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CHAPTER ONE
1.0	Introduction
1.1	Background to the study 
	Advertisement is one of the key elements for the development, expansion, and growth of industrial sector and ultimately for the economic development. The media and advertising campaigns are unavoidable by consumers in the 21st century. Researchers have studied and will continue to study the effects of advertising and its influence on attitudinal change, emotions, modification of lifestyle choices and its significant role in the consumption of goods and services  (Akinrosoye, 2011) cited in (Horne, 2006).
	Advertising, over the years has evolved into a powerful marketing tool in modern economics; advertising plays an important role in the growth of a business in its line of expertise. Advertising is a persuasive non-personal communication about products, services, or ideas usually paid for by identified sponsors through the various mass media. Today, we are exposed to advertisement everywhere, whether in the bus, walking around streets, on the high ways, while travelling, in the newspapers and on the radios and the televisions, SMS advert receive on our mobile phones, email advert/marketing we get in our inbox and particularly when surfing the internet, watching video on Youtube and when playing games or using some apps.
	Advertising is one of the ingredients in sustaining business whether the company is dealing with products or services. The entire business of a commercial organization or company starts and ends with advertising. That is to say, the rise and fall of the profit of a company depends solely on the expenditure incurred by the advertiser.
	It should be noted that when planning advertising campaign, one of the things to be considered from the outset is the type of media to be used, because different media performs present different purposes and offer different kind of results. Children advertisement is better channeled through television while adult advert can pass messages from radio, TV, billboard, new media and print media. Literates cannot grab messages from newspaper, social media and other literate media.       	
	It should be noted that adverts are placed where advertisers believe they will reach the largest, most relevant audiences. Commercial business use advertising to drive the consumption of their product, while non-profit organization may place adverts to raise awareness or encourage a change in behaviour or perception. 
	However, consumers don’t just buy advertised goods and service because they have enough money but rather they motivated by certain motive because we cannot effectively talk about advertisements without talking about motive. Smriti (2007) writes that buying motive is the urge or motive to satisfy a desire or need that makes people buy goods or services. Motive equally seen as thoughts, feelings, emotions and instincts, which arouse in the buyers a desire to buy. A buyer does not buy because s/he has been persuaded by the salesman, but s/he buys for the aroused desire in him or her. In another word, a motive is simply a reason for carrying out a particular behaviour and not an automatic response to a stimulus.
	According to Smriti (2007), motives that drive advertisement include pride or prestige, emulation or imitation, affection, comfort or desire for comfort, sex appeal or sexual attractions, ambition, desire for distinctiveness or individuality, desire for recreation or pleasure, hunger and thirst, habit etc. 
	 The research, therefore, set out to examine the influence of advertising on students patronage of goods and service with the view to know the extent at which students of Kwara poly  student exposed to goods and services, their buying decision and what appeals to them in advertising messages. 


1.2	Statement of Problem
	For business to yield profit and survive in any competitive environment it need the help of advertising and because of this, many entrepreneurs or companies indulge in illegal advertising so as to get what they want in business. By so doing, they introduce fraudulent and unethical practices that mislead the public, customers, or consumers into leaving the better brand to the worse brand and also into buying the wrong products known as imitations (Adeagbo, 2011). This practice makes advertising profession loose its good essence, credibility and interest. It also discourages consumers from paying attention to advertising messages.
	Many advertised products and services unable to perform its functions as advertised to the consumers. Similarly, audience or consumers were unable to comprehend advertised messages because of the language used, meaning that at times local language should be used rather than English language (Olayinka, 2019).
	Many studies have been conducted on advertising generally, some focused-on Television, newspapers, billboards and online. Prakash (2017); Olayinka, (2016); Aminu (2013), Akbar & Paul (2014) but no study focus on how advertising influence female undergraduate student of University of Ibadan. It is against this background that the study investigates the influence of advert on students patronage of goods and service among Kwara poly  student students.
1.3	Objectives of the Study
The general objective of the study is to investigate the influence of advertising on students patronage of goods and service among Kwara poly  student students. The specific objectives are: 
i.	To ascertain whether students of Kwara poly  student are exposed to	advertisement.
ii.	To determine whether advertisements influence students of Kwara poly  buying 	habit.
iii.	To discover the type of advertisement appeals that is effective in influencing 	Kwara poly  student students buying habits. 
iv	To determine whether products and services that are advertised to students of 	Kwara poly  student perform as promised in the advert copy.
v.	To ascertain most effective advertising medium that students of KWARA POLY  are 	regarded as most credible when seeking information about products or service?
