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Abstract

The purpose of this study is to find out the role of Online advertising in influencing
Consumers’ purchase decision of e-commerce products within Lagos metropolis. To aid
the Researcher in the study, certain Research Question were put forward. They are: Are
the online shoppers aware of the advertisement of e-commerce products? What influence
does online products advertisement have on consumer purchase decision? How effective
is online advertisement on consumer purchase decision? What are the determining
factors for the repeat purchase of e-commerce products? What are the challenges of
availability and access to online advertising and consumer purchase decision making?

The study adopted the mixed Research design and made use of both the quali
quantitative methods. The study therefore made use of Online shoppers’ questi if'e as
research instrument for collecting data from customers of e-commerce prod nd the
qualitative key informant guide from marketing managers representi major e-
commerce shops in Lagos "%

The study finds out that majority of Online shoppers are awarﬂ ife advertisements
of e-commerce products before purchase. Findings from th ésgl h shows that online
products’ advertisements have the desired effect on the ¢ meys’ purchase decision in
terms of them making more inquiries before taking % decisions.  The study
recommends that the Internet as an infinite social )&e ould be exploited more in
the marketing of products to those physical are ¢ manufacturers may not have
representatives. Also, the study recommends rketers and manufacturers should
reach an consensus on online unique pro pOsttioning strategy and promotion that
will expose and market products to the mers. Furthermore, the study re commends
that advertising and other online pron{oti al activities must be up to date in terms of
target market needs (promise hé=product) and marketing intelligence. This
recommendation is to ensure tha %ners’ satisfaction is prioritized adequately by the
Advertisers of goods and ser \{t"is also recommended that more research should be
done to explore other case s}s@, outside e-commerce products to probe the infinity of
online activities. This will\make'more information to be added to body of knowledge.

Keyworge Advertising, E-commerce, Consumers Purchase Decision, Advertiser,

Online ers
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Chapter One
Introduction

1.1 Background to the Study

The aim of this study is the examination of online advertising and consumer purchase decision
of e-commerce products in the Lagos metropolis. This study is influenced by the fact that
currently a lot of companies spend a huge part of their marketing budget 0\§leine
advertisement. This trend seems to be in vogue in virtually every sphere o l&%e\ss across
ages, niches, and other delineations. Online media presence today has@ne everybody’s

thing with almost all brands seeking presence in order to ené{ heir target audience.

onsor”’.! Due to its role and

Meanwhile, Advertising can be described as any paid for@b ersonal presentation and

promotions of ideas, goods, or services by an idents
importance, it has become imperative that efﬁ% r otherwise must be measured in

relationship to consumers’ Purchase Decisios@l becomes necessary going by the view that

advertising comes as a ready marketi%%ﬁ@y tool whose usage by brands and companies

is to influence consumer’s percep@?
Through advertising, adveﬁixs}}\oge to create a positive interest and maximise the potential of

their brands and pr

uying decisions towards their brands. 2

bringing them into the limelight and making them to be more
visible to the pyblid, Due to this, it can be said that a significant purpose of advertising is to draw
the attentio% sumers to any kind of product or service. Advertising comes as a medium
thro h brands inform potential customers of their products and services. This is done by
sharing in a brief audio, visual, graphics (or any combination) the functions and features of the
product. And the intention is to persuade potential consumers or customers to purchase the
advertised product. It has recently been observed that more advertisers have increased their
advertising budget for online and new media.’> Also many advertisers now have separate budgets

for online advertising. Apart from this, it has also been realized that marketers are adopting the



advantages of the new media, especially with the possible use of instantaneous multimedia
access and, boundless availability. From all the advantages attached to the use of online
advantages, one can conclude that the influence of the new media on advertising and marketing
communications cannot be overemphasized. 4

It has been said that the internet has become a vital source of information and has come to
overtake and even replace (to an extent) traditional media such as TV, radio, newspaper, and
even outdoor. This is so because the Internet is a sure source for the mass di %ﬁ\on of
information with an ever-growing user base. With its advantage comes ¥<1(y to access
current information and mass dissemination of information. 3 \

\

Apart from the above advantages- leveraged accessibility and aVQ%\Ey across boundaries, the
internet and online advertising possess platforms, con g(i/'ty, and interconnections of
businesses, individuals, organizations, and social si ithout the barriers of location, climes
etc. Online advertising as such comes as a p tablished on the application of internet

capabilities to the process of carefully pa% g non-personal communication messages to a

specific audience in order to eng?{/@tive perception and influence purchase decisions of
a

products and services. \/
R\

Findings from various researches across the globe have revealed that online advertising by
brands and companies is perceived to have a direct relationship with customers’ purchase
decision-making. For instance, it has been observed that there exists a significant positive
relationship between the consumer purchase decisions making process and the infrastructure of

the internet in Nigeria.® For purchase decision making process, there are five important steps of;
1. Problem recognition

Problem or need recognition starts a long time before the purchase of a product. Problem
recognition basically has to do with the recognition of the consumer to satisfy a need. The

needs of a consumer may for instance be to cure a disease, fill a thirst, get a travel ticket,



and purchase a shirt or even to take a date to night club. This is the major reason why
manufacturers should only produce and promote goods/products/ideas that can satisfy the

needs of customers.
2. Information Search

Information search naturally follows the recognition of a need by a consumer. The need
for information search comes when the consumer feels that there is a difference between
the actual state and the desired state. To have the desired state, the consumer tries to find

out as much as possible about the product’s available brands.

AN\ .
3. Evaluation

XY )
The information available from the search above is then used to evaluate alternative

brands in order to come up with the most suitable product for the needs and the desired
state to be attained.

4. Purchase decision

~N\1
This is the selection of the most suitable products. The decision to buy a particular

product according to the pre-sets of consumer purchase decision making is based on
manufacturer to produce the product to satisfy a need and for the advertising agency to
promote the promise of the product in the right media and most appropriately with the

most appropriate creative message.

B WA
5. Post-purchase behaviour

The post-purchase behavior is particularly the utility response to the purchase and use of
the product. A product that is able create the desired state is good enough to be bought
again while failed product is simply not successful and may be rejected as undeserving

repeat purchase.



This is the result of satisfaction or dissatisfaction that the consumption provides. The buying
process starts when the customer identifies a problem or when a need arises. It can be activated

through internal or external stimuli.

From the above, it is obvious that Online Advertising, is effective in putting across customized
and other relevant messages to the Target audience 7. The platform plays a key role in
influencing consumers’ preference, encouraging positive consumer attitude and iffluencing
purchase of the advertised product or service®. Online advertising includes not ofil s-based
search or display advertising, but all types of marketing communication \fs\ d using web,
social media, and / or mobile technologies’. Advertising generall ’pk{s\an important role in
influencing shoppers' behavior and attitudes towards the prod ervices advertised. Online

\Q&&hrough its multiple channels,
marketing information required in order to be ab@ buying decision. In achieving this,

advertising makes relevant information available to
Online advertising makes use of various cb@l& like social media, email, search engines,
mobile apps, affiliate programs and wgbsites §0 pass across messages to target audience. The

rapid growth of information technglo made online advertising and information technology

innovation more important. e}?ﬁlmet is by far the most attractive medium. In addition, the

e

Internet has become, u % ably, the most important source of information for everyone due to

its depth of avail egffalmation and ease of usage.!?

O\

The growing popularity of Internet as the ‘go to’ source of information and the increasing trend

of people to use it for shopping, has given advertisers more options in reaching out to consumers.

Advertising changes not only how a user consumes a product, but also the user's attitude towards
the product. Consumer attitudes and behaviours are strongly influenced by advertising.
Purchasing attitudes and behaviors are influenced by a variety of advertising that covers product
ratings and brand awareness'!. As ad format conditions continue to change, marketers and

advertisers need insights into which types of ads are effective in reaching and engaging



consumers. Online advertising is seen as a revolutionary form of advertising that offers

manufacturers new ideas to try to do business. Advertising activities carried out through online
channels enabled marketers to communicate directly with potential customers regardless of their

geographic location

Since its emergence 20™ century in the United States, Online Advertising has continued to grow
among traditional and new direct marketers. Online stores now do many things just like brick-
and-mortar stores. Things like display of products, special deals, taking orders from customers,
and process credit card transactions processing which used to be exclusive preserve of Brick-
and-mortar shops are now done online. It is worth mentioning the fact that initially consumers
only relied on the internet for information on products while making their purchases in physical

shops but now they can buy almost anything that catches their fancies online.

Advertising is an important part of the marketing mix_Jor products and services of all brands'2.
Advertising helps develop corporate bran(1&¥nd influence consumer awareness. It plays an
important role for all the stakehold@t the Advertising Agency, the Advertiser, the media

owner and the consumers. Adveif\gsy

been said that 75% of ne\@v‘income comes from advertising'®. Apart from its contribution

a major source of revenue for media owners and it has

to the business of @media channels, Advertising also add value to the entertainment
character of % ia business generally.!*  One of the key objectives of Advertising is to
ensure ‘Qer% by consumers for a particular brand or service's. Therefore, advertising is a
pracﬁ@ssue that is different from marketing. While marketing’s key objective is to ensure that
a product or service gets to the consumer, advertising ensures that consumers are piloted to the
product or service's. Advertisement also stimulates demand, enhances other promotional mix
elements, develops brand preferences, reduces costs and acts as a competitive weapon for
marketers!”. This type of advertising is great for creating initial awareness of a product or service,

building an image, and enhancing the existing impression that consumers have on their brand.

7



During ‘commercial break’ a grouping of adverts of more than one advertiser are aired.

Commercial breaks are often placed near the beginning and end of programming. It has been said
that, viewers of TV programs for example often avoid commercials shown near the top and
bottom of commercial breaks. The implication of this is that most consumers are more interested

in the programs than in the commercials which some viewed as bothersome.

Increasingly, advertising practitioners have generally come to view the role of Br. oing
Br

beyond reassuring consumers to encouraging them to take initiative and ‘risk d recall is
always important in advertising. The success or failure of a brand is det@d by the brand's
recall at the time of purchase. Emotional reactions to ads and ad r s axeintended by negative
effects and stimulated by positive effects'®. This also points %& that consumer preferences

/ preferences for advertising can lead to the developme %}ositive attitude towards the brand,
which can lead to higher consumer buying inten: .@key component advertisement is the
use of figurative language which helps to % ntal images in the minds of the consumers.
Images-based messages evoke a mo%&e attitude towards ads and products than non-
image-based ads?’, and this posi@a has been shown to occur across product categories and
consumption contexts 2!, @causes can be traced to this effect. One of which is the fun,
creative and artful n dverts. Apart from this is the persuasive nature of Advertising 2.
Usage of ﬁguré@&pressions in advertising may contribute to better appreciation of both the
creative an&sage elements by the Target Audience?. However, this appreciation may vary

from% sumer to another due to different level of message processing?,

Advertising can trigger emotional associations in the mind of the consumer. This often happen
intuitively, automatically and effortlessly. The emotions triggered may be that of fear, love, and
humor among others?>. These emotions may influence consumer’s judgment while making

purchase decision.



The emotion of fear and love evoked in advertising can make a difference in how consumers feel
about an advert. However, emotions like humor may be more effective in eliciting positive
attitude towards a particular product or service. Statistically, about half of all commercials in the

¢ Humorous adverts

world can be said to fall into either "funny" or "light-hearted" category 2
tend to leave a long-lasting impression in the minds of consumers thereby making them to be
memorable. Humorously, Advertisers communicate their message to a captive audienge without
making them feel coerced to patronize their products or services. However, in \tb§:hieve
success, it is important that the humor is appropriate to both the product an. &)mer. Since
it is only a thin line that separates a funny and an obnoxious advert, cau 'oﬁt be exercised by
Advertisers to ensure that a balance is maintained?’. Advertising(e ’\Nenzss may be improved
through an increase in frequency in the media mostly con@ the target audience 2. It may
also be improved through the placement of advert%%mge positions that cannot be missed

like the bottom stripe of the first page of a majerinewspaper or magazine favored by the Target

Audience®. Often, these two strategies are ((mned to ensure effectiveness.
History of Advertising (8\)

Etymologically, the word Q@ging” is derived from the Latin word 'advertere'. Literally,
\J
this word means 'to t ention.” Invariably, all types of advertisements are meant to turn the
audi

ience toward the product, service, or idea being offered. 3°

attention of the@ t
Advertisi %ts origin in ancient culture. Egyptian, Babylonian, and Roman cultures all

expe% some level of Advertisement of goods and services. Advertisements during their

period contained written, pictorial, and verbal information. 3!

The first printed advertisement appeared in England in 1472, on the door of one London church
advertising prayer book. It is believed by many prominent scholars that Print advertising in
Europe started with a French doctor named Theophraste Renaudot in 1630 via his Newspaper La

Gazette’?



Various Nigerian societies have been advertising before the advent of colonization. Advertising
during this period was done mostly by Word of Mouth and through the use of Town Criers *
Contemporary history of advertising in Nigeria can be traced to the activities of multinational
corporations such as Unilever (then known as Lever Brothers) and its advertising agencies like

LINTAS*. A more robust industry has since emerged with the telecommunication industry

ies in

setting the pace in term of spend. This scenario does change, briefly during the elec;jon years.

Over 16 billion naira was spent on television adverts alone by different pog
Nigeria in 2019. This represents about 300% increase from 2015 estimat% £ 6.7 billion
ile

naira. 2023 campaign spend is expected to be over 40 billion naira.’> Mgb vertising spend in

\
the United States rose from $770 million in 2010 to $4.1 billi %12, and $32.2 billion by
2017. This is expected to reach $62.2 in 2022.3¢ . The pi objective of Advertising is to

persuade a consumer to patronize the advertised pro \ervice”. Multiple Brand association

is important to ensure that more pathways are @d rough which the Brands can be accessed

by consumers3$. < \
LN

Consumers are the final end users of the products; they keep the production cycle moving.
Consumers do play a vital role in the economic system of any nation; thus, any nation will face
crises if the consumers don’t have the effective demand for goods produced. Advertising is a
business activity that employs creative techniques to design persuasive communication in mass
media that promotes ideas, goods and services in a manner consistent with the achievement of
the advertiser’s objective, the delivery of consumer satisfaction and the development of social

and economic welfare®.

Consumers are individuals who buy products or services for personal consumption** Consumer
buying decision is a process and a major focus of consumers’ behaviour. It is a process by which
consumers identify their needs, collect information, evaluate alternatives and make purchase

decisions. When purchasing a product, the consumer goes through a decision process. The

10



process consists of five stages which are need recognition, information search, alternative

evaluation, purchase act and post-purchase evaluation.

Role of Advertising in national development

Advertisement provides consumers with useful information. It informs them of the&%ce of
products and services. It helps them to compare features, benefits and cg(/ ith more

complete information, consumers and businesses often decide to purch%ﬁitional products

and services. \ \
S

Advertisement creates a chain reaction in the economy by g@'ng the industry’s products and

services, resulting in net gains in direct sales and e nt. And as income gained through

employment spreads throughout the communit*&o erity is achieved by more people.

N

Advertising also plays an important r %eAbusiness cycle. Advertising shifts its focus as the
broader economy alternates b @rlods of growth and recession. During a recession,
advertising can focus on t products and services. If one company cuts advertising and
cuts costs during a r ‘ nother may increase its advertising spend to attract customers and
increase mark re. Advertlsmg helps stimulate economic growth. In a country where
consumer s@g determines the future of the economy, advertising motivates consumers to
buy.% ouraging more purchases, advertising drives both increased employment and

increased productivity, meeting increased demand and enabling all consumers to spend more. *!
Economic Rationale to Create Advertising

Companies spend money on advertising because it increases sales of existing products, drives

acceptance of new products, builds brand loyalty, and steals revenue from competitors. The exact

11



return on investment (ROI) varies widely by industry, company, campaign, and media channel,
but research shows that for every $1 spent on advertising, you can get anywhere from $3 to $20
in additional sales. To compete and succeed in today's diverse and ever-changing marketplace,
businesses can efficiently reach their target customers and quickly alert them to new product
launches, improved product designs, and competitive pricing. is needed. Advertising is the most

efficient way to convey such information.*?

Economic Rationale to Accept Advertising %\E
X0

The advertising economy extends to media channels that rely on advertis enue. Many

\
lower (or even free) price. For example, approximately 75% of QM aper's costs are covered

forms of advertising support the creation of content and make that %nt vailable at a much
by advertising. Without advertising, the cost of buying a N aper will be very high. Radio and
television rely solely on advertising. People get n ic, and entertainment for free, and
advertisers get audiences. The forms of medi %t masses take for granted are either very
costly to readers and viewers, or would silaplyzng0 out of business without advertising revenue.
The demand generated by advertisi %the economy grow.

Advertising supports art. eed music that draws attention to their brands. A music
artist visits an advertisi meets with a music director, and proposes songs for use in an
advertisement. T yﬁw o agencies because they know companies spend tens of millions of
dollars buy % Many musicians became famous because their songs were used to promote
big brar@
Eco& Rationale to Use Advertising

Known as the information economy, this perspective shows how consumers benefit from
viewing advertisements. By providing information, advertising reduces consumers' search costs
(time spent looking for a product) and reduces frustration (frustration or loss of value) from

choosing the wrong product. Ads serve the following functions:**

a) new product description and its features;

12



b) Informing consumers of product availability and where to purchase
c¢) Show consumers what to look for in-store

d) enable consumers to distinguish between competing options

e) advice on pricing information and advertising opportunities;

f) Saving consumers money by promoting competition and putting downward pressure on prices

Advertising Contents Enhance National Economic Development
According to a world- renowned advertising guru, David Ogilvy, “If it's a well-written ad, people
will read it for a long time..., is the magic wand that draws consumers to products and buys

them."*.

If your content is interesting and meaningful to your target audience, consumers will
do anything to purchase your product. The purchase of products has three or four economic

aspects. These are:

1) Advertisers: Advertisers are the producers who advertise in the media. Consumers buying

products means more money going to manufacturers

2) Advertising Agencies: The advertising agency's duty is to package the advertising message for
public awareness using the mass media. Agencies go as far as finding the right media to get their

advertising message across to the public.

