imply that effective advertising through television may turn people perception on the products uses. The results is similar to the study conducted by Farashah et al., (2011) the study affirms that when the company advertising its product or services by using television. The company is more likely to turn people perception on the products uses. 

4.4.2 	TV Promotion and Customer Queries 
The study examines whether TV promotion reduces customer queries. The study found that 58.9% of the respondents agree that TV promotion reduces customer queries, as presented in Table 4.7 
 
Table 4.7: TV Promotion and Customer Queries 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Total 
	33 
	36.7 
	36.7 
	36.7 

	
	
	53 
	58.9 
	58.9 
	95.6 

	
	
	2 
	2.2 
	2.2 
	97.8 

	
	
	2 
	2.2 
	2.2 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
Results in Table 4.7 show that 36.7% of the respondents strongly agree that TV promotion reduces customer queries. Moreover, the study found that 2.2% of the respondents they don’t know whether TV promotion reduces customer queries. In addition, the results show that 2.2% of the respondents disagree that TV promotion reduces customer queries. The findings show that all employees and customers of Mama Ifeoma Textile agree that TV promotion reduces customer queries. The results imply that advertising by using television helps to reduce customers complains on services or product offered by the company. This is consistent to the study conducted by Lusama (2010) the study reported that when companies advertising through television help to reduce questions   
 
4.4.3 	TV Promotion and Product Purchases 
The study examine whether advertising through TV promote customers to purchase products. The study found that 41.1% of the respondents agree that advertising through TV promote customers to purchase products. 





Table 4.8: TV Promotion and Product Purchases 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	21 
	23.3 
	23.3 
	23.3 

	
	
	37 
	41.1 
	41.1 
	64.4 

	
	
	12 
	13.3 
	13.3 
	77.8 

	
	
	13 
	14.4 
	14.4 
	92.2 

	
	
	7 
	7.8 
	7.8 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
Results in Table 4.8 reveal that 23.3% of the respondents strongly agree that advertising through TV promote customers to purchase products. Moreover, the results show that 13.3% of the respondents they don’t understand whether advertising through TV promote customers to purchase products. Furthermore, the study found that 14.4% of the respondents disagree that advertising through TV promote customers to purchase products. In addition, the study found small number of the respondents 7.8% strongly disagree that advertising through TV promote customers to purchase products. The findings imply that when the company advertises its products or services by using TV, it’s in position to influence customers to purchase the products or services. This relate to findings obtained during interview. The findings indicate that all categories of respondents’ customers and employees agree that advertising through TV promote customers to purchase products.  

4.4.4 	TV Promotion and Mama Ifeoma Textile Image 
The study examine whether TV promotion improves brand image for Mama Ifeoma Textile products and services. The study found that 60.0% of the respondents agree that TV promotion improves brand image for Mama Ifeoma Textile products and services. 
 
Table 4.9: TV Promotion and Mama Ifeoma Textile Image 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	25 
	27.8 
	27.8 
	27.8 

	
	
	54 
	60.0 
	60.0 
	87.8 

	
	
	3 
	3.3 
	3.3 
	91.1 

	
	
	7 
	7.8 
	7.8 
	98.9 

	
	
	1 
	1.1 
	1.1 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
Findings in Table 4.9 indicate that 27.8% of the respondents strongly agree that TV promotion improves brand image for Mama Ifeoma Textile products and services. Also the study found that 3.3% of the respondents they don’t understand whether TV promotion improves brand image for Mama Ifeoma Textile products and services. Moreover, the study found that 7.8% of the respondents disagree that TV promotion improves brand image for Mama Ifeoma Textile products and services. The results show that all categories of respondents’ agree that agree that TV promotion improves brand image for Mama Ifeoma Textile products and services. The findings imply that advertising by using television helps to build brand image for the products and services offered by Mama Ifeoma Textile. This is consistent to the study conducted by Arshad (2014), the study found that television advertisement helps to improve brand image of the products or services    
  
4.4.5 	TV Promotions are Improbable and Overstated 
Respondents were asked to state whether TV promotions are improbable and overstated. The study found that 51.1% of the respondents disagree that TV promotions are improbable and overstated 
 
 	 
Figure 4.5: TV Promotions are Improbable and Overstated 
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Source: Field Survey, 2025. 
 