1.4	Research Questions
i. To what extent do students of Kwara poly student exposed to advertisement?
ii. To what extent has advertisement influenced students of Kwara poly  buying habit? 
iii.	Which advertisement appeals technique often influences Kwara poly students? 
iv	Do products and services advertised to students of Kwara poly student perform the 	same functions as promised in the advert copy?
v.	What is the most effective advertising medium that students of Kwara poly regards as 	credible when seeking information about products or service
1.5	Significance of the study
	This work though not exhaustive is quiet necessary at a time the media a awash with all forms of advertisement lure consumers. 
	It will educate consumer on the best ways to respond to advertisement while advertisers will learn to understand the need to follow the ethics of the profession by avoiding advertisement that are subversive. 
	Students of advertising will also find this work useful as it will expose them to various forms of media advertisements.
	Essentially, this study makes a significant contribution to the existing literature on the attitude of consumers towards lager products. The study will also be of great use to mass communication and marketing students who intend to take up similar studies.
1.6	Scope of the Study	
	The study which the influence of advertising on students’ patronage of goods and service has been narrowed in scope to Kwara poly student students. Thus, the geographical scope of this study shall within Lagos state. The choice of Kwara poly student students was due to the proximity to the researcher, inadequate time to study all higher institutions in Lagos State among other logistics. 
	Also, the demographic factors of the respondents will carefully study before the administration of research instruments such factors include: age, gender, academic level e.t.c. 
1.7	Operational Definition of Terms.
Influence: This refers to the capacity to have an effect on the character development, or behaviour of someone or something.
Advertisement: These are all forms of promotions given to various products and services by the manufacturers through radio, television, newspapers and even online in order to influence buying habits.  
Patronage: This refers to how people are buying one product and service due to their exposure to its commercials.






CHAPTER TWO
2.0	LITERATURE REVIEW
Introduction
	Any academic study and research project must review the current inputs on the topic of discourse it chooses. This is done to ensure that previous studies are relevant to the current one, which necessitates a degree of correlation. Reviewing pivotal research and works associated with the topic being studied will also help to avoid repetition or duplication. Therefore, new studies are founded on the findings and results of the previous studies associated with it, serving as the building blocks and background to build the new one on.
	Thus, this chapter focuses on the review of literature that is relevant to this topic “Influence of Advert on Students Patronage of Goods and Services”. The conceptual, analytical, and theoretical frameworks used in this analysis were derived from textbooks, magazines, newspapers, and journals. Other sources include online materials, which can be found by using the Google Search Engine to find specific materials that aren't easily found in the library, and since the internet provides access to a wealth of new ideas, documents, and books in this technological age.
2.1	Conceptual Review	
2.1.1	Advertising of Products and Services
	Lots of scholars have attempted to define advertising and one of such attempts led by the American Marketing Associations (AMA 1977) cited in Suleiman (2004) says. Advertising is any paid form of non-personal presentation and promotion of goods, services or ideas by identified sponsors. Advertising is any paid form of non-personal, presentation and promotion of ideas, goods, services usually paid for by an identified sponsor (Dominick, 2002).
	Also, Akinrosoye (2012) defines advertising as the non-personal communication of information usually paid for and usually persuasive in nature about products, services, or ideas by identified sponsors through the various media.  Dominick’s (2007) asserts that advertising is any form of non-personal presentation and promotion of ideas, goods and services, usually paid for, by identified sponsor.
	Asemah, et. al (2013) cited in Leo  (2013) states that advertising is a controlled, identifiable and persuasive communication that is presented via the mass media and designed to develop product demand and to create a favourable image for a company.
	Therefore, advertising is a persuasive paid form of communication about product, service, idea or concept that are disseminated to the targeted audience through mass media by an identified sponsor who could be an individual, corporate body or government agencies. Okunna (2002) posits that advertising as a form of communication through the media about product, services, ideas, personalities or organizations paid for by an identified sponsor.  Advertising as the non-personal communication of information, usually paid for any usually persuasive in nature about products (goods and services) or ideas by an identified sponsor through various media. It is an exciting, dynamic, and challenging enterprise (Awofadeju, 2013) in (Bovee and Arens, 1985). 
Definition of advertising as the non-personal communication of information, usually paid for any usually persuasive in nature about products (goods and services) or ideas by an identified sponsor through various media. It is an exciting, dynamic, and challenging enterprise (Kamal, 2016).  
It is often a persuasive communication in that it tries to persuade the consumers, reader, the listener or the viewer to take to the sponsor’s own point of view and also to take some appropriate action. It is not personal or face to face communication rather it is directed to a group of people. 
Advertising is impersonal communication of information about products, services or ideas through the mass media, and it is often persuasive and paid for by an identified sponsors (Svetlana, 2014). Advertising can be defined as a form of communication in the media paid for by an identifiable sponsor and directed “at a target audience with the aim of imparting information about a product, service, idea or cause.” (APCON, 2017).