3) Media: It is the Media that draws attention to products by making its availability known to the

public.

4) Consumers: Consumers buy products and are happy to get value for their money. In this
regard, all four categories of advertising stakeholders benefit from advertising in cash or in kind.
Extracted and analyzed from these four specific areas, the evolution of the nation becomes the

responsibility of a rectangular spread of advertisers who pay to advertise their products.

13



At every different stage in the transmission and processing of an advertising message from an
advertiser to a consumer, there is a series of closely related actions to successfully deliver the
content of the advertising message and increase the popularity of the product. On the other hand,
the popularity of the product makes it available to any general public who spends their hard-

earned money to purchase the advertised product.

In this respect, both advertising agencies and mass media are bridges that connect advertisers
from one end to consumers on the other end. They ensure that product choices are available to
the consumers and make the advertisers to continue in business by making sure that their goods

and services receive the necessary attention that can lead to sales*¢

1.2 Statement of the Problem * N\~
\

A lot of companies and organisations are creating and utilising various business opportunities
over the Internet. This trend is expected to continue in the coming years. Currently, majority of
e-commerce transactions take place in the developed countries, with the developing countries

trying to catch up for economic reasons, competitive edge and the developmental stages.

Since its birth in the mid-90s, online advertising has been experiencing phenomenal growth. This
is expected given the increased level of internet penetration globally. From the traditional
banners to today's rich media ads, online advertising has evolved and is evolving in its desire to
capture the imagination of Internet users. As a result of its undeniable success, Internet
advertising presently represents a significant marketing channel for various categories of

businesses ranging from small scale to huge multinationals.

Due to the interest being generated by online advertising, academic scholars from various fields
have tried to explain in detail why products’ promise and its differentiating factors in unique
selling proposition result into competitive edge for online advertisers. However, due to the fact

that Online Advertising is still in its developmental stage in the Nigerian media market, there has

14



been relatively little knowledge and empirical research on its role in influencing consumers’

purchase decision particularly within the context of e-commerce. This study therefore considers

online advertising from the perspective of its influence on consumer purchase decision of E-

commerce products.

1.3. Objective of the Study

The objective of this study is to examine the influence of online advertising %umer

purchase decision making process of e-commerce products. The specific obj ec@«/ to:

1.

2.

\}

Investigate customers’ awareness of online advertisement of e—com% products.

\
Examine the influence of online advertising on consu((e_\?urchase decision making

process of e-commerce products. @
Examine the effectiveness of online adver@sumers’ purchase decision making

process of e-commerce products.
Identify factors contributing to e&pprchase of e-commerce products.

Examine the challenges oﬁ&bility and access to online advertising and consumer

purchase decision &}/

1.4. Research Quest‘m@

In approach@dy, the following Research questions were put forward:

1. he online shoppers aware of the advertisement of e-commerce products?

2.

What influence does online products advertisement have on consumer purchase decision?
How effective is online advertisement on consumer purchase decision?
What are the determining factors for the repeat purchase of e-commerce products?

What are the challenges of availability and access to online advertising and consumer

purchase decision making?

15



1.6. Significance of the Study

The study is expected to be of benefit to businesses and organisations in the e-retail shopping and
manufacturing industry. It would bring into focus factors that contribute to the success and
failure of online advertisement. Also, the findings will enable online shop owners to be aware of
certain features and product elements that consumers consider influential in theil\@hasing

intention and shopping experience. This would enable the manufacturers togt oi\:e on their

products. %\

V. .
It is hoped that through the completion of this investigation, a body of knowledge is added to the

marketing communication and promotion area of advertising.
1.7 Scope of the Study %\ -
<\

This research is to examine Online Advertising and consumer purchase decision of E-commerce
products. The scope is limited to Lagos metropolis. Of particular interest to the research are adult
Males/ Females who have access to Internet facilities and use it for shopping purposes. Of
particular interest to the study are the E-commerce platforms —Jumia, OLX, Payporte and Konga.
The study focused on finding out if online advertising affords Online shoppers the opportunity of
getting to know and continually patronize products advertised by the aforementioned E-

commerce shops.
1.8 %z}ﬁalal Definition of Terms

Som&ds are key to this work. These words are therefore defined:

Advert Likeability: This is a situation that occur when viewers, listeners or readers develop a
cognitive desire for an advertising message passed across through T.V or any

other channel. This may be achieved through repetition of an advert over time.

16



Advertising frequency: This is the number of times the target audience is exposed to the

advertisement.

Advertising Media: These are the communication channels that carry messages from advertisers

to their target market.

Advertising Recall: The ability of target consumer to remember commercials, seen, heard or

experienced. \V\
Advertising: This is any paid form of non-personal presentation of ideas, @&wices by

an identified sponsor done through media outlets or cha ne&

\
Brand Attitude: This can be likened to what a brand stand for.é‘f\%ﬂuat a Brand represents in

the mind of people. It is the core value and @merisﬁcs of a brand.

Brand identification: Consumer-recognized brand \, communication styles, logos, and

ran
other visual elements. ’\\

Brand: Brands are names, terms, sym%ﬁ}'gns, or combinations thereof that are intended to

identify a product, @c

Consumer behaviour: Thigss\hoy 1ndividuals, groups and organizations select, buy and dispose

of gooﬁ;@s rvices, ideas, experiences to satisfy their needs and want.

Consumer bu@ecision: It is the process by which consumers identify their needs, collect

Q information, evaluate alternatives and make purchase decisions.

Con&r: This is a person who buys products or services for personal consumptions.

17
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&
Chapter Two %\
Literature Review Q \

This chapter provides conceptual reviews, theoretical s, empirical reviews, and
literature summaries on online advertising and co urchasing decisions. It contains
critiques of scholars' work on the subject under d &m. This section also contains gaps in the

previous literature that formed the rational@ choice of sub-variables in the study.

2.1 Conceptual Review ((?%
2.1.1 Concept of Advertisi§\/

.
“Advertisement” as y the Advertising Regulatory Council of Nigeria (ARCON) is a
“communication‘1h, the“media paid for by an identifiable sponsor and directed at a target
audience aim of transferring information about a product, service, idea or cause.”
Adv has as its primary objective the intention of persuading the target audience to

subscribe to the message being passed and follow through by taking actions

“Advertising has the mandate to sell the advertiser’s goods and help the consumers to shop
wisely”!. Its objective is to make available information about a product, good, service or idea to
those who need them. By so doing, advertising help to stimulate demand and encourage

innovations.
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The commonly held definition of advertising refers to a “paid” message from an “identified
sponsor,” in “mass media” with the goal of trying to “persuade™. The textbook definition of
advertising is an example of a feature- based concept; that is, people’s representations of a
concept are thought to include a set of defining features that are necessary and jointly sufficient
for category members®. The absence of one feature renders the category inapplicable. Thus, a
marketing communication tool that does not possess all four features cannot be labeled as
‘advertising’. However, advertising as a concept is an invention that experts ed for
arbitrarily labeling a class that has associated defining features*. Advert kg{ important
pillar that must be present in the marketing mix of any brand’. Adver%n%ays an important
role in modern business. It helps to develop business brancﬁ_) Iso seeks to influence

consumer perception positively®.

Advertising plays a very important role from 11 \he Agency that produces it to the
Advertisers, the media house that is used to nate the message, and the target audience ’

Media houses, for instance, see advertisi gig ery important source of income that contributes
about 75% of what is required to kee in business 8. Apart from contributing to the business

survival of the Media house&\vnsing also adds glamour to the entertainment characters of

the Media °. QQ

From this poin iew which majorly forms the point of view of marketing, “advertising is a
marketing ose sole aim is to build preferences for advertised brands or services”!?.
Adv is critical in building general awareness of a product or service, creating Brand

image, and reinforcing consumers’ perception of the Brand. Advertising encourages demand,
enhances other promotional mix elements, develops brand preferences, reduces costs and acts as
a competitive weapon for marketers!!. Advertising is a practical issue that is different from
marketing. The difference is that while Marketing guides products and services to consumers,

Advertising guides consumers to products and services!?.
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Many methods of assessing the effectiveness (or quality) of advertising have been advocated and
implemented. A group of the leading advertising agencies on the topic of advertising copy
testing. Of the nine principles which were the consensus of these views, the preeminent, first
principle cited is that "A good copy testing system provides measurements which are relevant to

the objectives of the advertising"!?

. In this vein, “. . . the primary goal of advertising is to effect
positioning™!4. Thus, if positioning is the primary goal of advertising, then a major component of
the evaluation of copy should therefore be the assessment of the strategic posit essage

communicated, reflecting its strategic quality. Clearly, advertisements @ assessed to
0

monitor the degree to which they communicate the desired positio% in other words, to

\
assess how well these messages deliver the intended strategy.  ( \’\

Advertising differs from publicity in that advertising is %nmunication that identifies the
message sponsor. Publicity, in contrast secures edit ace in media (i.e., space that is not
paid for) for promotion purposes, and does@enﬁfy a sponsor. Although publicity is not
controllable by marketers, it can be in e&ej in a favorable way, which constitutes the main
task of public relations. Having ng’c over message content is crucial to marketers and can

lead to disadvantages of pu@pared to advertising.

.
Advertising has also @nd to have a direct impact on consumer thinking. Advertising seeks
to inform and petsdade many people through communication. Advertising is best known and is
widely usec% t marketing needs such as increasing new business, gaining a larger share of
existi ess, maintaining business, and attracting repeat businesses. Ads are used to create
or maintain a brand identity. It is no exaggeration to say that advertising platforms create many
benefits, primarily consisting of brand promotion (achieving brand awareness) and effectively
communicating the meaning of the brand (achieving brand identity). International, domestic or
regional, advertising reminds viewers, readers or listeners of the existence of a brand. The whole

purpose of this is to inform and differentiate one Brand from the other in the market place'.
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The Institute of practitioners in advertising (IPA) defines advertising as the means of providing
the most persuasive possible selling message to the right prospects at the lowest possible cost.
This represents a highly practical and profit-oriented view of the role of marketing
communications through advertising messages. This definition highlights the crucial role that
advertising plays in company’s strategy to drive sales growth!'®. Advertising consists of non-

personal transmission of persuasive information about a product, product, service, and idea,

usually in return for payment, through ideas identified by sponsors through Vari@ 17 The
key feature that differentiates advertising from other forms of marketing c nieations is that

it is non-personal communication intended for a mass audience and nqt \individual.

N

Advertising serves several valuable purposes in providing tion about products and
services thereby saving potential buyers time and effoﬂ.@y enables them to conduct their
search activities more efficiently. Advertising sti %althy competition; the availability of
price information through advertising lesse@@e differentials, pushing competing sellers

production and consumption by en¢o g consumption.

toward "uniformity of prices". Advegsi@lps to maintain a desirable balance between

Furthermore, advertising E %{he impulse to buy and sell. In other words, Advertising

stimulates purchase @

economic and cultisal trends which can be used by relevant governmental and non-governmental

mption. Advertising provides a great amount of information on

agencies pr r later in the future.
2.1.2%§w Advertising Concept

“Online advertising, also called Internet advertising ("Internet marketing") is
when businesses leverage Internet technologies to deliver promotional
advertisements to consumers. Online advertising includes promotional
advertisements and messages delivered through email, social media websites,
online advertising on search engines, banner ads on mobile or Web sites, and

affiliates programs. '3,
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Online advertising is interactive and as a result, brings brands closer to the target audience. It
reaches more audience and is generally cheaper when compared with billboard advertising, for
example. Increasingly, more Brands worldwide now rely more and more on Online advertising

in their marketing efforts'®.

Online advertising includes search engine marketing (SEM} and search engine Q@ization
(SEO). These refer to buying traffic through paid search listings or earning t@%\}ugh free
erent websites

listings. Also included in Online Advertising are display ads. These are a \k

such as traditional banner ads or larger text billboards, social media@Q different social media

sites, such as Facebook, Instagram and Twitter. <é§\>

Advertising’s impact or effectiveness may be determi %g parameters such as awareness,
perceived value and accessibility, emotional ¢ n&and loyalty?®. Questions have been
raised on whether some parameters are i@t han others when considering overall brand
image. It can be said that all external @ns about a brand are subjective and therefore rely on
each individual’s personal expes'&/e ith that particular brand. Perception of Brands may be a

reflection of their market rawareness.

Advertising can Bgs@d as a mean to directly sell or promote a product or a service. Within
this contex tsing, we have two categories. These are Tactical advertising and Branded
nded content primarily aims to shape the brand image in people’s minds. This can be,

content.@
for e%le, content that takes part in relevant events or community’s interests, videos, articles

and podcasts.

On the other hand, Tactical advertising refers to advertising with clear sales figures in the mind
of the marketer. Tactical ads are clear and easy to consume. They include clear call to actions,
prizes, and pictures of the product or a service?!. Performance marketing goes within tactical

advertising and is conducted in such a way that the marketers are paid only when successful
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transactions are made through the ads??. Tactical marketing and content advertising decisions are

informed by the Advertisers’ marketing strategy?:.

Online advertising can be described as a form of marketing promotion that makes use of the
internet to deliver marketing messages in order to attract customers*. Online advertising has
various kinds with various technologies®®. Primarily, online advertising is advertisement that
appears online. This can be on web browser, social media apps, or other destin& and
properties across the internet. Online advertising is a way of bringing marketﬁ&s ages to
consumers using the internet. Show your ads and news to your audienc edia such as

social media, email, search engines, mobile apps, affiliate programs we{)snes.

e\

Currently, online Advertising is in many forms and uses various channels. These channels
include social media, video streaming sites like YouTube, Pay-Per-Click (PPC) ads among
others. Online advertising as a term is generally used to cover several different types of
marketing strategies that are deployed through the internet. Some of these Media Strategies

include:

£ \ N>~
1. Pay-Per-Click (PPC): This channel is very popular and widely used by Advertisers to

reach their customers. As the name implies, payment is made based on the number of
clicks made by interested consumers on the page of the Advertisers. The popularity of
this medium can be seen in the steady growth of Advertising spend on the platform over
the years. Ad spend on the platform was $10.1 in year 2017, with more than 7 million
advertisers displaying their various adverts. This increased by about 40% in 2018. 2019,
2020 and 2021 also witnessed increase in spend on PPC by Advertisers.?

2. Social Media. Social media sites like Facebook, Twitter, and Instagram are key. They
and other social media sites provide platforms to reach targeted and interested audiences.

Advertising on these platforms is of two varieties-paid or organic. This can include
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sponsored posts on users’ feeds or viral campaigns, online reviews, and other contents
placed at no cost.

Video. In the last decades, there has been increase in the usage of Video in conveying
advertising message online. In Video advertising, traditional advertising may be
deployed including Q & As section to educate consumer.

Search Engine. Search Engine is an internet-based tools that helps internet users to
access information needed across the net. A good website and other reference to a
particular product or service can contribute in making it come up when someone is
searching for the product. If an organization consciously go out to ensure that its product
or service rate high during search, it is engaging in search engine optimization. In search
engine marketing (also known as PPC), an organization pay for every click on its action
page by target consumers.

Display ads. This is also known as banner ads. They are usually static images or
graphics that displays the advert and CTA. These adverts are usually used to generate
new leads and expand Brands visibility. Consequently, they may be placed on other

websites to achieve this objective.

\ -
Online advertising car@zqin video, animation and audio and is at least as compelling as

television ads. T&Q consumers use online tools and networks more than before, Online

advertising «d Qmost suitable way to reach and affect them. Online advertising has

disti

ii.

iii.

features and advantages?’.

Online advertisements provide two-way communication between advertisers and users
thereby ensuring more effective advertisement

Online advertising makes direct connection to products possible.

Online advertisement can used to target consumers taking note of their media

consumption habit.
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iv.  Online advertisements are globally accessible and available on 24/7/365 basis.
v.  Online advertisements are dynamic and as result can be easily transmitted, exhibited,
preserved and improved on.

vi.  Online advertisements can be evaluated and monitored.

Traditional form of advertising, usually, follows a ‘spray-and-pray approach’. It hits the
consumers, but the effectiveness viz-a-viz return on investment cannot be determined. online
advertising, is data driven and can provide details of campaigns and resQItS€{®8er data
availability and extensive targeting options make online advertising an ant tool for

businesses to engage with their audience. Online Advertising offi any ways to reach and

interface with consumers. However, it should be noted that t '\dlfference between free or

"organic" and paid or "in-organic" methods of ac QQ is. Online advertising is an
"inorganic" way to reach and interface with ¢o %ls of product and service. Online
advertising is of paramount importance to Bra& ilding due to the fact that consumers journey

can be tracked.

The dynamic nature of online Ad\({%\aas contributed immensely to its general acceptability.
Due to the fact that techn 'e&i by extension, webpages develop all the time, Advertisers
have to keep up and skills to keep the competition up. The emergence of Smartphones
has made Onlj &eising to be larger than ever. This development can be traced the

launching o t iPhone more than 10 years ago.?

N
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2.1.3 History of Online Advertising

The emergence of Online Advertising can be traced to October 27, 1994 when the first
advertising banners appeared on HotWired.com (Wired Magazine's first website). The advert
was for AT & T to make a virtual tour of seven museums around the world. This advert got a
whopping 44% Click through Rate (CTR) which was highly unprecedented. This event coupled
with the release of Google AdWords in 2000, Google AdSense in 2003, and Facebook Ads in
2007, has made Online Advertising to enjoy tremendous growth. Consequently, small business
owners can now track, optimize, and manage ads. Currently, online advertising can be used to

drive traffic to assigned website, generate leads, increase brand awareness, establish thought

leadership, build engaged communities, and generate sales. 2

2.1.4 Online Advertising Formats

Since its emergence in 1994, online advertising has continued to evolve. Today's diverse online
advertising landscape is made up of different ad formats. One can also merge the two ad
categories to create a new category. For example, one can use display advertising remarketing to
reach existing visitors and encourage them to make purchases. This section lists the five most

commonly used online advertising formats

K
Q
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Figure 2.1: Online Advertising Formats. 3

1. Search Engine Marketing (SEM): When a search is conducted on search engines like
Google or Bing, a search result is seen tagged with "ad" at the top of the Search Engine
Results Page (SERP). These are the result of search engine marketing. Search engine
marketing (SEM) is perhaps the most commonly used ad format. In SEM, companies,
organizations, Brands among others bid on keywords. When the keywords are included in
search, the winning Brands advert are displayed at the top-end of the search page. SEM
ads can be either pay-per-click (PPC) (pay each time a user clicks on an ad) or Cost Per

Mille (CPM) (pay for every 1000 impressions of an ad, (regardless of click).