Findings in Figure 4.5 show that 42.2% of the respondents strongly disagree that TV promotions are improbable and overstated.  Moreover, the study found that small number of the respondents (6.7%) they don’t know whether TV promotions are improbable and overstated. The results show that both employees and customers of Mama Ifeoma Textile strongly disagree that TV promotions are improbable and overstated. The findings imply that advertising by using television is not improbable and overstated. Therefore, advertising through television is more likely to influence customer buying behaviour.  This is similar to the study conducted by Arshad (2014), the study found that television advertisement is realistic, thus it influence customers to buy products and services offered by advertising company  
 
4.5 	The Impact of Internet Advertisement on Consumer Buying Decision 
The study examined the impact of internet advertisement on consumer buying decision. Respondents from the study area were asked to state the impact of internet advertisement on consumer buying decision. 
 
4.5.1 	Websites Promotion and Customer Views on Products/Services The study examines whether websites promotion and customer views on products/services offered by Mama Ifeoma Textile. The study found that 54.4% of the respondents agree that websites promotion and customer views on products/services offered by Mama Ifeoma Textile. 
 
Table 4.10: Websites Promotion and Customer Views on Products/Services 
	 
	
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid 
	Strongly Agree 
Agree 
Neutral 
Disagree 
Strongly Disagree 
Total 
	26 
	28.9 
	28.9 
	28.9 

	
	
	49 
	54.4 
	54.4 
	83.3 

	
	
	8 
	8.9 
	8.9 
	92.2 

	
	
	5 
	5.6 
	5.6 
	97.8 

	
	
	2 
	2.2 
	2.2 
	100.0 

	
	
	90 
	100.0 
	100.0 
	 


Source: Field Survey, 2025. 
 
Findings in Table 4.10 indicate that 28.9% of the respondents strongly agree that websites promotion and customer views on products/services offered by Mama Ifeoma Textile. 
Also, the results show that 8.9% of the respondents they don’t understand whether websites promotion and customer views on products/services offered by Mama Ifeoma Textile. Moreover, the study found that 5.6% of the respondents disagrees that websites promotion and customer views on products/services offered by Mama Ifeoma Textile. Furthermore, the study found that 2.2% of the respondents strongly disagrees that websites promotion and customer views on products/services offered by Mama Ifeoma Textile. The results show that both employees and customers of Mama Ifeoma Textile strongly disagree that agree that websites promotion and customer views on products/services offered by Mama Ifeoma Textile, This relates to the study conducted by Farashah et al., (2011), the study asserts that advertising by using internet facilities improve customers’ perception on the products and services offered by the company. 
 
4.5.2 	Website Promotion and Customer Complaints 
The study examines whether website promotion helps to reduce customer complaints. The study found that 46.7% of the respondents agree that website promotion helps to reduce customer complaints. 
 
Figure 4.6: Website Promotion and Customer Complaints 
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Findings in Figure 4.6 reveal that 16.7% of the respondents strongly agree that website promotion helps to reduce customer complaints. Also the study found that 13.3% of the respondents they don’t understand whether website promotion helps to reduce customer complaints. Moreover, the study found that 16.7% of the respondents disagree that website promotion helps to reduce customer complaints. The results show that 6.7% of the respondents strongly disagree that website promotion helps to reduce customer complaints. The findings show that both employees and customers agree that website promotion helps to reduce customer complaints. The findings imply that advertising by using internet helps to reduce customer complaints on products and services offered by the company. This is consistent the study conducted by Farashah et al., (2011), the study reveals that it’s important to advertise company products through the company website, as it play important role to reduce adverting cost and solve customer complains. 
 
4.5.3 	Website Promotion and Product Buying 
The study examines whether advertising by using website helps to increase buying of the products. The study found that 63.3% of the respondents agree that advertising by using website helps to increase buying of the products.  
 