	Carthy (2004) writes that advertising is any paid form of non-personal presentation of ideas, goods or services by an identified sponsor”. It is any form of non-personal communication through the mass media that is paid for by an identified sponsor. 
Sarva (2005) define advertising as public announcement to inform and persuade people to buy a product, a service or an idea using a suitable mass media. According to Sarva (2005) advertisement can include but not limited to any form of notice, label, wrapper, circular or any other information made orally or printing.
	Advertising is not undertaken by management just for fun or to keep products or services. It is principally involved in persuasion or advocacy even apparently just giving us information, using media that are paid for it to get through to the mass audience with the identity of the advertisers being clear. Advertising has the mandate to sell the advertiser’s goods and help the consumers to shop wisely.
It is often a persuasive communication in that it tries to persuade the consumers, reader, the listener or the viewer to take to the sponsor’s own point of view and also to take some appropriate action. It is not personal or face to face communication rather it is directed to a group of people. 
From the foregoing certain words of elaboration, advertising is “non personal” it is directed towards a large group of anonymous people, even direct mail advertising, which may be addressed to specific person, is prepared by a computer and signed by a machine. 
Secondly, advertising typically “paid for”. This fact differentiates advertising from publicity, which is not usually purchased. Sponsors such as Malt drink pay for the time and space they use to get their message across. 



2.1.2	Functions of Advertising 
There are too many functions of advertising that need to be explored in an organization (Paul, 2016).
1. It gives information about the product, its features and its location of sale. 
2. It informs the consumers about new products.
3. Advertising performs a persuasive mission. It tries to persuade consumers to buy particular brands or to change their behaviors toward the product and company. 
4. It performs the reminder mission to remind consumers about a product to keep buying the advertised product instead of the rivals brands.
5. Advertisements can help in attracting huge number of potential customers and make positive impact about their products and services.
6. Advertisements create a brand name for the product being promoted. People can recognize the products from the catchy advertisements they see and thus sales are also improved.
2.1.3	Historical Development of Advertising  
	Advertising can be traced back to the classical period. Then the Roman Chariot races at the stadium at Nimes were advertised. During this period, street vendors advertised the wares they placed on sale. Even walls and building bore inscriptions of the products being advertised. According to James Norris (1984:20), different stores were identified and distinguished by signs hung in front of them. For example, a Roman advertisement read:
“There will be a dedication of formal opening of baths, those”
“Attending are promised slaugther of wild beast, athletics, games”
“Perfume, sprinkling and awnings to keep off the sun”.
	Also, in the course of years, either by accident or design, the most remarkable devices have been resorted to in order to attract attention. For instance, Mr. Hendricks thusplies great versatility on the part of the advertiser is Buness " Co., whose sign board reads: 
"Blacksmith's And Barber's Work Bids For Patronage"
	In the middle ages the invention of the printing press and movable types changed the character of advertising. This made it possible for newspapers to carry advertisement of a personal or retail nature. The Weekly News of London (1625) was one of the pioneers of this act and it made it possible for street vendors to begin their gradual extinction.
	Jefkins (1986:45) cited in Ossai, (2006:22) noted that the first British advertising agencies were involved in space broking business, the agent being paid a commission on the advertisement he was able to sell for a newspaper or magazine. Thus, the power of advertising was realized and exploited by entrepreneurs to maximize profit.
	Tracing the history of mass media Norris (1984:20) cited Ossai, (2006) recounts that press advertisement appeared as early as 1666 when the London Gazette had proclaimed the merits of chocolate tea and other delights in a manner that would create desire and attract attention. By 1702, the Daily Courant had joined the beat. So had Revue in 1704, The Examiner, The Tatler and The Spectator.
	All these papers carried advertisement and public notices. Ossai, (2006) in Toyin Adegbola (1980) posits that during the Napoleonic wars, government increased advertising finance because of the need to raise funds through lotteries to finance the war.
	Agencies took advantage of this to emerge and one of the very first to be established was that by James White and Charles Lamb. They established their agency in 1800 and they were followed by Reywell and Sons of London in 1812. One significant fallout of the growth of advertisement in this period was the establishment of advertisement tax in 1853. It was significantly followed by the removal of stamp duty on newspapers in 1861.
	The coming of cinematography in 1895 by the Lumiere Brothers, (Auguste and Louis) markedly improved the quality of services offered by the advertising agencies and the advertisers in general. This was the period of John Young, Milton Feasley, Edward Theodore, Mcmamus and a host of others who turned advertising into an effective selling tool. This was very noticeable in the U.S.A. where advertising has been credited with positive contributions towards the development of the American economy.