2. Display Ads: Display ads primarily use text and images and are typically displayed on
third-party websites affiliated with search engines and other ad networks. Many websites
also host display ads themselves. The most common types of display ads are image,

mobile, text, banners, pop-ups, and video ads.

3. Social Media Ads: The time spent by a potential consumer/ costumer on social media,
provides a great opportunity to promote your brand. Brand or product can be promoted

using social media platforms such as Facebook, Twitter, YouTube, Instagram, LinkedIn,
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and Reddit. Social media ads can help in building communities, generate leads, increase

attendance at events, convert websites, install apps, and increase traffic to retailers.

4. Native Advertising: Native ads can appear on social media sites and other websites and
don't look like regular ads. They appear under "Recommended Readings", "Related
Articles" or "Promotional Articles" that visually match the content you are reading. You
will only be redirected to the advertiser's website if you click. Native ads are typically

routed through content discovery sites such as Taboola, Outbrain, and Columbia.

5. Remarketing: This is the act of engaging Target audience or prospective customers who

have previously visited a website in order to encourage them to take action.

P o S ) 8
Another term commonly used in online advertising is AdTech. There are two main entities in the

advertising ecosystem. Advertisers and publishers. The objective of the Advertiser is to target the
right audience with a well-crafted advertising message using the right channels. Advertiser also
track advertising costs and their results while finding ways to optimize bidding process and
advertising costs. A publisher (the company that owns the website) is the equivalent of a
newspaper or magazine or an online version that is "delivered" in online terms. They provide
"space" for the ads they display, manage advertising order from different advertisers, collect

campaign data, and interface with the customers.
2.1.5 Aspects of Online Advertising

Having examined the concept and various formats of online advertising, we will now take a look

at the main aspects of online advertising.

32



3

2

‘e Digital &
Digital Advertising Digital
ﬁd\f;l‘t rts ing Frauds Mve?"tising
es
1 Bractices Challenges 5
Digital -
pie Digital
Advert!smg Advertising
Metrics Trends

cts of Digital Ad"ef‘tis;
n

e
o PSP 90

Figure 2.2: Aspects of Online Advertising. 3!

33



1. Online Advertising Metrics: “Tracking marketing is a cultural thing. Either tracking
matters or it doesn’t. You’re in one camp or the other. Either you’re analytical and data-
driven, or you go by what you think works. People who go by gut are wrong.”3? Metrics
helps Advertiser to make confident decisions about the next steps. This section describes the

five online advertising Metrics that should be tracked

a. Reach and Impressions: Reach is the number of users who could see your ad. " ber of
impressions" is the number of times the ad has been displayed. Impressio(s%b ften be

higher than "reach" because the same user can view the ad multiple time \%

b. Click-through rate: Click-through rate (CTR) is the ratio ofl@w impressions. So, if
you click twice for every 100 impressions, your CTR wi @f his metric can be used to
understand the effectiveness of different advertisi \%p 1gns. For example, if the same
number of impressions for two different cam&% e received, the CTR for the high-click

campaign will improve performance.

c. Conversions: "Conversions" are%lumber of users who clicked on an ad according to a

subpoena (CTA) and compls&/ desired action. The action can be an eBook download, a

product purchase, or aﬁ&{p-to a service.

d. Cost per a&itio CPA) measures the total cost required to acquire a paid customer.

The tot@

e. E@‘ on Investment: Return on Investment (ROI) is the ultimate indicator for assessing

e campaign can be measured by dividing it by the number of conversions.

t&fectiveness of a campaign. ROI, also known as Return on Investment (ROAS),

measures the revenue generated by a campaign compared to the cost of running the campaign.

2. Online Advertising Best Practices: “What really decides consumers to buy or not to buy
is the content of your advertising, not its form.”* At this juncture we will have a look at

some key elements that are required for the online campaign.
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a.

Make a powerful call to action: CTA works to gently tweak your audience. Mentioning

active verbs like "Download Now", "Buy Now", "Details", and “Register Now" may

prompt the target user to take the next line of action in the process.

Simple: The saying that "less is more" is also applicable to online advertising. Long-

worded texts may detract from the effectiveness of an advert. Keep it simple.

Adverts should be Device and Channel Responsive: Most Consumers 1@% multi-

device, multi-channel world. There is a need for Creatives to be devel it a way that

not only works well on all devices and screen sizes, including {obl s, Yaptops, desktops

and tablets, but also on the media and the platform itselt@e i}gned for TV will not
work on the web or mobile phones. @

Follow Brand Guidelines: A brand identity s it from others. To ensure your ad
is in the spotlight, brand identity desig@ul ¢ strategically placed.

Test, Test, and Test: A / B es@s a common method used by marketers and
advertisers to find out if apa advert will resonate with their target audience. This

is part of advertisingxt\vﬁce that helps Advertisers to ensure positive result.

Online Adv @Frauds: However, despite the inherent benefits that online
advertisj &s{ings to brands and the advertising industry in general, it is sad to notice that
the i is infested with some unscrupulous practitioners. These are hackers and

ters that make use of unethical practices that eat up a massive chunk of advertisers’
budget. Their activities, according to Statista , the industry watcher, will be responsible
for of $44 billion for brands in 2022. This will be $23 billion more compared to that of

2018. Some of the ways these nefarious activities are carried out are hereby highlighted.

35



Bots Pixel Popunders Domain

Stuffing Spoofing Stackmg

Figure 2. 3: Online Advertising Frauds. 3

a.

: a lot of

Bot: Some unscrupulous publishers make use of botnets (groups of bots)
traffic and clicks to their websites. This allows publishers to reac Venue goals
but advertisers have no purpose. Botnets can also trigger de of se ice (DoS) attacks

by chipping web servers beyond their capacity and ma @ ites unavaﬂable to target

users. The human equivalent of a bot is a chc ‘There are inherently low-cost

resources, the only job of which is to click on h1ch does not bring real benefits to

the advertiser. Q

Pixel Stuffing: This is, also known @me stuffing. This is a technique for placing ads
that are 1 * 1 pixel in si V ze is invisible to the human eye but capturable by
machine. This way, impr ?ﬂ(s are recorded for each page view, even if the visitor isn't
looking at your %'\wers end up paying for nothing at all.

Pop-unde \&a&le websites primarily use pop-under-the exact opposite of pop-up

windo is displayed below the main window instead of above it. Even if the visitor

sees the ad, it still records a legitimate impression. Pop-under isn't exactly

%udulent, but it still doesn't bring value to advertisers.

d.

Domain Spoofing: Here, advertisers are made to believe that their ads will appear on the
relevant premium websites, even though they don't actually appear. Domain spoofing
uses a variety of techniques to trick advertisers and visitors. This benefits only the

scammers.
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e. Ad stacking: This is very similar to Popunders. This method stacks ads so that only one
ad is displayed, but impressions are recorded for each ad. Users will not see any other ads
charged to the advertiser.

Online Advertising Challenges: Adverts would not be complete until one cannot find
any elements that needs to be removed or added.* In addition to ad fraud, there are other
challenges facing advertisers and publishers in Online Advertising. These include:

a. Ad blockers: These automatically block ads that should be s %)sites
and mobile apps. On the positive side, Ad blockers are 1 §®1 advertisers
and publishers to find a way of improving the user gxperience of their visitors.
Meanwhile, Publishers seem to have found a Way“ar nd\this issue by making
use of native ads. Native ads are displaydd\ds part of your website's interface,
so they are less likely to be block lockers.

b. Increased Ad Costs: Over ears, the advertising rate for social media and

SEM have been going(upx is has made more money to be spent by

advertisers to re c@potential customers.

c. Lack of Transparéncy: Has indicated earlier, transparency or lack of it has
\mx

e
b or issue in the online advertising industry. Fraud, absence of

eco Q
ﬁ@practices, and how to determine accurate indicators are causing
iction in the relationship between a brand and a publisher.
Q% Ad Blindness: Shoppers are becoming more discerning than before. They can
Q decide to ignore what they don't think is of relevance to them even when it is
starring them in the face.
Online Advertising Trends: However, in spite of multiple challenges facing Online
Advertising, the medium has continued to generate more acceptability. Currently, there are

some interesting trends in the medium. These are:
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The Ascent of Making the Most Let Voice Search
Videa Advertising of Micro-Moments Be Heard

Figure 2.4: Online Advertising Trends >°

a.

Native AR Becomes
Advertising a Reality
\\\____'_,_._.--“'

\ .
The Ascent of Video Advertising: The usage of video a&{ng became more popular

in 2017. This trend continued until 2018 and beC@popular in 2021. Rather than
lose steam, new variations of the trend have cc@

video has de it possible for Adve:t'\ ngenerate more engagement with their
Native Advertising: NativS @unobtrusive and allow you to blend your ads into the
e

sage of live video and 360-degree

consumers.

content of your page.,Na s display content related to what your users are reading,

rather than pro %; brand directly. This makes it possible for it to add value at the
same time&ag{zya the user experience.

Maki Most of Micro-Moments: Micromoments are specific instances of a user

a smartphone to look up details, go somewhere, do something, or make a purchase.

ility to plan a search engine marketing campaign tailored to micromoments combined

with modern location-based database advertising will go a long way in ensuring Brands

success in 2022 and beyond.

AR Becomes a Reality: Augmented Reality (AR) when combined with location-based

games can bring about wonderful experience for gamers as shown in Pokemon. The

38



introduction of Google Lens and Apple ARKit to the market will enable advertisers to

make use of augmented reality in their ads.

e. Let Voice Search Be Heard: The advent of conversational commerce and the
proliferation of online assistants, voice search in 2021 has become extremely difficult to

ignore. This has made it more imperative for advertisers to optimize the SEM campaign

2.1.6 Types of Online Advertising @h

Many Online Advertising types and format have emerged over the years. %\ﬂ seek to engage

for voice search.

the audience and create value for the all stakeholders. In this sectb@ me Of the most important

types of Online Advertising format will be examined. @

2.1.6.1 Banner Advertising %\
This type of Online Advertising is also k@

advertising that is delivered through an ad\seryer. The primary objective of this type of online

eb-banner. This is a form of Online

advertising is to bring in consume ebsite of the advertisers by linking the web-banner

to the advertisers’ website. n&lication can be static, animated and interactive. In Banner
e

advertisement, it is pQssi for the campaigns to be monitored real-time. Apart from this

advantage, Bann&tgqp often cheaper than traditional form of advertising. Apart from this, a
click on th advert will take a potential customer directly to the Advertisers web site
where h@sh may see an array of products and services to choose from.?’. Banner advertising
types%te brand awareness®®. It has been said, however, that the Click-through rates that is the
percentage of times an ad was clicked divided by the percentage of times the ad was shown, in
Banner Advertising are often low. 33 On the positive side, Banner Ad may influence consumers

to look for the advertised product later on when the need for it is required.®”.
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2.1.6.2 E-Mail Marketing

This is sending of messages that are of commercial value to a group of potential or current
customers. This may be done using product catalogue, and newsletter. In some cases, the sender,
which in this case is the advertiser, may decide to make use of interactive features and hyperlinks

40

in the email in order to secure the attention of the receivers. Through email marketing,

Companies are able to disseminate vital information about their products and servic%o\their

target customers effectively and gather consumer feedback *!. @%\
2.1.6.3 Social Media Advertising %\

Social Media is a major factor in influencing various aspects o @1@\ behavior including
awareness, information acquisition, opinions, attitudes, pu®~ havior, and post-purchase
communication and evaluation. Consumers are more li y something that is recommended
to them, rather than when it is marketed to\t %his is even more likely when the
recommendation comes from someone th Sxtrust. This person may be a friend, relative,
colleague or even those that are no@le social media influencers. Although the global
economic development has cha@ay consumers shop, and how they spend their money,
what has not changed is t sumers trust the opinions of friends and family, as well as people
they do not even kn@l y more than anything the advertiser has to say about the company

or their produ is has presented a challenge for advertisers in identifying the influences of

word Of% OM) campaign and how to harness its potentials using influencers who will

resor%v

With the continued ascendancy of this form of advertising, it has become more possible for

their target audience.**.

advertisers to engage more with their customers both current and potential . With Social Media,
organizations/ companies are able to interface with their end-consumer directly at relatively low
cost which will ultimately result in higher levels of efficiency in term of service delivery. This

shows the relevance of social media to all advertisers whether big, small or medium 4,
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Organisation are making use of social media not only for Online advertising and promotions.
They are also using it to handle customer service issues, innovation ideas, and customers

engagement. 4,

2.1.6.4 Mobile Advertising

Mobile advertising, refers to all type of advertising that are communicated through mobile

devices such as smartphones tablet computers. Advertising on this platform is usua{l&ue via

SMS and Banner adverts that are embedded on the websites. @(){
NN

In some countries, Internet penetration is powered by mobile phone usag has made new
mobile applications like MMS, games, music, and online photo %énerge as avenue for

consumers’ engagement. Unlike SMS that is limited to cter, MMS messages can

include pictures or video clips which makes it mo@tive platform for passing across
marketing information. °. @

Furthermore, we can describe Mobile a&ﬁsing as the act of conveying marketing
communication that has bearing o cts, services and feedbacks that can be used for
promotional purposes via mobﬂéséeﬁ@es like smartphones and computer tablets among other®’.
Mobile advertising is in QV and can be used to target an individual. Since the mobile phone
is a very person \@that allows an individual to be assessed virtually any time and
anywhere, m rtising must be more personalized and may take different forms. Based on
differen; % applications, wireless marketing can be permission-based, incentive-based, or
locat%ased. Permission- based advertising differs from traditional advertising in that
messages about specific products, services, or content are sent only to individuals who have

explicitly indicated their willingness to receive the message.

Consumers often impatiently ignore the message when interrupted by an advertisement.
Incentive-based advertising provides specific financial rewards to individuals who agree to

receive promotions and campaigns*®,
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The ascendancy of mobile advertising is aided by developments in the field of mobile
technologies; this development, has brought about increase in the usage of mobile devices by
various categories of people in both developed and developing economies. Through mobile
advertising, advertisers are able to establish a direct one on one relationship with customers

making them to feel appreciated in the scheme of things. #°.

2.1.6.5 Advergaming \V\

Over the years, branded entertainment is becoming more popular as an adver'% icle. It is
worth noting that the ascendancy of this platform coincides with the decl@he confidence of

Advertisers in the traditional advertising formats. Advergamidg\c ‘e described as the

deployment of interactive gaming technology to pass ?&s\ﬁn arketing information to

consumers-both current and potential®®. Advergaming i \b% d entertainment with the sole of

objective of creating more elaborate virtual experiehce the brand>'.

Advergames, most especially those design ’S\Qrand purpose are designed with entertainment
as the key objective. They are meant t%ld a consumer relationship with the Brand in a subtle
way 2. Advergaming is a fOM\/ ersive advertising” that helps to reinforce brand image,
build Brand love and aff 33« A lot of organizations are making use of the opportunities

inherent in this platf@ach out to the customer- current and potential >4,

2.1.7ce of Online Advertising

At one-point, online advertising was just a new and different way to market. It opened up a new
form of media on which to peddle goods and services. But within just a few years, the
importance of online advertising has become enormous. It has become an integral part of what a
business is to its customers. It is no longer enough to have a website or run some unfocused Ads
campaign. The question has become, do you have integrated Online advertising strategies

working for your business? As the Internet becomes entwined with everything we do,
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the importance of Online advertising is becoming more crystal clear by the day.> Various factors

are responsible for this. They include:

1.

1.

ii.

Reaches People Where They Spend Their Time and Money: It is interesting to note that
most Internet users have multiple social media accounts. Most of these people go online
every day and spend an average of 2 hours on daily basis to check their social media
account. Online advertising can reach consumers via social media where they invariably

spend their time

Levels the Playing Field for Small Business: You’ve seen it happen before. A huge
company like Walmart comes to town and wipes out 100’s of local specialty shops.
Starbucks rolls in and mom and pop coffee and bagel shops close down. We’ve seen the
Online equivalent of this with Amazon. It’s hard to compete with the name recognition or
the millions that they put into advertising and reputation management. That’s where
the importance of Online advertising shines as a beacon of hope for small businesses. It’s
the same for brick & mortar, ecommerce, and personal brands alike. Online advertising
allows you to compete with your competition by exposing you to a wider audience on a

much smaller advertising budget.

More Targeted: Online advertising makes it possible for Advertisers to sift through huge
demographics and reach out to their target audience. A form of Online Advertising is
Search advertising, aalso known as PPC (pay per click). This makes it possible for an
advertiser to be placed near the top of searches when certain key words are searched for

through search engines.
Using this format, it becomes possible to target consumers using many parameters like

Challenge

Goal
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iii.  Profession

iv.  Education level
v.  Buying behaviour
vi.  And more

4. Can Be Hyper-Personalised: Email advertising, a very important aspect of Online
advertising, makes it possible for targeting to be done almost down to the individual level.
When you send them content that is highly relevant to your targets, they stay on your list
and continue to buy again and again. You can see where in the importance of Online
advertising lies in a repeat lifetime customer. There are basic programs that will allow
you to add a person’s name or certain information automatically to an email. But we’re
talking about a much more advanced approach that’s proven its ability to get results for
our clients, like the improvements in the chart below. That’s email segmentation,
automation, and personalization. With segmentation, you’re collecting data about each
email subscriber. You use this data to sub-divide your list based upon certain traits or
behaviours identified through analytics. Once, divided, send each segment content that is
most relevant to that segment.