 Figure 4.7: Website Promotion and Product Buying 
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The results in Figure 4.7 indicate that 33.3% of the respondents strongly agree that advertising by using website helps to increase buying of the products. Moreover, the study found that 2.2% of the respondents they don’t understand whether advertising by using website helps to increase buying of the products. In addition, the study found that 1.1% of the respondents disagree that advertising by using website helps to increase buying of the products. The findings show that both employees and customers agree that advertising by using website helps to increase buying of the products. The findings imply that advertising by using website helps to increase buying of the products. This is similar to the study conducted by Arshad, (2014) the study affirms that advertising company products or services through the company website helps to increase buying behaviour of the customer. 
 
4.5.4 	Online Promotions are Improbable and Overstated 
The study examines whether online promotions are improbable and overstated. The study found that 41.1% of the respondents disagree that online promotions are improbable and overstated. 
 
Figure 4.8: Online Promotions are Improbable and Overstated 
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Results in Figure 4.8 indicate that 30.0% of the respondents disagree that online promotions are improbable and overstated. Also the study found that 28.9% of the respondents they don’t understand whether online promotions are improbable and overstated. The findings show that both employees and customers disagree that online promotions are improbable and overstated. The findings imply that online promotions are improbable and overstated. This is similar to the study conducted by Ayanwale and Ayanbimipe (2005) the study argues that when the company advertises its products or services through the internet improve the reputation of the company.  
CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
 
5.1 	Introduction 
This chapter establishes the study summary, conclusion of the study and recommendations based on the findings of the study. Moreover, areas for further studies are explained in the last section of the chapter.  
 
5.2 	Summary of the Study 
The study focused on the influence of advertisement on consumer decision. The study was conducted at Mama Ifeoma Textile Limited. The objectives of the study were, to find the connection within print media promotion and the consumer decision, examine the association between television promotion and consumer decision and examine the link between internet advertisement and the consumer buying decision. 
 	The study applied a case study research design whereas quantitative and qualitative approaches were used. The sample size of the study was 90 respondents, this involved customers and staff from Mama Ifeoma Textile. The researcher analyzed the collected data by using Statistical Package for Social Scientists (SPSS). 
 	The findings of the study reveal that print media promotion increase consumer buying decision. The study found that print media promotion contributes to improve consumer decision. Also the study found that television promotion improves consumer decision as it contributes to increase buying decision. Furthermore, internet advertisement increases consumer buying decision among the customers of the Mama Ifeoma Textile Limited. 
 	The study concludes that advertisement programs conducted by Mama Ifeoma Textile through print media, television and internet improve customers’ behaviour and buying decision among the customers. The study recommends that management of Mama Ifeoma Textile should increase efforts to advertise through print media, television and internet. 
 
The study will contributes to create knowledge on the impact of print media on the consumer decision, effects of television promotion on consumer decision and the impact of internet advertisement on consumer buying decision. This study may help other researchers to know the different concepts in relation to advertisement through different channels, customer behaviour and buying behaviour. 
 
5.3 	Conclusion  
The study concludes that print media promotion increases consumer buying decision. Print media promotion influences the consumer’s motive to buy a particular product and change or make the perception of the product/services in the mind of the consumers. 
 	Moreover, the study concludes that television promotion improves consumer decision as it contributes to increase buying decision. Television promotion is efficient on consumer decision in process of products purchase. 
 	Finally, the study concludes that internet advertisement increases consumer buying decision among the customers of the Mama Ifeoma Textile Limited. Internet advertisement promote consumer buying decision because it to reduce costs and easy access to online services. 
 
5.4 	Recommendation 
The study recommends the following: 
i. Management of Mama Ifeoma Textile should emphasis on internet advertisement in order to increases consumer buying decision. Internet is one of the important channels in advertising. 
ii. There is a need to increase television advertisement. This play important role to improve customer decision, management should use attractive and informative content to increase customer buying decision. 
iii. Mama Ifeoma Textile should put more effort for consumer decision analysis. This is important for company to understand the decision of consumer in buying different situations. 
 
iv. There is a need to use print media for advertisement.  Consumer buying decision should be checked by consumer psychological decision and social concerns.  
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