	According to Ossai, (2006) in Norris (1984:24), “manufacturers found themselves with an ever expanding natural market, and in nationally distributed periodicals of the day, they found a very efficient way to tell consumers about products manufactured for mass consumption.” Norris reveals further that ‘In addition, newspapers, church publications, farm papers, almanacs and periodicals brought a new dimension to outdoor advertising.’ 
	The 20th century set a new trend in the manner in which advertisement and advertisers became more creative. They discovered that it was not just a matter of inserting messages in papers or billboards, but doing those things that stimulate consumers and arouse their curiosity. Thus, as Norris (1986:39,50) cited in Ossai, (2006) says, “Advertising changed from something that was basically a “notice” of a wild unsupportable boast or simply an attention caller, to a hard working partner in the marketing mix.”
2.1.4	Historical Development of Advertising 
	 Highlighting its existence in Nigeria, advertising has been part of commercial activities even before the arrival of white-men. Abayomi in Okunna (2002) pointed out the common practices in our locality like town criers, hawking and display of available waves were the earliest method of advertising in Nigeria. This is still obtainable in the free-market these days as sellers cry above their voices to draw the attention of buyers to their waves. 
The introduction of modern advertising in Nigeria was made possible in 1859 by a newspaper called “Iwe Irohin”. It was owned by an English Reverend gentleman known as Henry Townsend. It was an eight page newspaper with four pages English version and four pages “Yoruba” version. Akinrosoye and Agboola (2008).
This newspaper attracted a lot of readership, this creating space for advertisement on births, weddings and obituaries, vacancies for houseboys and maids, church activities, ship schedules and other social event. Akinrosoye and Agboola (2008) record that other newspaper such as the logos observer, the Eagle, the Lagos critic and others joined the music.
This began with the establishment of Western Nigeria Broadcasting Services (WNBS) and Western Nigeria Television (WNTN) by the defunct Western Religion, Okunna. The business of advertising enjoyed a great boast in the 1920s as notable companies such as Releigh Bicycle, PZ, lever Brothers, Cadbury, Ovaltine and others sprang up to patronize the services of West African Publicity (WAP) who provided advertising services like radio and television there was a considerable advancement in Radio/TV advertisement for over four decades.
2.1.5	Reasons for Advertising a Brand
	Although, there are various reasons advanced for advertising a product, few of the reasons include by not limited to the introduction of new product or service, reminding consumers of existing product, reinforcing product awareness, building product loyalty and increasing market share. However, Contemporary Communications (2016) highlights some of the reasons a product or brand should be advertised and promoted.  
	Ogunsusi (2015) writes that there is company (big or small) can be forever or doing fine without advertisement, no matter how suitable your location is, no matter your years of establishment. Therefore, It is virtually impossible to build a successful businesses without advertising it. There are lots of reasons to advertise product or brand (Radio Advertising Bureau, 2016).
1) To reach new customers: this is one of the core reasons to advertise, because whether a new business or existing ones, there is always the need to get more customers. Also, the market changes constantly, new families moving into the area mean new potential customers etc. All these are the need for new customers.
2) To influence shoppers throughout the buying cycle: People often go from store to store comparing prices, quality and service.  Advertising must reach them consistently through the entire decision-making process.  For example, the average new car purchase is a 13-week cycle.  Your name must be fresh in their ears and minds when they ultimately decide to buy. Therefore, you need to remind them as many times as possible using appropriate media of communication. 
3) It pays off over a long period. A brand needs to be advertised very often, daily, weekly etc because advertising offers a long-term advantage over competitors who cut back or cancel advertising. 
4) To generate more store traffic: there is no doubt about the fact that, the more customers that come to your store the more you are likely to sell and make more profits. Therefore, continuous store traffic is the first step toward sales increases and expanding your base of shoppers. Even shoppers buy what they don’t plan for before when they visit your store.
5) To keep a healthy positive image: a brand that is constantly advertised will definitely become an household name and sell faster. This also tend to increase the brand reputation and credibility in the market 
2.1.6	Media of Advertising Products and Services
	These are means of disseminating advertising messages to the targeted audience and is on the increase every day.  Kazmi and Satish (2004) offers the followings as some of the advertising media that are available for the promotion of brand.
a. Newspaper 
b. Magazine 
c. Radio 
d. Television
e. Billboard
f. New media 
i. Newspaper: In the Nigeria and other countries of the world, advertisement placement is dominated by the national and regional newspapers, the latter taking almost all the classified advertising revenue. Till date, newspapers and magazines are still able to get advertisement message across to various target audience of companies due to some advantages which the newspapers and magazines have over other media make it remain among the best patronized media of advertising.