5. More Advanced Analytics: How do we determine if, for example, a TV advert was
effective? One can determine best times for the ad to air and best frequency if testing is
done. A focus group can be created to drill down on the data that will aid in decision
making process. But generally, the business owner only know its reach according to the
agency and whether it increased buzz, sales, or met a similar advertising goal. This is not
the case with Online advertising as he can evaluate his advert performance on daily basis.

6. Easy to Scale & Adapt: As with any advertising, there is initial investment required to get
traffic flowing. But the importance of Online advertising to small businesses becomes

very clear when a business owner see how easy it is to scale and adapt as his business
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grows. For example, with social media campaigns, display ads and search ads you can

choose a daily budget. You know exactly how much that campaign will cost you.

. Best ROI: Email advertising has been adjudged to deliver the highest return on

investment (ROI) compared to other advertising method. It can get a whopping 3800%
return. That’s $38 in revenue for every $1 you spend. About 20% of companies are
seeing an ROI of $70 to $1 spent. Email advertising is a conversion machine. They
deliver highly relevant content to a subscriber’s inbox. This is most often accomplished
through a combination of social media advertising and content advertising. But these
advertising methods have an impressive ROI of their own. Content advertising can
generate 3X the leads for about 62% less than traditional advertising. Of course, when we
say “lead” we’re not just talking about website traffic. These are people who are very
likely to buy your product and become loyal customers as you nurture that relationship.
Social media’s ROI can be indirect at times. But a Forbes study found that companies
using social media outsell 78% of businesses who don’t use social media. IBM found that
a lead that comes in through social media is 7X more likely to become a paying customer.
More likely to convert also means you’re spending less money trying to convert people

who will never become paying customers.

. Aligns with How People Today Shop: Indeed, most consumers now tend to look for

products, services or anything they want Online. Most of them are also impatient and
won’t go beyond the first 5 pages of the search results. So, you shouldn’t stop with just
having an Online presence. You have to be ahead of your competitors. This is how SEO
works for your business. If your website is well optimized, then it will easily be
discovered by users whenever they search a keyword relevant to your brand.

Consumers Media channel Preference: Many consumers tired of traditional advertising’s
approach. They therefore sift through various advertising messages and select the ones

that are of interest to them. This attitude is also reflected in Online advertising.
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Consumers learned that they do have a choice when it comes to advertising message
consumption. It has been estimated that 20% of 16- to 34-year-olds use an ad blocker
Online. Overwhelmingly, people flee websites that pop up annoying invites and ads when
they first land on the page. They’re choosing to consume media that doesn’t force them to
sit through commercials. It seems cliché. But people want respect. They want someone to
provide them with information that helps them make informed decisions. They want to
buy from brands that value what they value. They want you to be part of their
conversations.

10. Integrates Advertising with Mobile Technology: Mobile transactions are increasing at
the lightning-fast speed of 35% year over year. Beyond the actual buying and selling on
mobile. People are at reviews and product information while shopping in physical shops
in order to know more about a product before making a buying decision. This mobile
experience can be integrated with the physical experience to achieve a competitive
advantage. You can send an alert to let your prospects know that something they were

interested in is on sale.

2.1.7 Advertisement and {\%}e’rs choice
2.1.7.1 Buying Habl®L

There is Varlat he consumer’s purchase process. This can vary from low-involvement and
high-invalvemg s1tua‘[1ons56 High-involvement purchase refers to the purchase of products that
have% erceived risk, while in low-involvement purchase, there is low risk. In low-risk

purchases, the decision making may require little information or evaluation.
There are various stages involved in decision making process. They include;

1. Need recognition
2. Information search, and outlet selection and purchase decision,

3. Post purchase evaluation.
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Need recognition: At this stage, at this level the consumer recognizes his need for a product or

service.

In the information search stage: Here the consumer may take a casual stance. He may read or
listen to adverts that catch his attention. Advertising helps this process by providing information
on goods and services that will meet his need. In need outlet selection stage, the consumer makes
a choice of the outlet to patronise, evaluate the offerings and make a purchase. The lﬁt\age is
the post purchase evaluation. Here the consumer looks at what he bou &!L provide
justification of his decision to himself! Repeated purchase of a particular t can be as a
result of preference which one have for the product over others. T COQ]GS the Buying habit
of the person. However, if the preferred product is not avallablﬁﬁmatlve may be purchased.
Preference for a particular product or service may result \\%% oyalty. Brand loyalty are often
fuelled by: brand quality difference, difference i 001a1 class or standard, location of

brand, choice, advertisement and psychologi(@e 7

Quality difference has been shown most important aspect of brand as far as the

consumer is concerned. It is the @01‘ the brand that is of advantage to the consumer. In

other words, if the quality e pr duct is good, the consumer gains satisfaction, meaning that
his money has not b d. Price and difference in price are some of the factors that have
contributed to t sumer s preference and loyalty to a particular brand. The consumer is faced

with the pﬁ%\ of making a choice between two different brands of a product, both with
aver ity but different prices, the percentage of the consumer buying the cheaper one
would be higher than that of those buying the expensive one®. The standing or social class of a
consumer may influence his Brand preference. The people of the same social class do exhibit
similar socio-economic belief system. This becomes a behavioral pattern. The higher people are
in socio-economic class, the more the tendency to go for product and services that may be

deemed extravagant by others.
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Location of a Brand may influence its preference and loyalty. For example, if a Brand is
generally available in a particular location, it has more opportunity for it to be purchased there.
This is usually the case with regional Brands which are usually preferred and loved by their
consumers. The Brand preference may be fueled by the fact that the people in the location due to
the absence of more qualitative Brands have repeatedly used the Brand and have come to

develop strong affinity to it. This may explain why cases of national brands being outperformed
by regional brands in some locations do occur. ®

Through its persuasive messages, Advertisement brings to the table a lot from which a
consumer may make his choice. Apart from providing information, i\ing convinces people
to tow a particular line of action in fulfilling their needs. An ture of buying decision is
psychological beliefs. Consumers have been quoted \%‘%/: aimed that their loyalty to a
particular Brand is due to how the usage of th ffect them psychologically. People

sometimes exhibit total loyalty or fondness t(@cular brand because of the effects the brand

has on them psychologically. The Br%g,@ e any product- alcoholic beverage, CSD, Ice-

cream or even suit or a particular Qr(?
and relaxed among others af@gt eir preferred Brand.

e

N\
2.1.7.2 Family LiVi Experience

Post—broadcast@@s of Online advertisement shows that just like TV, viewers may enjoy

onsumer often claimed to have feel recharged, happy,

what c@med “family living room experience”. Consequently, Online advertising
mes

children and young adults may make use of words and actions they see in the adverts to display

ay become a ‘transformative identity resource’ as a result of this>® In this regard,

to their parents and others their level of literacy sophistication and competence®. Advertising, in
whatever form, is intrusive. This informs the discomfort of ‘puritans’ in allowing advertising to
penetrate into the hallowed space of families. Some researchers have been conducted to examine

how ‘media multitasking” and ‘time-shifted’ program viewing impact how commercial breaks
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are perceived in the family living room®'. A lot of advances have been made in the field of
advertising. However, more need to be done in investigating impact of commercial breaks on

viewers of TV and Online program. 62
2.1.7.3 Buying Motives

Actions are generally fueled by motivation. Motivation helps an individual or group to embark
on a particular line of action. There is a need to understand what motivates consum nline
media in order to understand what motivates them in taking buying decis%%vertising
professionals can be described as 'cultural intermediaries’. This is s@wse they create

symbolic meanings for goods in society®’. Research into advertisi g{[fﬁoners’ practices and

views provides opportunities to explore how the commercial '@}) production', its ritualized

conventions and routines professional knowledge and &0 making, inform that meaning-

making process®. Indeed, research has found that\% temological and political cultures of
advertising practitioners differently affect{w hey imagine advertising audiences, and,

therefore, the types of messages they b@&nﬂtivate consumers.

Numerous researchers into adv%n practices have shown the importance of creativity in
advertising production®. vity is very important to advertising practitioners and could be
likened to the very @ impactful adverts without which adverts will be dull and drab.
Advertising pl@{‘ers often select from ensembles of visual, textual and auditory signs
already acti society, and drawing on their own personal experiences to come with
adve essages which will re4sonate with their audience®®. There is no one set of experts or
logics that ultimately determine advertising content. Apart from major motives like fear, sex,
anger and happiness. There are other motivating factors considered by consumers. These are
desires which may include; time saving, recognition and supremacy, power, entertainment and

security.

2.1.7.4 Culture and Habits
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In some parts of the world, consumers’ market decisions are guided by custom and tradition.
While some people may be motivated to amass as much wealth as possible in order to acquire
whatever catch their fancies. It has been said that our various societies are gradually evolving
into one in which the focus is mutual respect with lesser intimidation of less privilege with power
or money. Greater consumer autonomy is also emerging as a trend ® Contemporary consumers
have more disposable income than before and as result are willing to ‘experiment’. They are in
position to consider personalized products for their consumptions. Business @% can

take advantage of this by offering personalized products to these discernin% Ts68.

2.1.8 Advertising Effectiveness \

4\ \
%rt\()s ng likeability, and brand

This can be measured using these yardsticks: awareness
attitude and purchase intention®. Apart from this, for G&E&(g effectiveness to be measured,

other factors like; unaided recall, attitude towa@ nd attitude toward the brand will have

2.1.8.1 Advertising awareness Q

Attitude towards the Brand \<§/

to be taken into consideration.

Attitude of consumers ds"a Brand may be a more appropriate measure than purchase

intention for bot&gvm high-involvement products and can be an early indicator of later

due’

ard the ad” is an even earlier indicator of behavioral change and a favorable

behavioral ch

attitude toward the advertisement (“ad liking,” as opposed to cognitive attitude toward the
advertisement) serves a “gatekeeper” function to discern advertisements that are liked and are
processed to those that are not liked and are avoided”'. Generally, viewers pause programs to do
something else. For this reason, they may pay little attention to the pause advertisement

displayed while they carry out this other task. It is very likely, therefore, that pause
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advertisements receive less attention than normal online television advertisements, which most

often are 15 seconds or 30 seconds in duration.

The ability of an ad to generate the most effective mental images is contingent on several factors.
Timing is crucial, because "advertising is after all a communication of ephemeral meaning’.
Advertisers need to take cognizant of timing or seasons “One doesn't advertise winter clothing at
winter time or summer clothing at Christmas"”®. Furthermore, advertisers have to pay a$t\ion to

what times the greatest number of people in the locality or region will have t @/ amount

of or access to disposable income. %

2.1.8.2 Advertising Likeability \

Calculated repeat of Advertising messages may contrlbut umers developing positive
attitude towards a Brand. ‘Advertising likeability’ (“ d % ) 1s related to other yardsticks that
is used to measure advert ‘effectiveness’. These 1 rms like ‘attention’, ‘recall’, ‘purchase

intention’, ‘attitude toward brand’ and ‘br l al y’74 It is generally believed that a likeable

advert can be memorable making suc@rts to have a greater chance of being remembered at

the point of purchase decisi0n75.\<§/

2.1.8.3 Repeat AdVertiSement

Advert effective &g)ye improved through a tactical repeat of an advertising message within
a given tim 1. 6. In general, increasing the number of advertisements has been found to
be posu‘ rélated to advertising effectiveness”’. Consistent with the mere exposure theory,
repeate xposures are effective in increasing viewers’ familiarity with both advertisements and
the products they promote. Advert repetition help to solidify previous messages in the mind of

current and potential consumers. This will them to recall the adverts more easily’®.

A study conducted has argued that increasing exposure to advertisements would enhance
learning and information acquisition rather than driving such behavioral dimensions as purchase

intentions or actual purchase”. General findings have indicated a positive relationship between
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advertising repetition and recall®. It should be noted that when an advert is repeated at the right
time and moment, that advert is more likely to be recalled than an advert that was displayed only
once. Also, it has been demonstrated that an increase in advertising frequency has a role to play
in positive Brand recognition and summary evaluation.?!. Achieving an effective threshold of

Advertising frequency may be determined by the level of knowledge of the consumers and their

Nonetheless, according to the “two factor” theory, as repetitions of stimuli ir@nessage

motivation %2,

recipients would experience two distinct psychological processes in those stimuli
positive habituation and burnout. Positive habituation implies thatsds gxposure to a novel
stimulus increase, the uncertainty of a stimulus decreases, and g%ﬁlstics become clear in the
early processing stage. As the number of presentations g% d this stage, however, message
effectiveness drops because message receivers ar%% experience burnout (e.g., boredom
and tedium). Some studies have observed tha@\exposures might cause counter-effects on an
advertised brand because exposure be n&lp optimal frequency may lead to less favorable
evaluations of advertisements®® Ther ed to adhere to frequency threshold in advertising in

e

order to avoid over—exposwm may result in black-lash with both current and potential
. \) . .
consumers becoming eted with Brand messages and by extension the Brand 8.

2.1.8.4 Adverti anguage

Consu %mferences about products and services being advertised through verbal cues®
This the importance of verbal element of advertising in influencing the consumer
behaviour.%. Figurative language is the use of words and expressions employing their indirect
meaning, to convey an additional connotation beyond that of their lexical sense. Researches in
advertising have commonly found and generally believes that figurative language evokes

positive effect on attitudes across contexts®’.
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How the language of communication also known as linguistic style contribute to advertising
message reception®®. This is to say that words are powerful tools in eliciting intended images in
the minds of the receivers of messages.® In persuasion literature, language power are
deliberately studied®. Speeches that are filled with uncertainty, tag questions, intensifiers, and
hedges are powerless and mostly results in negative evaluations of speaker credibility,

intelligence, competence, sociability, and status. This is unlike powerful language that usually
led to positive evaluations of the speaker®. ®

Although it is generally agreed among researchers that language power i S persuasion,
there is lack of consensus on why and how this process occur %R studies suggest for

example, that powerless language results in more negative@(ions of the speaker than

powerful language irrespective of the recipients’ pr gﬂystyle” Some researches also

suggests that that the effectiveness of language pov@re audio or audio visual than writing.

They also suggest that the effectiveness Qé\endent on the heuristic processing of the
consumers of the message®® Meanwhil S(gggl searchers have speculated that language power

may affect persuasion in a numb((/ erent ways by serving various roles in a persuasion

S

2.1.8.6 Audie&
Some level of @Vﬁtion may be required in processing advertisement messages while paying

setting”.

attentio o%rgument in support of Brands being advertised®. Adverts processed in this
man@r more likely to be remembered by the consumers compared to advertisements in
which only the slight aspects of the message, such as the pictures or the fonts used, are given
attention®®. Adverts that are consumed when the motivation of the Target audience is low is more

likely to have poor remembrance when compared to adverts consumed with high motivation °7.

2.1.8.6 Duration of advert
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Studies suggest that adverts of longer duration make it possible for the Target Audience to
process the message and form an opinion due to the fact that there is enough time for the value of
the Brand to be amplified®. Amplification of the Brand value makes it possible for the message
to stick to the memories thereby making ad recall possible. Recalling an advert may not always
lead to a positive outcome. An advert may be recalled for all the wrong reason which may not

lead to purchase. Normally, having positive thought of a brand advert may lead tq_having a

favorable brand attitude which can translate to patronage.”. ®
2.1.8.7 Rational and Emotional Appeals %\%

Which is more effective between rational and emotional appeal in &@Qs&ng? It can be argued

that their effectiveness depends on the information @s to be communicated.
.

Informational appeals may bring about higher effecti e% ings than emotional appeals in

some situations. This is because they provide the teqiired information needed by consumers in
making purchase decision.!®, Meanwhile, i\ been suggested that there are higher purchase
intentions for rational commercials t (S\ﬂbod commercials due to the fact their content is
considered more credible, resulti@ﬁiore positive beliefs. This supported by a study that
suggests that rational app aé{perior to emotional appeals due to the fact that they help

reduce some of the u that often associated with purchase of goods and services '°!.

It is worth n(@\that argument for rational appeal is premised on the assumption that

consum % in the processing of advertising messages before making purchase decisions.
;11

The

guides consumers purchase decision. On the other hand, proponents of the Emotional appeal

lar of this school of thought’s argument is that logical and utilitarian objective

hinge their position on the fact that while initial purchase may be led by logic, consequent
purchases will be about how the product makes the consumer feel. It is how a Brand makes
consumer feel that makes favorable brand associations possible. Adverts with Emotional appeals

try to conjure either negative or positive emotions leading to purchase motivation'®?. Use of
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emotional platforms like fear, guilt and shame appeals gets people to do things they should or

they should not do.

Emotional and rational appeal can be described as acquisition of knowledge by acquaintance and
by description!®. Knowledge acquired by acquaintances is immediate and direct. They are ‘self-
evident’ knowledge.”!™. In contrast to this is ‘knowledge by description’. This is acquired

through interpretation of sensory data. For example, knowledge of a physical object isvt\direct

knowledge but a product of awareness. 1%, ®

Both the emotional and experiential forms of advertising are critical % ing advertising
appealing to the consumers without which adverts will be very dul%%@rab. How effective an

advertising type is may be more dependent on how the me @9 ommunicated or/ and the

product being advertised!® \*

It has been suggested that advertising appeal sh&
e

emotional (value-expressive) appeal shoul®

rational (utilitarian) appeal should be for a utilitarian product!?’. It has been demonstrated

> the product type. That is, a more

for a value-expressive product and a more

that adverts with emotional ap</ aw consumers attention and can leave a long-lasting

impression in their mindQ\AKh-can result in Brand love or Brand ‘hate’ depending on their

experience after usag@

Pure emotio xmgs have been postulated to have the potential of affecting the thought
process%a influence thought process or information processing through various states of
moo&is works through the creation of a positive attitude toward the advert. This positive
attitude will encourage positive assessment of the Brands’ attributes which will then make Brand
preference possible!'®. However, there is lack of consensus among scholars how emotion should
be conceptualized. Should it be done along various dimensions like pleasure, arousal and

dominance or along emotional categories or specific types like joy, sadness and fear?
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Generally speaking, emotional appeals can lead to a more favorable attitude towards an advert
and by extension the brand. It is believed by scholars that emotional or affective approaches can
provide a motivation for purchase without the consumer getting into the complex information
processing and rational/logical cognitive arguments. Customers use various search quality
options for arriving at a purchase decision, whereas experience qualities are something which get
developed after purchase is being made or during consumption. There is a third set of qualities
called ‘credence qualities’!®. The level of responses that individuals give % rtising
messages with emotional intensity may differ, and this level may also signi influence the
attitude formation. Research has shown that individuals do differ wid%n e intensity of their

\
emotional response to affect laden stimuli''?. ( \’\

\ ment variables and respondent

characteristics affect copy test results!!!. Females are usceptible than males to persuasion,

Numerous studies have showed that situational factors,

sex, age and brand usage were significantly v@ito commercial ratings and that brand usage

had a stronger correlation with these rati &Ly either demographic or situational variables!!2.

She specifically found that users of t ertised brand react more favorably to the brand and to

the commercial execution. S&Nund that women and older viewers respond relatively more
Q .

positively than men or ;@ oer viewers. Research has revealed an association between attitude

and usage in seva&Q mer product categories!!
2.1.9 Hu Threat

Hum Qne of the most widely employed message techniques in modem advertising.
According to humor theories, humor has a fundamental structure; arousal/tension is generated
amidst a play manipulation, followed by a mechanism that allows one to reduce the tension and
enjoy the arousal''*. Play manipulation refers to offering a play cue (e.g., playful voiceover) to
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let the receiver know that the message should not be taken seriously Cognitively speaking,

humor can lower perceived negativity and facilitate threat information processing by reframing
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the message!'®. A humorous ad can communicate the same threat information through a positive
and playful lens, allowing the viewer to perceive the message as less threatening and more

approachable.

Emotionally, humour elicits mirth, or positive feelings of pleasure and amusement. These
feelings could, to some extent, neutralize the negative feelings generated by threat information.
Threat information is often unpleasant because it is negative in valence and c@ively
challenging to process because it provides out-of-the-ordinary and important 1 ion that

concerns our well-being (regarding health, safety, etc.)!!’

have the same motivation and capacity to process such informatioan\ \

. As a result, nqQt e is likely to

According to the protection motivation theory (PMT), thr@ ion motivates change by

X

igarette smoking increases chances of

S
communicating severe consequences that may rise igh-risk-associated issue!’®. It

presents threatening consequences as the problem“%
lung cancer) and recommends changes in iow to reduce the risks of the threat (e.g., quit
smoking). Although perceived efficacyr(t gpérceived effectiveness of the recommendation and

perceived ability to follow the @ndation) does have an impact on persuasion, threat

information remains a cmcia@ﬁnant of message effectiveness.

2.1.10 Consumer P@

This may also be called the buyer decision process. It is the process that helps markets to identify

ecision

how consumers complete their journeys from knowing about a product to making the purchase
decision. This process is of importance to marketing and sales teams. This is because it helps in

setting up marketing plans that will address the consumers in the process.

In making buying decision, the consumer passes through the following processes; Problem
recognition, search, evaluation, and purchase decision. At the post-purchase level, the consumer
at this point regrets or feels good about his purchase decision. The buying process starts when

the customer identifies a need or problem or when a need that should be addressed arises.
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Buyer / Consumer Decision Process

How a Consumer Makes Purchase Decisions?

Need Recognition / Problem Recognition

Information Search
Evaluation of Alternatives
NS

Post-Purchase Evaluation §’

N
IA \
Figure 2.5: Buyer/Consumer Decision Process '

Consumers go through 5 stages in deciding to purchase any goods or services.

5 Stages of the consumer decision process (buyer decision process) are;

S N 2
1. Problem Recognition or Need Recognition.

2. Information Search.
3. Evaluation of Alternatives.
4. Purchase Decision.

5. Post-Purchase Evaluation.

N\
When making a purchase, the buyer goes through these 5 stages of the decision process.

Clearly, the buying process starts long before the actual purchase and continues long after. The
first step of the buyer decision process is the need recognition stage. Here the consumer
recognizes a need or problem and feels a difference between the actual state and some desired

state. They try to find goods to satisfy such needs.

This leads to the second stage of searching for information about the product. The consumer tries

the find out as much as possible about the product’s available brands.
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At the Third stage, is consumer uses the information to evaluate alternative brands.

After that, the buyer makes the purchase decision at the fourth stage by selecting the most

suitable product.

The fifth stage is the post-purchase evaluation, and it is the most important one. Depending on
the level of satisfaction or dissatisfaction, the consumer will become a loyal customer or actively

avoid the brand and tells others to do so via online reviews and word of mouth.
1. Problem or Need Recognition

Need recognition of Problem Recognition is the first stage of the buyer decision process. During
need or problem recognition, the consumer recognizes a problem or need satisfied by a product

or service in the market.

The buyer feels a difference between his or her actual state and some desired state. Internal
stimuli can trigger the need. This occurs when one person’s normal needs, such as hunger, thirst,

sex, rise to a level high enough to become a driver. External stimuli can also trigger a need.

At this stage, the marketer should study the buyer to find answers to some important questions.

These are:

¢
1. What kinds of needs or problems arise?

ii.  What is the root of these needs or problems?

iii.  How they led the buyer or customer or consumers to a particular product?

~\ )
This could be a simple as “I’m hungry; I need food.”

The need may have been triggered by internal stimuli (such as hunger or thirst) or external

stimuli (such as advertising or word of mouth).

When a consumer becomes aware that there is a difference between the desired state and an
actual condition, problem recognition occurs. Every individual has unsatisfied needs and wants

that create tension or discomfort.
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Certain needs can be satisfied by purchasing and consuming goods and services. Deciding what
to buy starts when a need that can be satisfied through consumption becomes strong enough to
stimulate a person. A problem can be said to have occurred when a buyer’s need cannot be met.

One daily basis, consumers recognize purchase or consumption-related problems.

A consumer problem may have routine or unexpected. A routine problem occurs when a
consumer runs out of daily necessity. Unexpected problems often major. They can happen if for
instance the consumer’s car developed fault and he will need to repair it. Apart from these, there
is another type of problem that is subtle and evolves slowly over time. Desire to buy expensive
household goods fall into this category. Consumer decision-making process is triggered when an

individual recognizes a problem or need that is needs to be met.

Q0
N

60



Need / Problem RecognitionProcess

Lifestyle of the Consumer’s
consumer current
situation
| [
I
Vv v
Consumer’s > Consumer’s
Desired state = current state
<

Nature of discrepancy between Desired and| =
existing state

l <or>

Problem recognized

!

Problem defined

v l
Information search for problem
Solution if problem is sufficiently Discard or return to
Important memory for future
solution if problem Is not
sufficiently Important for

Information search

No problem

A 4

iEduNote.com

N

Figure 2.6: Need Recognition Process!'?!

The above figure we can see the desired state and existing state of the consumers. If the desired
and the existing state of the consumer are the same, then there will be no issue. If there exists a
discrepancy between these two states, there would be a need to be met. If a consumer perceives a
discrepancy between his desired and current state, he will recognize that he is having a problem

that needs to be addressed.
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The level of the importance ascribed to a particular problem by the consumer determines the
level of the desire to resolve the problem. If the dichotomy between the current need and desire
is high there is the probability for the consumers to seek resolution fervently since the problem is
a serious one. After identifying the problem, the consumer has to define it in such a way to
enable him commence action(s) that will enable him to solve his problem. If for instance, a
buyer recognizes that he is having a status related problem, he is in problem recognition stage.
He will have to define in a way that is understandable, what could be the cause of the problem. A
problem may be active or inactive. An active problem is the one that is known currently or may
be known by a consumer later. An inactive problem is a problem that a consumer is not aware

now or may not be aware of later.
Factors that bring about Problem Recognition

There are many factors that can be bring about recognition by individuals or organizations that

there is or are problem(s] that need to be addressed. These situations may include;

1. Low Stock of Goods Q\J '
ii.  Dissatisfaction or Disco@ with the Stock
iii.  Changes in the EH'Q ental Characteristics
iv.  Changes in th@clal Status
v.  Promotj ctivities
Vi. %’s Previous Decisions
vil. 1dual Development

viii.  Efforts of Consumer Groups and Governmental Agencies
ix.  Products availability
» Low Stock of Goods: Stock depletion is perhaps the most common situation leading to

problem recognition by a consumer. This often occur when a consumer runs out basic
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necessities that he requires for his day-to-day activities. The moment this happens, a
problem is identified.

> Dissatisfaction or Discontentment with the Stock: The moment a consumer is
dissatisfied with the products he makes use of; a problem that needs to be addressed is
identified.

> Changes in the Environmental Characteristics: A change in an indiv%fs or

family’s environmental characteristics may bring about a problem tl@s

solution, For example, when a family moves from one stage of its{JJMd\Cyele to another

require

stage, it requires different types of products and services, and %@s It, problems occur.
More so, friends and reference groups’ influence may der(am_\SQl W a\nd different products
to be bought by an individual or a family. Such a si&&&ko leads to the recognition of
a problem. \

» Changes in the Financial Status: Thi &also lead to problem recognition. For

example, if an individual’s ﬁnan@osition improves or worsens or anticipates an

anticipated changing finanejal\osition.

improvement or deterioratiir@ay recognize a problem associated with his actual or

» Promotional A s:* Advertising of a particular good or service may trigger problem

recogniti())\i&ly mind of a consumer. Through advertising, a discrepancy may be
creat een actual and desired states of consumers. This can trigger problem
%ﬂ in consumers.

Q}nsumer’s Previous Decisions: Purchases made by a consumer may also lead to
problem recognition. For example, if an individual buys a television, it may trigger
buying an antenna or a voltage stabilizer. The purchase of a computer may lead to the
recognition of the problem of not having a printer.

» Individual Development: The socio-economic development of an individual may bring

about a problem recognition in an individual.
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> Efforts of Consumer Groups and Governmental Agencies: Advocacy by some interest
group and governmental policies may redefine consumption pattern. This will bring about
problem recognition by consumers. If, for example, a consumer groups advocate
environmentally friendly products, the need to comply will bring about problem.
Likewise, if an embargo is put on usage using private vehicles on the city’s main roads
by the government, consumers may have to purchase bicycles. This is a prQblem that
needs to be addressed. ®

» Availability of Products: The stock visibility of a product in th <<€lace brings

about awareness by buyers which may make them to desire%he esire may lead to
\

also lead to problem recognition. ( \’\
2.1.10 Consumer Behaviour \§</'

This is the social science, which seeks to understa@ct and explain behavior of a buyer!?
The consumer's behaviour includes mentalyls\fgc ing and actual activities which individuals
perform at the time of purchase of googrand ervices. Simply put, Consumer behavior is made
up of a set of cerebral and tang@c‘ésses which a consumer engages in before, during and
after the actual consumptio .

Consumer behaviou@study of how individual customers, groups or organizations select,
buy, use, and @ideas, goods, and services to satisfy their needs and wants. It refers to the

actions Qh umers in the marketplace and the underlying motives for those actions.
N

Consumer behaviour: This is the study of all the activities that can be linked with the buying,

usage and disposal of goods and services. It studies how the consumer's emotions, attitudes

and preferences affect their buying decisions. The study of Consumer behavior as a distinct sub-
discipline of marketing started in the 1940s. It has however, over the years become an inter-

disciplinary social science that blends elements of psychology, sociology, social

anthropology, anthropology, ethnography, marketing and economics.
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Consumer behavior interrogates factors like demographics, lifestyle, and personality among

other factors in order to gain understanding of people’s wants and consumption. It also studies

how various groups like family, friend, sports, Brand influencers and opinion leaders among

others contribute to individuals purchase decisions.

2.1.11.1 Nature of Consumer Behaviour:

1.

Influenced by various factors: The various factors that influence the consumer behavior are

as follows:

= \\
a. Marketing factors such as product design, price, promotion, packaging, positioning and

distribution.

b. Personal factors such as age, gender, education and income level.

c. Psychological factors such as buying motives, perception of the product and attitudes

towards the product.

d. Situational factors such as physical surroundings at the time of purchase, social

surroundings and time factor.

e. Social factors such as social status, reference groups and family.

f. Cultural factors, such as religion, social class—caste and sub-castes.

~ \
Undergoes a constant change: Consumer behavior is not static. It undergoes a change over

a period of time depending on the nature of products. For example, kids prefer colorful and
fancy footwear, but as they grow up as teenagers and young adults, they prefer trendy
footwear, and as middle-aged and senior citizens they prefer more sober footwear. The
change in buying behavior may take place due to several other factors such as increase in

income level, education level and marketing factors.

Varies from consumer to consumer: All consumers do not behave in the same manner.

Different consumers behave differently. The differences in consumer behavior are due to
65



individual factors such as the nature of the consumers, lifestyle and culture. For example,
some consumers are techno-holics. They go on a shopping and spend beyond their means.
They borrow money from friends, relatives, banks, and at times even adopt unethical means
to spend on shopping of advance technologies. But there are other consumers who, despite
having surplus money, do not go even for the regular purchases and avoid use and purchase

of advance technologies.

4. Varies from region to region and country to county: The consumer behavior varies across
states, regions and countries. For example, the behavior of the urban consumers is different
from that of the rural consumers. A good number of rural consumers are conservative in their
buying behaviors. The rich rural consumers may think twice to spend on luxuries despite
having sufficient funds, whereas the urban consumers may even take bank loans to buy
luxury items such as cars and household appliances. The consumer behavior may also vary
across the states, regions and countries. It may differ depending on the upbringing, lifestyles

and level of development.

5. Information on consumer behavior is important to the marketers: Marketers need to
have a good knowledge of the consumer behavior. They need to study the various factors that

influence the consumer behavior of their target customers.

The knowledge of consumer behavior enables them to take appropriate marketing
decisions in respect of the following factors:

<€ \\wv

a. Product design/model

b. Pricing of the product

c. Promotion of the product

d. Packaging

e. Positioning
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f. Place of distribution

6. Leads to purchase decision: Positive consumer behavior leads to a purchase decision. A
consumer may take the decision of buying a product on the basis of different buying motives.
The purchase decision leads to higher demand, and the sales of the marketers increase.

Therefore, marketers need to influence consumer behavior to increase their purchases.

7. Varies from product to product: Consumer behavior is different for different products.
There are some consumers who may buy more quantity of certain items and very low or no
quantity of other items. For example, teenagers may spend heavily on products such as cell
phones and branded wears for snob appeal, but may not spend on general and academic
reading. A middle- aged person may spend less on clothing, but may invest money in savings,

insurance schemes, pension schemes, and so on.

8. Improves standard of living: The buying behavior of the consumers may lead to higher
standard of living. The more a person buys the goods and services, the higher is the standard
of living. But if a person spends less on goods and services, despite having a good income,

they deprive themselves of higher standard of living.

9. Reflects status: The consumer behavior is not only influenced by the status of a consumer,
but it also reflects it. The consumers who own luxury cars, watches and other items are
considered belonging to a higher status. The luxury items also give a sense of pride to the

Oowners.
2.1.12 Wdvertisement and Branding

Advertisement is an idea for the business and it is also a process of creation to inspire people'?*.
Simply put advertisement is a process of branding. It is a process of understanding about
business ideas where they come from, thus generation of ideas with respect to advertisement is
the soul of business. Some scholars on the other hand, opined that advertisement is not limited to

promotion of branded products but it involves the enhancement of image for the organization.
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Therefore, advertisement is not only important for sells of products but it is more important to
breathe the organization itself. It appears as material thing like texts but its character is like

metaphor of soul in living animals on which it prospers or becomes inert!'?’

For success and failure of a brand depends upon the strategy of advertisement. Strategies are
foundation on which brands are built. They keep the advertising and other marketing elements on
track and build a clear and consistent personality. They represent the soul of a b and a
crucial element is success!?®. Brand identity which easily comprise of an ima@é&m\se, logo
helps audience to know about the brand. If the ultimate goal is nq etting brand
recognition, then the company might seek for niche or providing uni segvice. Whatsoever the

goals are by doing advertising the companies enlarge interacti %s audiences.

It has been argued that branded items are more reli b@&unbranded items. Brands are
connected with the image of organizations that's w% eeds to influence on organization and
vice versa. It is argued that branded prod révnot costlier than unbranded but the higher
prices of branded products include th u good quality, reliability, performance and after
sales service. Furthermore, the str@& a brand is reflected in Brand awareness, brand beliefs,
brand association and %}ﬁlwm. Branding usually develops from a distinctive
identification with a(J » Brand is an experience, when one talks about a brand; one is
talking about a erience that the brand gives and how much satisfaction one gets when using
it. %

Adve attempts to notify and convince a large number of people with a solitary
communication and its sole mission is to develop the brand, by improving the brand value. In

organizations it has to do with improving sales and profits'?®

. But it requires investing in
advertisement more and more. Brand value consists of quality, performance and investment

made for the brand. Brand value is an intangible asset for the organization. Brand involves

product and set of values. According to them product is visible symbol but it preserves hidden
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and imaginary set of values. Values are also determined as a perceived quality of the product or

perceived value for money!'%.

If an advertisement is halted the business suffers. This may lead to a loss of brand value.
Stopping advertisement is a good decision, but again it could be a time bomb. Those who take
this view argue that authentic ability about consumers — how they buy, why they buy and area
they buy — is accidental as it is accessible to dispense helpless buyers into departingw'tg their

money in acknowledgment for products that they do not want!*°, @%\
2.1.13 Method of Determining Advertising Effectiveness %\

It is imperative when evaluating the effects of a particular sales p e@ or advertising, to first
take a critical look at the level of awareness. It is importa anizations to evaluate how
effective their adverts are in other to curb waste of res elt(sl{e checks will help to know if a
particular advert should continue to run or if it sh&u by rested, or tinkered. These checks can be

done in line with techniques for measurin Q{fectiveness of advert: copy testing and forced

exposure testing, recognition test and rtest.