ii. Radio: Radio is another effective advertising medium that has increased greatly in recent years, with the granting of many more licenses to private radio stations. It typically reaches specific audiences at different times of the day adults at breakfast, housewives during the day, and commuters during rush hours. It can be a cost-effective way of reaching these audiences especially since production costs are much cheaper than for television, though the lack of visual elements may limit the message. In radio advertising, it is important to identify the right timing to reach specific radio listeners. For instance, many people only listen to the radio when they are stuck in traffic, whereas other listeners may only listen in the evenings. The 24 hour availability of radio is helpful to reach a variety of customer sub-segments. In addition, it is a well-established medium to reach rural areas (Kazmi and Satish, 2004). 
iii. Television: Television being an audiovisual medium of communication is regarded among adverting practitioners as the most effective means of disseminating information especially advertising messages that need description or explanation to the people because of its potential ability to communication in sound and image.  
iv. Cinema: This is another effective means of researching to the target audience, especially those that watch in the cinema or film. Film has substantial numbers of viewers who enjoy messages from watching and it is through this that advertiser products and services are slotted. 
v. Internet/ Digital Advertising: 
	Internet advertising otherwise called online advertising, Social Media marketing, web advertising, mobile advertising or simply called digital marketing/advertising is an emerging advertising and marketing platform that meet the needs and interest of the internet users. Users of various internet platforms such as social media, blogs/website, mobile games, mobile app are the target of this kind of advert messages. Sometimes, it is done to complement what is being advertised in the traditional mass media like radio, television etc.  
The diagram below as offered by Kamal (2017) simplifies it.Advertising Media
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Source: Olayinka, (2015)

2.1.7	Concept of Appeal/Approach in Advertising 
	Appeals are the psycho-social mechanism usually used by advertisers to secure the attention of their targeted prospects and to lure them to look in the direction of the advertised products. William, M. W. (1990) posits that appeal is a device by which specific consumers-response is solicited in an advertisement.
	Therefore, it can be established that an appeal stimulates desire in the consumers, thereby luring them to act in the direction expected by the advertisers. Before any advertising can be considered successful, it must appeal to the targeted consumers’ i.e a very good advertising campaign must be armed with the appropriate appeal. There are so many appeals that are used in presenting advertising campaigns to the target audience and few of them are:
i. General/Specific Appeals
ii. Rational/Emotional Appeals
iii. Product/Advertisement Appeals
iv. Product/Institutional Appeals
v. Negative/Positive  Appeals
On the other hand, appeals can be any of the followings: 
Testimonial Appeals: when the advertisers uses celebrities as models to an open testimony about the goodness of a product and this has been explored in the advertisement of some consumer products such as perfume, bar, soap, body cream, lager bear. etc       
Health Appeals: This is strictly psychological as “health they say is wealth”. Every consumer desires a sound health; as such any advertisement that places emphasis on good health tends to lure them easily to buy.
Sex Appeal: In sex appeals, the advertiser uses pretty girls as models. Sex appeal can also be used through the use of colours and packaging. A typical example is in telecommunication advertising campaigns.
2.1.8	Advertising Appeals Suitable for Brand Promotion 
	However, in some occasions, some believe that; appeal is not the same as approach and vice versa. Akinrosoye (2014) writes that appeal is similar to the appeal because the two are specific strategies used to convey advert messages to the audience with the view to get the desired results. He stressed that the right approach needs to be chosen in order to succeed. Akinrosoye (2014) offers the following advertising approach that are often used in this contemporary time:
i. Musical approach
ii. Dramatic Approach
iii. Monologue approach 
iv. Dialogue approach
v. Slice of life approach
vi. Fear inducing approach
vii. Comparative approach
2.1.9 Meaning of Advertising Campaigns
	According to Bashir, (2006), Advertising campaigns are the groups of advertising messages which are similar in nature. They share same messages and themes placed in different types of medias at some fixed times. The time frames of advertising campaigns are fixed and specifically defined.
2.1.10	Advertising Agencies and Impact in Advertising 
 	The work of a tailor is to collect the raw material, find matching threads, cut the cloth in desired shape, finally stitch the cloth and deliver it to the customer.” Advertising Agency is just like a tailor. It creates the ads, plans how, when and where it should be delivered and hands it over to the client. Advertising agencies are mostly not dependent on any organizations. Akinrosoye and Adeagbo (2012).
	Monle and Johnson (2005) said, these agencies take all the efforts for selling the product of the clients. They have a group of people expert in their particular fields, thus helping the companies or organizations to reach their target customer in an easy and simple way.
	The first Advertising Agency was William Taylor in 1786 followed by James “Jem” White in 1800 in London and Reynell & Son in 1812.