In copy testing adverts are sho\éﬁw the sample or a collection of people considered to be

representatives of the t %ﬁrket. Forced exposure technique is commonly used television
adverts. The adv&y%l bring some consumers which are scientifically chosen to represent

their targeth atre where they are shown a television program. The intended advert will

now be n'at the end of the program. The selected consumers’ reaction to the new advert will

be ta&nd will guide the advertiser’s decision.

In Recognition technique, testing is done after an advert has been aired to the public. Research is
done on target consumers who might have seen the campaign. This is done in person or through
telephone call. They are usually asked if they have seen the advert in question. In Recall test,
consumers are interviewed on the adverts advert they most easily remember. Although these

research techniques are very important in deepening our understanding of consumers, they
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however fail to show the influence advert messages have on consumer patronage. This is key in
knowing whether an advert has helped in the promotion of sales and services of a products or not.
In evaluating advertising effectiveness, it is imperative for us not to lose focus on the sales angle

most especially if the advert is intended to arouse immediate interest on a product or service.'3!
2.1.14 Opportunities and threats of Online advertising

People behave differently in the Online world than they would, for instance, whe@@ng a
magazine. This is to refer to the behavior that goes along with Online conten ion. The
volume of content is perpetual, and usually we do not give too much thou %he ads we are
seeing. On average, people scroll through the height of Statue of 9y day We should be
making content at the speed of “feed” (i.e., Facebook feed) b @t is the speed of people'2.

This is one-way companies can create better Online adv. trategles by understanding how

people consume content.

The future of Online advertising will lead ximore personalized marketing. This is possible
due to the amount of data customer% giving away each time they purchase products or
services, and sign up for loyalty\%r s. In Online world, companies like Amazon are taking
advantage of personalizati %@y showcase products and recommend purchases purely based

on data they have col(e@ver time based on each customer’s action on the web site!®.

Online adve a lot of opportunities due to improvements in technology (for instance,
Internet h gs and Augmented Reality) and innovative solutions to market. For example, live
Vide(%age about six times more people than other content on social media because they give
the chance to interact with the viewers on real time and bring that extra excitement of “What is
going to happen next?” A lot of possibilities are a head of us and only the sky is the limit when

thinking about future prospects of Online advertising.

However, with possibilities, there come threats. Advancements in technology, Online and mobile

tools create customer journeys and service features that if managed poorly, can lead to
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unsatisfied customers and bad customer experiences'**. Also, companies who use influencers and
celebrities in their Online marketing can face backlash, if the influencer has strong political or
religious stances, does something that harms their image or just is not liked by the public. Using
these popular figures in Online advertising directly reflects on the brand and its personality!>.
Also, sometimes in Online advertising, where targeting options can be very specific, there is a

risk of advertising to a target audience that is not at all interested in the product/servfce. Other

risks include having outdated information, links and services that do not WO@ ending

money on advertisement that does not create results'36. @%
2.2 Theoretical Framework &\ \

The theories upon which this study was based are: the culti@ry, Uses and gratification

theory and consumer behavior theory. ®

2.2.1 Technological Determinism Theory \

The term ‘technological determinism’ w :\xgd by Thorstein Veblen. The theory revolves
around the proposition that technol any given society defines its nature. Technology is

viewed as the driving force of cﬁ&ir/g@n a society and it determines its course of history.!?’

e
Technological determipt % reductionist theory and it aims to provide a causative link
between technol &Qﬁ society’s nature. It tries to explain to whom or what could have a

controlling human affairs. The theory questions the degree to which human thought or

action i@e ced by technological factors.!*

Karl Marx is believed to have envisioned the theory in his writings and thoughts on dialectical
materialism. His thoughts are geared towards conviction that technological progress leads to
newer ways of production in society and this ultimately influenced the cultural, political and,

economic aspects of society. ¥
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2.2.1.1 Applying the Theory to the Study

Technological Determinism theory helps explain why development in the area of
interconnectivity, internet, smartphones and PCs have made it possible for the emergence of e-
commerce shops making online transactions possible.'* The theory indicates that there exists

causal relationship between Technological developments and the behaviors and of the people in

2.2.2 Uses and Gratification Theory @i\‘
In this theory, it assumed that the media audience has alternate choic@heir needs. Due
ei

a given society.

to this, they therefore seek out a media source that best ful }QK needs.'*! This theory
recognizes the role of media consumer in influencing the ef% ss. This is the case since he
actively participates in determining the message he wa \%msume. In this theory the focus is
on media consumption function and not media K}Q and transmission. Question like “who

uses which contents from which media Q\%thich condition and for what reasons” have

become more important. Q
2.2.2.1 Application of th\\%/wry

The uses and gratificati ory moves away from what the media does to what the users want
or does with the&g&a‘)dver‘[. This theory tries to explain why audience will seek a mobile
advert. For_i , audiences that are bored with their product or need reassurance of the
qualit %abﬂity of their phone may use advert for that purpose. Thus, the uses and
gratigon theory explain the effect of audiences to purchase products on E-commerce shops

on the basis of what the audiences want but uses the media for “encouragement”
2.2.3 The Consumer Behavior Theory

This theory regards consumer is a rational being who goes through a hierarchy of psychological

effects in the attempt to be convinced that an advertised brand is appropriate for his personal use,
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and as result should be purchased'*?. This theory is used generally to determine how effective an

advertisement is in the scheme of marketing management.

2.2.4.1 Application of the Theory

The consumer behavior theory intends to reconcile the advert effect of E-commerce advert on the

knowledge of media audiences. The theory suggest that people will buy a pr@éﬁause

inherent in the advert is a rational reason why they need it. Because humans @(p al, thus it

follows that advertisement must convince them of the need to buy a pm% In other words,

adverts are educational. Q

2.3 Review of Empirical Literature @
The emergence of Online as key medium for adv \nd Brand engagement within few

decades is very striking. This developme Q rought about a lot of advances media

technology and applications!®. “Does Er&\gna Appeal Work in Advertising?” attempts to

rable attitude towards a brand'*. The study elucidates the

assimilate the current thinking on,th f emotional appeals in advertising, positioning and
communication in order to bujld a

areas where emotiona als \:vould work best, while pointing out the possible pitfalls in
employing such across the board. Further, an attempt has been made to interpret the
current bo owledge on the subject and create a context for general application of
emotlo eal in advertising. The paper identifies products and services for which emotional
adve rt1 g appeals will be more suitable. It also elaborates the risk involved in using emotional
appeals. Factors influencing effectiveness of emotional appeals are discussed in detail and
guidelines are drawn for effective use of emotional appeals. The authors have suggested future
direction of research in the area of use of advertising appeal and its influence on brand attitude

formation.
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The study examines how consumers perceive the disclosure in a mobile phone company’s
advertisement through visual priming of the disclosure. The results reveal that visual priming
affects consumers’ attention toward the disclosure. When the disclosure is visually displayed,
consumers perceive higher levels of trust toward the advertisement and have stronger attitudes
toward the advertisement!%. Moreover, the impact of consumers’ perceived trust toward the
advertisement on their attitudes toward the mobile phone company is mediated by their attitudes
toward the advertisement. This study’s results promote the effectiveness of % rketing
through two main approaches: adopting visual communication of advertig )sclosure, and
implementing more responsible advertising practices. \

4\ \

Study on “How Much Is Too Much? The Collective Impact o ion and Position In Multi-
Segment Sports Broadcast” explored the collective @&ﬁf repetition and position on
advertising effectiveness as evidenced through rec@nd likeability of advertisements that
were broadcast at different times in the SQ\@OWII“. The findings indicate that brands
advertised more in the first half and br d&@ appeared in both halves but shown more in one
half than the other were betteger ed than those equally promoted in both halves.

.

Meanwhile, advertisements Q@eﬂ in both halves but repeated more in the second half were

less favored than thos shown in both halves. The results support theories of repetition

and primacy effevﬁ.\&l

The study t@hat Works Best, When Combining Television Sets, PCs, Tablets, or Mobile
Pho lored advertising effect across Television Sets, PCs, Tablets, or Mobile Phones.
According to them Advertising research often confounds device effects (e.g., television sets,
radios, and personal computers) with communication format effects (e.g., respectively, video,
audio, and Web sites). Across four experiments, the study documents empirical patterns of cross-
device effects among television sets, PCs, iPods, and mobile phones. In three experiments, the

'

format was identical across devices, and the device ' made no difference to advertising
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effectiveness. The fourth experiment—with different formats and devices—showed sequential
synergy effects. Synergy can strengthen or weaken advertising campaigns that combine multiple
communication devices. The combined results of four experiments suggest possible cross-format

synergies but not cross-device synergies!'?’.

Another study that majors on mobile product advert was “The Impact of Value Creation
Practices On Brand Trust and Loyalty In a Samsung Galaxy Online Brand CommunifyJn Iran”

by Seyed and Maryam (2013). It was discussed that the new and eme@%ﬁ des of

communication and advertising such as word---of---mouth have enthr: to discover

cheaper and more effective ways of marketing goods or sewice&%r\ some of the recent

arrivals in the field, such as social media, are stepping into ields of identifying how

value is created and spread!*®. Thus, the paper explore\%g%r value creation practices have
positive effects on brand trust and brand loyalty. For s purpose, 196 users of Samsung Galaxy
cell phones in Shiraz, Iran were selected@Q statistical sample and issued a Standard
questionnaire developed'®. To discuss %&@g nship between the research Variables Pearson’s

correlations was used; path analysf %\

the recommended framewotk. Its show that only one of the practices (community

e
engagement) contributa%gand trust.

A study titled Slivolvement, Tolerance for Ambiguity, and Type of Service Moderate the

ed for hypothesis testing to evaluate the structure of

Effectivene obability Marker Usage in Service Advertising”. The Results of the two
exp eveal that the use of probability markers in advertisements affects brand attitude
and purchase intentions, and that this is moderated by the type of service, customers’
involvement, and their level of tolerance for ambiguity. Services in the study were classified as
more or less hedonic/utilitarian, and more or less involving. Probability markers affect
consumers’ brand attitude and purchase intentions for less-involving services, while this effect is

not significant for more-involving services. In addition, higher tolerance for ambiguity results in
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preference of hedges over pledges or no probability markers, while for consumers with lower

tolerance for ambiguity the opposite holds.

With regards to service type, for more-hedonic, less-involving services the use of hedges in
advertising copy increases brand attitude and purchase intentions, while for more-utilitarian,

less-involving services pledges result in highest levels of brand attitude and purchase intentions.

A model of how advertising works and how it should be measured. It seeks to dem\we the

importance of measuring emotional response to advertising and illustr: Q&ﬂaws in

conventional pre-testing measures of persuasion, cut-through, and messa@pt”o. The study

was titled “How Emotional Tugs Trump Rational Pushes. The Tim‘@\cﬁqme to abandon 100-

Year-Old Advertising Model” and it drew on empirical data‘@ how an emotional model
o

of advertising and emotional measurement can lead to effectiveness and efficiency and to

better planning and decision making.!>! @

Paper titled “Are contextual advertiseme Qﬁqctlve? The moderating role of complexity in
banner advertising”. It was enumerate%the study that internet environment has changed the
format of internet advertisingl@} emerging form of online marketing communication is
'contextual advertising', 1 hemarketers strive to develop customized images or texts more
relevant to customer@n the content of web pages. The study investigates the effectiveness

of internet cm@i ads. In particular, they examine the effect of internet contextual ads on

brand n@e. recall and recognition) and attitudes towards the advertisement and/or brand

usin%

relationship between a contextual advertisement and its effectiveness, and generates two distinct

ory of priming effect. They found that the complexity of banner ads moderates the

priming effects. The results demonstrate that the internet contextual advertisement enhances
brand recognition and induces favorable attitudes towards the ad. In addition, consumers have
higher recall rates and attitudes towards the brand when they are exposed to a less complex

contextual advertisement or when they are exposed to a complex, non-contextual advertisement.
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Evaluation of “Chinese advertising practitioners' conceptualization of gender representation”
revealed how Chinese advertising practitioners' cultural perceptions of gender influence their

133 The research is based on interviews with creative

creation of advertising representations
directors, copywriters, art directors, and strategic planners working in China's advertising
industry. The findings shed light on the decision-making processes and cultural, professional and
social imperatives, as well as perceptions of audiences that support particular approaches to the
encoding of gender in Chinese advertising. The study also provides insight into % rtising

practitioners' representation of gender is guided by global (westem% (Chinese)

influences that inform their stereotypical conceptualization of gend%f ences in terms of
\

shopping behaviors, purchasing power and use of products. ( \

&

“Influence of Television Advertising on Consumer Buys %@blts of Guinness Stout In Ikeja
Community of Lagos State” enumerated on the I %01‘ Television on Consumer Buying
Habits of Guinness Stout in Ikeja Communi &gos State. It started with general introduction
to the research, statement of the prob %ﬂpose of the study'>*. This was followed by
comprehensive literature review oftelepision advertising on consumer buying habits of Guinness
Stout in Ikeja community 0%&&2&6. The researcher made use of the survey design to gather
.
necessary information. @%& random sampling was used to select a sample of the population.
Through the resﬁc\h hodology involving collection of data from a sample of residents of
Ikeja in L ge, the researcher applied self-administered questionnaire to obtain primary
data as later analyzed by simple percentage and the hypotheses were tested using the
chi- squdre analysis method. The result showed that television was viewed as the most preferred
medium of advertisement of Guinness Stout. The researcher made the recommendation based on

the findings that more attention should be focused on using television medium for advertisement

of Guinness Stout

24 Summary of the Literature Review and Gaps in the Study
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Literature review was discussed under conceptual review of literature, theoretical framework and
empirical review of literature. The conceptual review covered topics such as advertisement,
brand attitude, television advertising, advertising effectiveness, likeability, repeat advert, and
branding. The theories are: Technological determinism, Uses and gratification theory, and
consumer behavior theory. The empirical literature review examined works which form the

major variables in this study that: repeat purchase, brand attitude, brand image, branding, pod

length, timing and position. ®

A critical review of the literatures under advertisement so far has provid \%&tformation on
the subject under study. These literatures offer important insights in ‘b&{dverﬁsing works and
the need to exercise extra care in identifying the conditions ich they hold. Which are
how to measure the worth and how to maximize sy &@OSS media'®® and attain advert
effectiveness!® .Also, it was observed that various.s ve different self-selected audiences,

program competition, signals of upcoming ad&\ré@g breaks, key program events, and the like,

so they have distinctive advertising tuni g@y‘. and patterns beyond general genre effects!®’.

The gaps in most of the studies a@ﬁng within the television media industry in Nigeria and
among customers; we were s%tq atfirm this through the pilot study carried out at the beginning
of this study. Altho Lring the effect of ‘advert position’, ‘advert duration/length’, and
‘advert timing’ play a role in influencing the advertising exposure levels and repeat

advertisemé ing a broadcast!®

. Furthermore, ‘advertising likeability’ (“ad liking”), is
relat ther methods of measuring advertising effectiveness. Other methods include
‘attention’, ‘recall’, and ‘purchase intention’, ‘attitude toward brand’ and ‘brand loyalty’ could

not clearly demonstrate a link with repeat advertisement'>.

Most adverts placed in Nigeria are not properly channeled towards capturing the interest of the
gate openers who have the stimulating power to create demand and extend the level of awareness

to an higher level within a home and to the society at large, this are the mothers and children,
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they are the ones that create demand of a product and mostly are the consumers of such a product
which in turn relates and extends the testimony of satisfaction of the consumed product to other

family members and friends at large. '

The challenges and gaps in some of the literature range from difficulties of marketing managers
to develop a valid inter-media comparison system within an aggressive increase in advertising
fundamental stage and the classification of exposure vary for different media'®!. Alsofthere are
instance were capturing the attention of the audience to positively affect their re€a attitude
calls for the systematical implementation of humor and threat which most fi il to implement

in adverts. Also, with aggressive increase in advertising on meédh ane devices marketing

managers fail to understand fundamentals in synergy Which®es those devices make no

daé‘wes can generate multiplicative

difference to advertising effectiveness and that format
sequential synergy effects'®?. Despite some of thege Nue study focuses on the gaps about

Brand attitude and its effect on behavioral t&%\in relation to advertising and motivators of

viewers, hearers and readers. &J

Also, this study will investigate @?s of advertising assumption on likeability in other to

verify brand recall'®. The gap this Study intends to also fill are the effect of “pod position’, ‘pod

N

length’, and ‘pod tim
O
QQ

ow they influence Online advertising exposure levels.

79



Endnotes

1. Okoro, N. (1998). The business of advertising. Enugu: ACENA Publishers.

2. Sutherland, M. (2020). Advertising and the mind of the consumer: what works, what doesn’t, and
why. Routledge.

3. Juska, J. M. (2021). Integrated marketing communication: advertising and promotion_in a digital
world. Routledge.

4. Leiss, W., Kline, S., Jhally, S., Botterill, J., & Asquith, K. (2018). Soci@gnication in

advertising. Routledge.

5. Adeola, O., & Olaniyi, E. (2022). Marketing Communications: Embgégi gS%stainability Practices
in a Changing World. In Marketing Communications and B lopment in Emerging
Markets Volume Il (pp. 287-307). Palgrave Macmillan, Cham

6. Bekimbetova, G., Erkinov, S., & Rakhimov, U. (202 i:e of the branding and integrated
marketing communications to consumer perceptior). f, 113-126.

7. Sharma, S., & Singh, R. (2021). Advertising@ and implementation. PHI Learning Pvt. Ltd..

8. Graham Jr, R. C., & Frankenberger, g 000). The contribution of changes in advertising
expenditures to earnings and marﬁ . Journal of Business Research, 50(2), 149-155.