2.1.11	Role of Advertising Agencies in Advertising Campaign
i. Creating an advertise on the basis of information gathered about product 
ii. Doing research on the company and the product and reactions of the customers. 
iii. Planning for type of media to be used, when and where to be used, and for how much time to be used. 
iv. Taking the feedbacks from the clients as well as the customers and then deciding the further line of action. Maurice, J. (2008)
	Maurice, J. (2008) added that all companies can do this work by themselves. They can make ads, print or advertise them on televisions or other media places; they can manage the accounts also. Then why do they need advertising agencies? 

2.1.12	The Process of Making an Advertising Campaign
	Kazmi, and Satish,  (2004) describe the process as put below:
i. Research: first step is to do a market research for the product to be advertised. One needs to find out the product demand, competitors, etc.
ii. Know the target audience: one need to know who are going to buy the product and who should be targeted.
iii. Setting the budget: the next step is to set the budget keeping in mind all the factors like media, presentations, paper works, etc which have a role in the process of advertising and the places where there is a need of funds.
iv. Deciding a proper theme: the theme for the campaign has to be decided as in the colors to be used, the graphics should be similar or almost similar in all ads, the music and the voices to be used, the designing of the ads, the way the message will be delivered, the language to be used, jingles, etc.
v. Selection of media: the media or number of Medias selected should be the one which will reach the target customers.
vi. Media scheduling: the scheduling has to be done accurately so that the ad will be visible or be read or be audible to the targeted customers at the right time.
vii. Executing the campaign: finally the campaign has to be executed and then the feedback has to be noted.
		Ewuola (2004) says, mostly used media tools are print media and electronic media. Print media includes newspaper, magazines, pamphlets, banners, and hoardings. Electronic media includes radio, television, e-mails, sending message on mobiles, and telephonic advertising. The only point to remember is getting a proper frequency for the ad campaign so that the ad is visible and grasping time for customers is good enough.
	All campaigns do not have fix duration. Some campaigns are seasonal and some run all year round. All campaigns differ in timings. Some advertising campaigns are media based, some are area based, some are product based, and some are objective based. It is seen that generally advertising campaigns run successfully, but in case if the purpose is not solved in any case, then the theory is redone, required changes are made using the experience, and the remaining campaign is carried forward.

2.1.13	Consumers Patronage and Factors Influencing the Patronage  
	Before we can talk about consumers patronage and preferences, there is need to shed light on consumer behaviour which is an offshoot of the consumers’ patronage and preferences.
	Consumers’ behaviour is how purchasers or users of goods and services make decisions about products, services and an organization (Okidu, 2015). Consumers Behaviour may be defined as the interplay of forces that takes place during a consumption process, within a consumers’ self and his environment. It also means a form of behaviour explains the reasons and logic that underlie purchasing decisions and consumption patterns; it explains the processes through which buyers make decisions. 
	Therefore, the underlying foundation of demand, therefore, is a model of how consumers behave. The individual consumer has a set of preferences and values, these factors are summed up to refers to as a Consumer behaviour theory which means that decisions are allocated by the consumer to good and services in order to effectively ultise their scarce income across all possible goods so as to obtain the greatest satisfaction.
2.1.14	Factors Influencing Consumers Behaviour and Patronage  	
	Some of the factors or forces that are influencing consumers behaviour towards buying a goods or using a service. They are stated below as put by Smriti, (2016).
1. Internal or Psychological factors 
2. Social factors 
3. Cultural factors 
4. Economic factors 
5. Personal factors! 

1. Internal or Psychological factors: This as to do with a mental disposition about an issue. The buying behaviour of consumers is influenced by a number of internal or psychological factors. The most important ones are motivation and perception, others are biogenic needs which arises from physiological states of tension such as thirst, hunger while psychogenic needs such as recognition, esteem. 
Social factor: Man is a social animal. Hence, our behaviour patterns, likes and dislikes are influenced by the people around us to a great extent. We always seek confirmation from the people around us and seldom do things that are not socially acceptable. The social factors influencing consumer behaviour are a) Family, b) Reference Groups, c) Roles and status.
Cultural/Religion factors: it is noted that individuals grow up learning a set of values, perceptions, preferences and behaviour patterns as the result of socialisation both within the family and a series of other key institutions. From this we develop a set of values, which determine and drive behavioural patterns to a very large extent. For instance, muslim don’t eat pork so, it will be very rear to be persuaded by any advert to eat such.
Economic Factors: Consumer behaviour is influenced largely by economic factors. Economic factors that influence consumer behaviour are personal income, family income, savings. This is important because goods and services are mostly not offer free of charge.
Personal factor: Personal factors also influence buyer behaviour. The important personal factors, which influence buyer behaviour, are age, occupation, income and life style. 