9. Schwartz, V. R. (2020). J@%esmetic: The Glamour of Media in Motion. Yale University
e

Press.
10. Alexandrescu, M Q%ﬂandru, M. (2018). Promotion as a form of Communication of the
Marketing Stra%} d Forces Academy Review, 23(4), 268-274.

11. Keller, 0). Consumer research insights on brands and branding: a JCR curation. Journal
of C research, 46(5), 995-1001.

enberry, K. A. (2020). Social media strategy: Marketing, advertising, and public relations in
> consumer revolution. Rowman & Littlefield Publishers.

13. Ronald, A. F. A Prophet of Modern Advertising: Germany's Karl Knies. Journal of
Advertising, Volume, 27(1) (2018

14. Seggev, E. (1982). Testing persuasion by strategic positioning. Journal of advertising research.

15. Deepak, R. K. A., & Jeyakumar, S. (2019). Marketing management. Educreation Publishing.

80



25.

26.

27.

28.

29.

30.

31.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Muncy, J. A., Eastman, J. K., & lyer, R. (2022). The Journal of Advertising’s First 50
Years. Journal of Advertising, 1-17.

Vincent, E., & Kolade, A. (2019). Persuasive Communication: Semiotic Analysis of “Share-a-
coke” Advertising Campaign. World Journal of Innovative Research (WJIR) ISSN, 2454-8236.

Wiktor, J. W., & Sanak-Kosmowska, K. (2021). Information asymmetry in online advertising.
Routledge.

Dasgupta, S., & Grover, P. (2019). Impact of digital strategies on consumer decision journey:
special. Academy of Marketing Studies Journal, 23(1), 1-14. V\

llyas, G. B., Munir, A. R., Tamsah, H., Mustafa, H., & Yusriadi, Y. (2021). T:&Of Digital

Marketing And Customer Perceived Value Through Customer Satisfactio n Customer
Loyalty. Journal of Legal, Ethical and Regulatory Issues, 24, 1-14. %

Advertising: Perceptions and Evaluations of the Advertisifig try. Connectist: Istanbul
University Journal of Communication Sciences, 2021(61), %

DAGLI, O. (2021). The Role and Importance of Integrate@tmg Communication in

Kamps, I., & Schetter, D. (2018). Performance marl«%& ringer Fachmedien Wiesbaden.
Muhammedrisaevna, T. M., Bakhriddinovna,\A.\\.,Y& Rasulovna, K. N. (2021, March). Use of

digital technologies in marketing. In E—COK e Globe (pp. 281-284).

Zari, T. S. (2021). Digital adve%f;(a;w its impact on Consumer Behaviour. International

Research Journal of Humanitiega erdisciplinary Studies, 2(5), 121-127.

and Shim, S. Online Advertising - Taxonomy and

Gao, J., Sheng, B. ChaﬁgY
v%qn ose State University. (2013).

Engineering Perspect!'

Azhar, S. (2021 mption, capital, and class in digital space: The political economy of pay-
per-click busjges els. Rethinking Marxism, 33(2), 196-216.

Chaff%%Ellis-Chadwick, F. (2019). Digital marketing: strategy, implementation & practice.
Pe@ :

ns, J., Costa, C., Oliveira, T., Gongalves, R., & Branco, F. (2019). How smartphone advertising

influences consumers' purchase intention. Journal of Business Research, 94, 378-387.

Donaldson, D. (2008). Online advertising history. London: Bournemouth Media School.

Kreutzer, R. T. (2019). Toolbox for Marketing and Management: Creative Concepts, Forecasting
Methods, and Analytical Instruments. Springer.

Kreutzer, R. T. (2019). Toolbox for Marketing and Management: Creative Concepts, Forecasting
Methods, and Analytical Instruments. Springer

81



32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

Solomon, M. R., Marshall, G. W., Stuart, E. W., Barnes, B. R., Mitchell, V. W., & Tabrizi, W.
(2019). Marketing: Real people, real decisions. Pearson UK.

Ogilvy, D., & Horgan, P. (1963). Confessions of an advertising man (p. 192). New York: Atheneum.
Kshetri, N., & Voas, J. (2019). Online advertising fraud. Computer, 52(1), 58-61.
Cook, G. (2001). The discourse of advertising. Routledge.

Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engins&\&‘l 0),

321-339. <&
Kim, G., & Moon, 1. (2020). Online banner advertisement sche \@r advertising
effectiveness. Computers & Industrial Engineering, 140, 106226.

Kim, G., & Moon, |. (2020). Online banner advertiserze@b&hling for advertising

effectiveness. Computers & Industrial Engineering, 140, 1062

Hussain, R., Ferdous, A. S., & Mort, G. S. (2018). Imp@anner advertising frequency on

attitude. Asia Pacific Journal of Marketing and Logistics®

Grubor, A, & Dokic, N. (2018). & E-MAIL  MARKETING CAMPAIGNS
EFFECTIVNESS. BUSINESS AND APPLI% OMICS BOOK OF ABSTRACTS, 99.

Sahni, N. S., Wheeler, S. C., & Chi S}q‘ (2018). Personalization in email marketing: The role
of noninformative advertising cont& keting Science, 37(2), 236-258.

Gildin, S. Z. (2022). Und rsw the power of word-of-mouth. RAM. Revista de Administragdo
Mackenzie, 4, 92-106. &

Rahi, S., Ammafa, , & Qazi, T. F. (2021). The impact of advertisement on customer loyalty
with mediatig§y r f word of mouth (WOM). Economic and Social Development: Book of
Proceedin@ -229.

Papdey, MA.,”Sahu, R., & Dash, M. K. (2018). Social media marketing impact on the purchase
jate n of millennials. International Journal of Business Information Systems, 28(2), 147-162.

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer
purchase intention. International Journal of Information Management, 42, 65-77.

Wong, C. H., Tan, G. W. H,, Tan, B. I, & Ooi, K. B. (2015). Mobile advertising: the changing
landscape of the advertising industry. Telematics and Informatics, 32(4), 720-734.

Stocchi, L. (2022). The Role of Mobile Technologies in Digital Marketing and Sales. The SAGE
Handbook of Digital Marketing, 256.

82



48.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

Tong, S., Luo, X., & Xu, B. (2020). Personalized mobile marketing strategies. Journal of the
Academy of Marketing Science, 48(1), 64-78.

49. Tong, S., Luo, X., & Xu, B. (2020). Personalized mobile marketing strategies. Journal of the
Academy of Marketing Science, 48(1), 64-78.

50. Thomas, T., Tuteja, K., & Chowdhury, A. (2021). Advergames Are More Persuasive Among
Different Online Advertisements. In Ergonomics for Improved Productivity (pp. 105-117). Springer,
Singapore.

Hanna, D. M. (2022). Advergaming revolution and its role in enriching the content and impact of
modern contemporary Advertisements. International Design Journal, 12(1), 99-109.
Griwaz, M. G. (2022). Pay2Win: How companies win their customers with multimediawparketing
strategies (Bachelor's thesis, University of Twente). w\
Hanna, D. M. (2022). Advergaming revolution and its role in enriching the contént pact of
modern contemporary Advertisements. International Design Journal, 12(1), 99- O$(/
Griwaz, M. G. (2022). Pay2Win: How companies win their customers wjth
strategies (Bachelor's thesis, University of Twente
Kingsnorth, S. (2022). Digital marketing strategy: an integrated acQ to online marketing.
Kogan Page Publishers.
Lazaroiu, G., Negurita, O., Grecu, Il., Grecu, G., & Mitran,
making process on social commerce platforms: onlin
intentions. Frontiers in Psychology, 11, 890.
Mostafa, R. B., & Kasamani, T. (2020). Brand expgeh and brand loyalty: is it a matter of
emotions? Asia Pacific Journal of Marketing and %{ ;
Anwar, M., & Andrean, D. (2021, January). The Effe Perceived Quality, Brand Image, and Price
Perception on Purchase Decision. In 4th In&gi nal Conference on Sustainable Innovation 2020-
Accounting and Management (ICoSIAM ONpp. 78-82). Atlantis Press.
Loorbach, D., Wittmayer, J., Avelin ﬁw irth, T., & Frantzeskaki, N. (2020). Transformative
innovation and translocal diffusio nmental Innovation and Societal Transitions, 35, 251-260.
Loorbach, D., Wittmayer, J., A€eli 5, von Wirth, T., & Frantzeskaki, N. (2020). Transformative
innovation and translocal diffusio vironmental Innovation and Societal Transitions, 35, 251-260.
Goldberg, M. E., & Gor@ﬂ). Happy and sad TV programs: How they affect reactions to
commercials. Journa/%3 Mer research, 14(3), 387-403.

Goldberg, M. E.,‘% NG. J. (1987). Happy and sad TV programs: How they affect reactions to

dia marketing

20). Consumers’ decision-
erceived risk, and purchase

commercials. Jotna onsumer research, 14(3), 387-403.
McFall, L.

)- at about the old cultural intermediaries? An historical review of advertising
produce | Studies, 16(4), 532-552.

Cronin% . (2004). Regimes of mediation: advertising practitioners as cultural
int diaries?. Consumption Markets & Culture, 7(4), 349-369.

, 1. D., Bratu, S., Georgescu, M., Ghencea, F. L., & Voicu, A. (2011). The importance of
cheativity in advertising, digital technology, and social networking. Economics, Management and
Financial Markets, 6(2), 449.

El-Murad, J., & West, D. C. (2003). Risk and creativity in advertising. Journal of Marketing
Management, 19(5-6), 657-673.

Wertenbroch, K., Schrift, R. Y., Alba, J. W., Barasch, A., Bhattacharjee, A., Giesler, M., ... &
Zwebner, Y. (2020). Autonomy in consumer choice. Marketing Letters, 31(4), 429-439.

Strycharz, J., van Noort, G., Smit, E., & Helberger, N. (2019). Consumer view on personalized
advertising: Overview of self-reported benefits and concerns. Advances in advertising research X,
53-66.

Sutherland, M. (2020). Advertising and the mind of the consumer: what works, what doesn’t, and
why. Routledge.

83



70.

71.

72.

73.

74.

75.

76.
77.

78.
79.

80.

81.

82.

83.

&4.

85.

86.

87.

88.

&9.

90.

91.

92.

Bilro, R. G., Loureiro, S. M. C., & dos Santos, J. F. (2022). Masstige strategies on social media:
The influence on sentiments and attitude toward the brand. International Journal of Consumer
Studies, 46(4), 1113-1126.

Bilro, R. G., Loureiro, S. M. C., & dos Santos, J. F. (2022). Masstige strategies on social media:
The influence on sentiments and attitude toward the brand. International Journal of Consumer
Studies, 46(4), 1113-1126

van Nimwegen, C., & Bergman, K. (2019). Effects on cognition of the burn after reading principle in
ephemeral media applications. Behaviour & Information Technology, 38(10), 1060-1067.

Fullerton, R. A. (1998). A prophet of modern advertising: Germany's Karl Knies. Journal of
Advertising, 27(1), 51-66.

Bamfo, B. A. (2011). ADEVRTISING LIKEABILITY AND ITS EFFECTIVENESS. IndiangJournal of
Economics & Business, 10(1)

Bamfo, B. A. (2011). ADEVRTISING LIKEABILITY AND ITS EFFECTIVENESS.Q/ urnal of

Economics & Business, 10(1).
Lee, J., & Briley, D. A. (2005). Repeat exposure effects of internet advertisin HEC.

Broussard, G. (2000). How advertising frequency can work to b ine advertising
effectiveness. International Journal of Market Research, 42(4), 1-13. &7
Lee, J., & Briley, D. A. (2005). Repeat exposure effects of interne aés{is } Groupe HEC

Jeong, Y., Sanders, M., & Zhao, X. (2011). Bridging the gap i\tlme and space: Examining
the impact of commercial length and frequency on advertj iveness. Journal of Marketing
Communications, 17(4), 263-279.
ABBASZADE, A. (2021). THE ROLE OF REPEJI REQUENCY OF EXPOSURE) IN
ADVERTISING. HOW DOES IT INFLUENCE ER RESPONSES? WHAT KIND OF
FACTORS MODERATE THE EFFECTS OF R ? (Master's thesis, Middle East Technical
University).

Hassan, A., & Barber, S. J. (2021). %ects of repetition frequency on the illusory truth
effect. Cognitive research: principles ifd iplications, 6(1), 1-12.

Ghose, A., Singh, P. V., & Todri, ). Got annoyed? Examining the advertising effectiveness
and annoyance dynamics.

EKI6f, A., Elfqvist, L., & BIohn\fx‘ﬁ 18). Let” s be EVERYWHERE:: Exploring consumer attitudes
towards marketing overexposurenthrough Influencer Marketing.

Tellis, G. J. (1997). % frequency: one exposure or three factors?. Journal of Advertising
Research, 75-80.

Macaryus, S., V\(’ca 0, Y. P., Sudirman, A., & Anafiah, S. (2021). The Power of Language
ve

Ideologies i fs€ments: Critical Reflections. Hong Kong Journal of Social Sciences.

McQuartj Y & Mick, D. G. (1996). Figures of rhetoric in advertising language. Journal of
consu rch, 22(4), 424-438.

Kr R.N2001, June). Using figurative language to increase advertising effectiveness. In Office of

earch military personnel research science workshop. Memphis, TN.
oaia, M. (2009). Linguistic features of the language of advertising. Economy Transdisciplinarity
Cognition, 1, 294-98.
Marinescu, |., & Wolthoff, R. (2020). Opening the black box of the matching function: The power of
words. Journal of Labor Economics, 38(2), 535-568.
Mose, E. G., & Ombati, O. B. (2018). Creative Use of Urban Youth Language in Advertisements: A
Case of Mixing Codes. In African Youth Languages (pp. 147-158). Palgrave Macmillan, Cham.

Johannessen, K. S., Meldere, I., Torvik, J. M., Aas, T. V., Krasnovs, A., Balteiro, B., ... & Kraze, S.
(2010). The language of advertising: Powerful, innovative and environmental?. New perspectives
on sustainability, (2).

Prelipceanu, C. M. (2013). Advertising and language manipulation. Diversité et Identité Culturelle
en Europe, X (2), 247-254.

84



93. Akinbode, O. (2012). A sociolinguistic analysis of advertising language in selected Nigerian mass
media commercials. Research on Humanities and Social Sciences, 2(8), 26-32.

94. Ludwig, S., De Ruyter, K., Friedman, M., Briiggen, E. C., Wetzels, M., & Pfann, G. (2013). More
than words: The influence of affective content and linguistic style matches in online reviews on
conversion rates. Journal of marketing, 77(1), 87-103.

95. Anderson, J. A. (2018). The pragmatics of audience in research and theory. In The audience and its
landscape (pp. 75-94). Routledge.

96. Anderson, J. A. (2018). The pragmatics of audience in research and theory. In The audience and
its landscape (pp. 75-94). Routledge.
97. Anderson, J. A. (2018). The pragmatics of audience in research and theory. In The audience and

its landscape (pp. 75-94). Routledge.
98. Todri, V., Ghose, A., & Singh, P. V. (2020). Trade-offs in online advertisi \&e‘tising
effectiveness and annoyance dynamics across the purchase funnel. Info % ystems
Research, 31(1), 102-125. Q(/

99. Holmes, T. A. (2021). Effects of self-brand congruity and ad duration on ih-stream video
advertising. Journal of Consumer Marketing, 38(4), 374-385.
100. Rahman, M. T., & Pial, T. (2020). Influence of Rational and Emajienal Ap eals on Purchasing
Through Online: The Case on Social Media. International Journal inanci IResearch 11(1), 34-
42.
101. Casais, B., & Pereira, A. C. (2021). The prevalence of | and rational tone in social
advertising appeals. RAUSP Management Journal, 56,
102. Rahman, M. T., & Pial, T. (2020). Influen atlonal and Emotional Appeals on
Purchasing Through Online: The Case on So ia. International Journal of Financial

Research, 11(1), 34-42.

103. He, Q., & Qu, H. (2018). The impact of ad ?% appeals on purchase intention in social media
environment——analysis of intermedia \{t based on brand attitude. Journal of Business
Administration Research, 7(2), 17.

104. Kulkarni, K. K., Kalro, A. D., & Shar D. (2020). The interaction effect of ad appeal and need for

cognition on consumers' o share viral advertisements. Journal of Consumer
Behaviour, 19(4), 327-338. \

105. He, Q. & Qu The impact of advertising appeals on purchase intention in
social media enviro analy3|s of mtermedlary effect based on brand attitude. Journal of

Business Admini Research, 7(2), 1
106. To, R. N,, & Pat?ck, . (2021). How the eyes connect to the heart: The influence of eye gaze
direction on g{vertising effectiveness. Journal of Consumer Research, 48(1), 123-146.

107. Skandalis om, J., & Banister, E. (2019). Experiential marketing and the changing nature of
extraogdi periences in post-postmodern consumer culture. Journal of Business Research, 97,

43-50.

108. @( & Dewitte, S. (2019). The role of emotions in advertising: A call to action. Journal of
%- sing, 48(1), 81-90.
L

109. Larltzy, S., Hamilton, R. W., Chen, Y. J., & Stewart, K. (2021). Online reviews of credence service
providers: what do consumers evaluate, do other consumers believe the reviews, and are
interventions needed?. Journal of Public Policy & Marketing, 40(1), 27-44.

110. Lindquist, K. A., Jackson, J. C., Leshin, J., Satpute, A. B., & Gendron, M. (2022). The cultural
evolution of emotion. Nature Reviews Psychology, 1-13.

111. Ghimire, S. K. (2018). Measurement of Advertisement Effectiveness: A. The Nepalese
Management Review, 267.

112. Mayers-Levy, J. (2019). Gender differences in cortical organization: Social and biochemical
antecedents and advertising consequences. In Attention, attitude, and affect in response to
advertising (pp. 107-121). Psychology Press.

85



113. Zzafar, A. U,, Shen, J., Shahzad, M., & Islam, T. (2021). Relation of impulsive urges and sustainable
purchase decisions in the personalized environment of social media. Sustainable Production and
Consumption, 25, 591-603.