2.2 	Empirical Framework
2.2.1	Okoye, B (2012). Role of Advertising in promoting products and services among Uniport students. According to the research, advertising is seen as one of the essential ingredients in selling and promoting brand awareness. The study used survey research method to elicit response from students of University of Portharcout. The sample size of three hundred (300) were drawn from the university population using accidental sampling method mostly from the undergraduate students. The persuasive model and Uses and Gratification theory was used to explained the theoretical justification for this study. Out of the administered three hundred (300) copies of questionnaire to the students, two hundred and ten (210) copies of the questionnaire were correctly filled and retrieved and analysed. The data were analysed using Regressive ANOVA. Findings show that availability of lots of information about products and services often help the customers to make choice especially the literates who like to read and know more about a product or service before making final purchase decision.   
	Finding also shows that majority of the respondents have once time or the other make purchase choice based on the type of information received about such products and services. Also, students often trust product advertisement more than they do for the services while credible organisations’ commercials often win attention of the audience more than unknown brands. It is recommended that manufacturing companies and service providers should try as much as possible to ensure that the needed information about products and services they are offering are provided to the interested public.
2.3	THEORETICAL FRAMEWORK
2.3.1	Cultivation Theory
	The key theory for this study is cultivation theory. The theory was propounded by George Gerbner and Larny Gross of the University of Pennsylvanian in 1976. The theory states that mass media (Television) is responsible for shaping or cultivating rears conception of social reality. It further explained that the information and ideas people receive on a daily basis are the foundation for their own personal outlook of life. Furthermore, the theory has to do with the idea that mass media has the power to shape our perception of reality and the world around us by affecting our attitudes and certain ways of thinking. 
	The theory assumes that the mass media advert is capable of influencing the opinion, preference, attitude and patronage of consumers towards various advertised products and services because constant exposure to advert on television, radio, newspaper, billboard even online can influence students patronage and taste of consumers especially in Osun State Polytechnic Iree where there are availability of multiple media and competitive brands. 
2.3.2	Persuasion Theories 
Persuasion may be defined as the process whereby an attempt is made to induce changes in attitudes and behaviour through involvement of a person’s cognitive and affective processes. Folarin, (2006) cited Roger (1961) makes a distinction between persuasion and propaganda. According to him, it is persuasion when the message stresses the interests of the receiver or the mutual interests of the source and receiver. But it is propaganda when the message betrays a single-minded pursuit of the source’s own interests. 
	Based on the Individual Differences Perspective, it holds that, for a persuasive message to be considered effective, it must succeed in altering the psychological functioning of the recipient(s) in such a way that he or she or they will respond overtly with models of behaviour desired or suggested by the communicator. For example, to encourage people to buy a product, the advertisers would have to get people to develop favourable attitudes to the benefits and significance of the drink as a whole to their body system. The psychological motivations used as intervening variables between the message stimulus and audience response include hunger, sexual urges, status drives, vanities, opinions, etc. therefore, for any advertising campaign to be successful or considered to be effective, such advertising messages must not only motivating, captivating, educating but must also persuasive to the target market. It can be stressed that no one buy produced or use any service for using or buying sake without any motive.

2.3.3	Behaviourism Theory
	Behaviourism is a learning theory that only focuses on objectively observable behaviours and discounts any independent activities of the mind. Behaviour theorists define learning as nothing more than the acquisition of new behaviour based on environmental conditions. Behaviourism is a worldview that operates on a principle of “stimulus-response.” All behaviour caused by external stimuli (operant conditioning). All behaviour can be explained without the need to consider internal mental states or consciousness. The major proponents of this theory are John B. Watson, Ivan Pavlov, B.F. Skinner, E. L. Thorndike and Albert Bandura.
	Behaviourism maintained that behaviour is shaped through positive reinforcement or negative reinforcement.  Both positive and negative reinforcement and increase the probability that the antecedent behaviour will happen again. Positive indicates the application of a stimulus; Negative indicates the withholding of a stimulus. Learning is therefore defined as a change in behaviour in the learner. Lots of (early) behaviourist work was done with animals (e.g. Pavlov’s dogs) and generalized to humans.
	Therefore, it could be deduced that advertisement campaigns shapes the behaviour and attitude of people towards patronage of certain products and services because it comes from the external stimuli. More importantly, the promise associated with the advert tends to lure people to one brand to the other.  















CHAPTER THREE
3.0	METHODOLOGY
	The purpose of this chapter is to establish the broad methodological engagement of this study which is relevant for describing the strategies involved in research as well as the empirical application of techniques for the study (Kothari, 2004; Rajasekar, Philominathan & Chinnathambi, 2013). According to Kothari (2004), validation of research process and facilitation of replication process in research work in the future, is engendered by the clear statement of the methodological processes and techniques. Therefore, this chapter presents in details the steps the researcher intends to adopt in the collection of relevant data for the study and methods of analysis. It provided explanations on the research design, research method(s), study population, sample size, sampling technique, research instrument, validity and reliability of the instrument, method of data collection, method of data analysis and presentation.
3.1	Research Design 
	According to Kenpro (2012), research design is the overall strategy used in integrating the different component of the study in a coherent and logical way, so as to ensure the effective addressing of the research problem. He reiterated that research design is functional in ensuring the evidence obtained by researcher effectively answers the research problem as clearly as required. More so, Cooper as cited in Malik (2011) defined research design to constitute the template for collection, measurement and analysis of data. It is also a strategic framework for action that serves as a bridge between research questions and the execution, or implementation of the research strategy (Durheim, as cited in Mafuwane, 2012).
	Therefore, this study adopted Quantitative approach in collecting relevant data for the study.	According to Hassona, Ali & Nageeb (2019), quantitative research uses numerical data and statistical procedure to get information about the world, giving the chance to describe and examine possible relationship among variables. It focuses on numerical data-gathering and the use of statistical techniques in analyzing such data. 
3.2	Research Method 
	The research method that was employed in this study was Survey. Paulina (2018) defines a survey research method as a brief interview or discussion with individuals about a specific topic in order to understand the phenomenon better which could be indirect interpersonal or over a mediated platform. Also in the view of Ohaja (2009), survey research method is very common and prominently used in gathering primary research data which helps the researcher harvest information on attitudes, opinions or motivations, by serving the respondents with closed or semi-closed ended questions. In as much as survey method of research is an investigation of the behaviour, opinion or other features of a group of people by questioning them, it is essential in collecting data for the purpose of describing a large population.
3.4	Population of the Study
	The research population makeup of students of Kwara state polytechnic with about 5,000 students comprised male and female undergraduates. Abdulwahab, (2012) describes population as the totality of the research subject in a research situation. 
3.5	Sample Size 
	Sample is a group of people that are selected for research purposes from which information is obtained. Therefore, the sample size for this research was 120 respondents that were drawn from the institution. 
3.6	Data Collection Instrument  
	Instrument for data collection in research is means through which the researcher gathers data, including observation, checklist, interview guide, tests, interview schedules, questionnaire etc. (Degu & Yigzaw, 2006; Kumar, 2011). The main data collection instrument for this research was questionnaire because the questionnaire is an effective data collection instrument to generate quantitative data for the research. Questionnaire was structured and designed in a way that afforded the respondents to answer the research questions appropriately. The questionnaire comprised two sections. Section A was embedded with respondents’ bio-data in order to elicit respondents’ demographic details while Section B was concerned with questions relating to the research questions. 
3.7	Validity and Reliability of Research Instrument 
	According to Abubakar (2015), validity has to do with the subjective judgement of experts corroborating the appropriateness of the measurement in representing the concepts of study. Validity also refers to the extent to which an empirical measure adequately reflects or measures what is it purports to measure i.e. the ability of the instrument to do what it set out to do (Carmines and Zeller, 1979; Tejumaye, 2003; Kumar, 2011). While, reliability is the extent of consistency and accuracy of an instrument to a point of replication which will give the same results under the same constant condition (Degu & Yigzaw, 2006; Drost, 2011). 
	Hence the face validity of this instrument was ensured by content experts and the supervisor, who through the process of vetting the ambiguity and structural make-up of the instrument, validate the use of the research instrument. This is in accordance with Connelly (2008); Ansari (2017) suggests that 2 to 20 content experts are sufficient to review the relevance and clarity of the research instrument. The pilot study was conducted using some students. A ten percent of the sample size being 7.8 was approximated for pilot. The pilot study was meant to ascertain the clarity of the questions and detect problems in the questionnaire instructions, as well as find out whether the respondents and participants have any difficulty understanding the questionnaire or interview guide or whether there are any ambiguous questions. The exercise helped the researcher to make necessary amendments and modifications the instrument before final distribution. Therefore, the findings arrived at can be generalized.
3.8	Method of Data Collection 
	The study made use of primary source of data. Concerning the primary source, questionnaire was used to gather the data. The questionnaire was a four-point rating scale (Likert scale), starting from strongly agreed (SA), agreed (A), disagreed (d), and strongly disagreed (SD). The questionnaire was designed in such a way that every question in the questionnaire was related to the research questions and hypotheses of the study. Also, the result was used to answer the research questions and test the relevant hypotheses.
3.9 	Data Analysis Method
	In Ohaja (2003, 100) perspective, “data can be analysed qualitatively or quantitatively. Quantitative analysis on the other hand involves the presentation of statistics to confirm or refute the researcher’s thesis and answer whatever questions he has posed. Therefore, to properly explain and explore the variety of data collected, descriptive statistics was used, the results were presented in tables, frequencies and percentages. 
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