114. Hendriks, H., & Janssen, L. (2018). Frightfully funny: Combining threat and humour in health
messages for men and women. Psychology & Health, 33(5), 594-613.

115. Eisend, M. (2018). Explaining the use and effects of humour in advertising: an evolutionary
perspective. International Journal of Advertising, 37(4), 526-547.

116. Brennan, L., Parker, L., Nguyen, D., & Pochun, T. (2020). Positive emotions in social marketing and
social advertising using humour. In Social Marketing and Advertising in the Age of Social Media (pp.
102-119). Edward Elgar Publishing.

117. Poels, K., & Dewitte, S. (2019). The role of emotions in advertising: A call to action.qJournal of
Advertlsmg, 48(1), 81-90. %\

118. Eisend, M. (2018). Explaining the use and effects of humour i n
evolutionary perspective. International Journal of Advertising, 37(4), 526-547.
119. Wang, J., Liu-Lastres, B., Ritchie, B. W., & Mills, D. J. (2019). Travellers' § ctlons against

g: an

health risks: An application of the full Protection Motivation Theory. Annals ism Research, 78,
102743.

120. Linkiewicz, A., & Bartosik-Purgat, M. (2022). Changes in consu &éﬁm}our in the digital age.
In European Consumers in the Digital Era (pp. 9-26). Routledg "\

121. Chernyshev, M., Zeadally, S., Baig, Z., & Woodward, A. rnet of things forensics: The
need, process models, and open issues. ITprofeSSIOna/ 4 49,

122. Mothersbaugh, D. L., Hawkins, D. I., Kleiser, S. B\ ersbaugh, L. L., & Watson, C. F.
(2020). Consumer behavior: Building marketm . New York, NY, USA: McGraw-Hill
Education.

123. Trudel, R. (2019). Sustainable consumer be&%Consumerpsychology review, 2(1), 85-96.

124. Raji, R. A, Rashid, S., & Ishak, S. (201 C ediating effect of brand image on the relationships

e
between social media advertisin nt sales promotion content and behaviuoral
intention. Journal of Research in Int%e Marketing

125. Hussain, S., Melewar, T. C., Pri C. V., Foroudi, P., & Dennis, C. (2020). Examining the
effects of celebrity trust on adyeMisipg credibility, brand credibility and corporate credibility. Journal
7M

of Business Research, 109, 4 .
126. Champlin, S., Sterbe Windels, K., & Poteet, M. (2019). How brand-cause fit shapes real
world advertlsmg es a qualitative exploration of ‘femvertising’. International journal of

advertising, 38(8 &ﬁé 263.

127. Casteran, G hou, P., & Meyer-Waarden, L. (2019). Brand loyalty evolution and the impact
of catego terlst|cs Marketing Letters, 30(1), 57-73.

128. Ques . A. (2020). Social media strategy: Marketing, advertising, and public relations in the

revolution. Rowman & Littlefield Publishers.

F. A. (2018). The role of store image, perceived quality, trust and perceived value in

jicting consumers’ purchase intentions towards organic private label food. Journal of Retailing

Consumer Services, 43, 304-310.

130. Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived value in
predicting consumers’ purchase intentions towards organic private label food. Journal of Retailing
and Consumer Services, 43, 304-310.

131. Sutherland, M. (2020). Advertising and the mind of the consumer: what works, what doesn’t, and
why. Routledge.

132. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10),
321-339.

129.

and

86



133. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10),
321-339.

134. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10),
321-3309.

135. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10),
321-3309.

136. Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma (2018). A
Critical Review of Digital Marketing. International Journal of Management, IT & Engineering, 8(10),
321-3309. %

137. Salehan, M., Kim, D. J., & Lee, J. N. (2018). Are there any relationships betwee gy and
cultural values? A country-level trend study of the association between inform ommunication
technology and cultural values. Information & Management, 55(6), 725-745. %

138. Salehan, M., Kim, D. J., & Lee, J. N. (2018). Are there any relationships%
cultural values? A country-level trend study of the association betwegn\infor
technology and cultural values. Information & Management, 55(6), 7&5 A\

139. Salehan, M., Kim, D. J., & Lee, J. N. (2018). Are there any reldtionships between technology and
cultural values? A country-level trend study of the associati twekn information communication
technology and cultural values. Information & Managemen 25-745.

140. Azam, J. A. N., Shakirullah, S., Sadaf, N. A. Z., Owai \%A. N., & Khan, A. Q. (2020). Marshal
McLuhan’s technological determinism theory in the % social media. Theoretical and Practical

Research in the Economic Fields, 11(2), 133-137.

technology and
tion communication

141. Ferris, A. L., Hollenbaugh, E. E., & SommgiR. A.(2021). Applying the uses and gratifications
model to examine consequences of i dia addiction. Social Media+ Society, 7(2),
20563051211019003. <

Communications, 14(1), 54-68.

143. Kusuma, A., Purbantina, A. 5.‘%3/%%, C. R. A., & Tutiasri, R. P. (2020). Is Online Media More

142. Sama, R. (2019). Impact of medi ments on consumer behaviour. Journal of Creative

Popular Than Traditional ia¥ To Advertise a Brand in the Digital Age?. Jurnal Ilimu
Komunikasi, 3(1), 16-

e
., & Mishra, K. (2013). Does Emotional Appeal Work in Advertising? The
motional Appeal to Create Favorable Brand Attitude. /UP Journal of

144.

145. C Too Much? The Collective Impact of Repetition and Position In Multi-
c its Broadcast
146. uclt Is Too Much? The Collective Impact of Repetition and Position In Multi-

147. Varan, D., Murphy, J., Hofacker, C. F., Robinson, J. A., Potter, R. F., & Bellman, S. (2013). What
works best when combining television sets, PCs, tablets, or mobile phones?: how synergies across
devices result from cross-device effects and cross-format synergies. Journal of Advertising
Research, 53(2), 212-220.

148. Mosavi, S. A., & Kenarehfard, M. (2013). The impact of value creation practices on brand trust and
loyalty in a Samsung galaxy online brand community in Iran. International Journal of Mobile
Marketing, 8(2), 75-84.

149. Mosavi, S. A., & Kenarehfard, M. (2013). The impact of value creation practices on brand
trust and loyalty in a Samsung galaxy online brand community in Iran. International Journal of
Mobile Marketing, 8(2), 75-84.

87



150.

151.

152.

153.

154.

155.

156.

157.

158.

159.

160.

161.

162.

163.

Busljeta Banks, I., & De Pelsmacker, P. (2014). Involvement, tolerance for ambiguity, and type of
service moderate the effectiveness of probability marker usage in service advertising. Journal of
Advertising, 43(2), 196-209.

Wood, O. (2012). How emotional tugs trump rational pushes: The time has come to abandon a 100-
year-old advertising model. Journal of advertising research, 52(1), 31-39.

Yeun Chun, K., Hee Song, J., Hollenbeck, C. R., & Lee, J. H. (2014). Are contextual
advertisements effective? The moderating role of complexity in banner advertising. International
Journal of Advertising, 33(2), 351-371.

Shao, Y., Desmarais, F., & Kay Weaver, C. (2014). Chinese advertising practitioners’
conceptualisation of gender representation. International Journal of Advertising, 33(2), 329-350.
UDOCHI, U. V. (2013). Influence of Television Advertising on Consumer Buying Habits qf Guinness
Stout in Ikeja Community of Lagos State (Doctoral dissertation, B. Sc Thesis Depar Q&‘Mass
Communication, Faculty Of Management And Social Sciences, Caritas Univer: '@oji—Nike,
Enugu).

Dens, N., De Pelsmacker, P., Goos, P., Aleksandrovs, L., & Martens, D. ( W consumers’
media usage creates synergy in advertising campaigns. Internatio rnal of Market

Research, 60(3), 268-287. *
Dens, N., De Pelsmacker, P., Goos, P., Aleksandrovs, L., & Ma : 2018). How consumers’
media usage creates synergy in advertising campaigns. {nf jional Journal of Market

Research, 60(3), 268-287.
Dens, N., De Pelsmacker, P., Goos, P., Aleksandrovs, @} ens, D. (2018). How consumers’

media usage creates synergy in advertising ca ." International Journal of Market
Research, 60(3), 268-287.

Sutherland, M. (2020). Advertising and the mi d\@ onsumer: what works, what doesn’t, and
why. Routledge. &

Sutherland, M. (2020). Advertising and d Of the consumer: what works, what doesn’t, and
why. Routledge.
/

OLUWASAYOMI, A. E. (2018). VE ADAPTATION OF NATIONAL ISSUES IN
ADVERTISING MESSAGES: OF “I GO BLOW WHISTLE’ON MTN GOODY BAG
ADVERTISEMENT (Doctoral N\gisSertation, DEPARTMENT OF MASS COMMUNICATION,
FACULTY OF ARTS, UNIYERS|T)*OF BENIN).

OLUWASAYOMI, A.~E\(2018). CREATIVE ADAPTATION OF NATIONAL ISSUES IN
ADVERTISING -:\’- : A STUDY OF “I GO BLOW WHISTLE’"ON MTN GOODY BAG
ADVERTISEMENT ctoral dissertation, DEPARTMENT OF MASS COMMUNICATION,
FACULTY OEpARY IVERSITY OF BENIN).

Nayeem, Migshed, F., & Dwivedi, A. (2019). Brand experience and brand attitude: examining a
credibility %» mechanism. Marketing Intelligence & Planning.

Nayee :
cry—ased mechanism. Marketing Intelligence & Planning.

88



Chapter Three

Methodology

This chapter outlines and lists the methods and concepts used to carry out the su% This

tool descriptions, survey tool validation, data collection procedures, data_a methods, and

chapter describes survey design, survey population, sample size and sampling t;@, survey

ethical considerations. 4\\ \

3.1  Research Design <&

Research design spells out the required data and the pro% collection. It also lay out how the
e)can

research questions were answered. A Research @

exploration, prediction and evaluation'. To N’S\p another way, research design can be

be for description, explanation,

described as a framework that is used l%earchers to collect and analyze data®. The study
adopted the Mix Research desig\a/ de use of both the qualitative and quantitative research
methods. The study there *{de use of the quantitative online shoppers’ questionnaire
instruments for collea from customers of e-commerce products and the qualitative key
informant guid@\he four marketing managers representing online marketers.

3.2 ]@%n
‘Pop@n’ of research study can be described as the sum total of individuals in a particular
environment or within a particular group from which a researcher selects a sample for the
purpose of his study. *

Residents of Lagos were used for this study. The online shoppers’ questionnaire was
administered to the target using SurveyMonkey (now known as Momentive). The choice of

Lagos state was due to the fact that it is the financial capital of Nigeria. Also, the state is believed
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to be the most populous in Nigeria, although it was ranked second in the last official headcount.
The state has 20 local government areas and according to the 2006 official census, its population
figure was Nine million, one hundred and thirteen thousand, six hundred and five people
(9,113,605).* 1t is interesting to note however, that World Population Review estimate for 2021

puts the state population at 14,862,111.14.

Table 3.1.: 2006 Lagos population distribution by Age

(8\\%

S/N Age Bracket 2006 Population Figure
1 0-9 years 2,109,862 \%
2 10-19 years 1,708,267 %
3 20-29 years 2,212,811 ,(‘\\
4 30-39 years 1,490,124 ¢\ N
5 40-49 years 836,473
6 51-59 years 424,997
7 60-69 years 194,607
8 70-79 years 80,593
9 80 + years 55,871
Total N.9)113,605

Source: NPC Data ( \\

Of interest to this research work e@duals who were within the range of 20 to 69 years.

This translated to Five mill@&undred and fifty-nine and twelve (5,159,012) people, both

male and female. How@of particular interest to this research were individuals who shop

online and did s le nce in the last 3 months.

The number ernet subscribers in Lagos State dropped from 19 million as of Q3 2020 to 18.9
mill end of Q4 2020 °. This figure should be taken within the context that many people

subscribed to different Internet Service Providers (ISP) simultaneously.

This research’s sample size was drawn from the population of 2.51m active online shoppers who

were based in Lagos °.

33 Sample Size and Sampling Technique
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The sample size in this study was highly dependent on how close the sample population was to
the quality and characteristics of the general population. To obtain the sample size for the study

YaroYamane is applied.

Applying the Yaro Yamane Formula:n = We can now obtain the sample sizes for the

N
1+N(R)2"

study.

The computation for this is expressed below. %\V\
N \<<§
n=————
1+NR)2 %

Where:

N= Study population (2,510,000), &(/
R= 0.05; §

n= sample size \

n=99, 99 Q
However, to make the comp\é/%y: easy, the sample size was approximated to 100.

Furthermore, 30% of th® Sample size is added to increase response rate caused by

incomplete questionn%} n-returned questionnaires and other issues that might bring about

setbacks or %Q
The ad of 30% of 100 brings the total sample size to 130. Taking cognizance of year-on-

year@lation increase of 2.5%, this translates to 40. To get our sample size, we multiply 2.5

by 100. This means our target is to achieve response from 250 people via the online channel.
34 Description of Research Instruments

The study utilized a structured questionnaire and a Key Personality Interview guide to gather

primary data from online shoppers and 4 marketing managers. The questionnaire was used
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because it was the most reliable tool for data collection in socio-economic research.
Questionnaire for this study was divided into two major sections: the socio demographic section

and the online advertising and consumer decision making process section.

3.5 Validation of Research Instrument

Face value test was carried out by the supervisor in order to test the validity of the research

instruments. This was done to make sure that the research instruments actually@ the

objectives of the study in both the online shoppers’ questionnaire and tl@v

interview administered on the four on-line marketing managers of E—c&n%\roducts.
3.6 Reliability of the Research Instrument \\ \

A pretest of the key personality interview guide was cak&%ﬁn 2 marketing managers of
tab

online products in Lagos metropolis in order to test t lity of the research instruments to

ersonality

actually measure and report on the variables a&gler version of the respondents.
3.7 Data Collection Procedure (\

Pieces of the Shoppers’ Quest{o were distributed to the identified targets using
Surveymonkey in order to a:&ve\c{ﬁciency of spread. Also, key personalities interviews were
e

conducted with select c@cting managers of four E-commerce shops.

3.8 @Qd of Data Analysis

The datﬁﬂ% was analyzed according to statistical principles and presented in a simple

perc and frequency distribution table
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Chapter Four

Result and Discussion

This chapter discusses the data collected for the study and discussion of the fv{é&;\g: he

research instruments used were 250 pieces of the online shoppers’ questi and the Key

Personality Interview guide administered on managers of four m@% anagers of e-
t

commerce products. The results and discussion of ﬁndin@

demographic characteristics of the respondents, research estions. A total of 237 pieces

ed based on

of the ‘Online Shoppers’ Questionnaire’ were retmi om the SurveyMonkey. The result

and discussion are as stated below: ’\&
4.1. Demographic Characteristic%&}ndents

Figure 4.1: Distribution of @}nts by sex

<\

Sex Q\\ * No of Sample % of Sample Cumulative %
Q
\ 103 43 43
134 57 100
237 100

Source: Field Survey, 2022

The data from the above table shows that out of the total 237 respondents’ i.e. online

shoppers, 103 (43 %) were males while the rest 134 (54%) were females.
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Figure 4.2.: Distribution of respondents by age

Age No of sample % of sample Cumulative %

20-30 81 34 34 ((/ A°
31-40 87 37 7%\%

41-50 39 16

51-60 22 09 &V
60-69 08 %%\ 100

Total 237

Source: Field Survey, 2022\\9
The data on the table ab \(yvs‘ that out of the total 237 respondents that are online shoppers,

81 (34%) are within the age’bracket of 20-30 while another 87 (37%) were between the ages of

31-40 yearsr 9 (16%) were between the age bracket of 41 year to 50, 22 (09%)
wore

respond

and &ars.

between 51 and 60 years while the rest 8 (03%) were between the ages of 60
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4.3.: Distribution of respondents by marital status

Marital Status No of sample % of sample Cumulative %

PAN
Married 109 46 46 >
Single 112 47 @b
Widowed 09 04 ’\& \97

Divorced 07 03 QV

N

Source: Field Survey, 2022 Q\)

The data from the above data sh@ 09 (46%) respondents were married, 112 (47%) were

still single, 09 (04%) werq wed while the rest 07 (03%) were divorced.
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4.4.: Distribution of respondents by level of education

Educational attainment No of sample % of sample Cumulative %

,%\2
Primary school 00 00 0

Secondary school 10 4.2

Technical school 13 5.0 (\
Polytechnic education 62 &&/: 35.2

University education 137 @ 58 93.2
Postgraduate education 1 (Q 6.3 100

Total ((@ 100

S\
Source: Field Surve%: @

9.2

The data from ble above shows that none of the respondents was a primary school holder,
10 (4.2%) ents were secondary school certificate holders, 13 (5%) respondents were
tech ool certificate holders while another 62 (26%) were polytechnic school certificate

holders. 137 (58%) respondents were holders of various university certificate holders while the

rest 15 (6.3%) respondents were holders of postgraduate certificate holders.
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4.5.: Distribution of respondents by occupation

Occupation No of sample % of sample Cumulative %V\

Civil service 57 24 \\2\()\’
Professionals 45 19 ’@

Businessmen/women 62 26 @ 69
Artisans 32 ®
N

Traders 41

Total 237 ( \\ 100

Source: Field Surv@

The table a@ that 57 (24%) respondents were civil servants, 45 (19%) of the
wore

respond@

or bustnggswomen. 32 (13.5%) respondents were artisans while the rest 41 (17.2%) were traders.

professionals such as doctors, lawyers etc, 62 (26%) were either businessmen
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1. Research Question 1: Are the online shoppers aware of the advertisement of e-

commerce products?

Table 4.6.: Distribution of Respondents by Being Online Shoppers

Are you an online shopper No of sample

% of sample

Cumulative %

Yes 237 100 100 ®
No 00 00 g\b
Total 237

Source: Field Survey, 2022 (2/%)

The table above reveals that all the respondents numbegi (100%) reached by the researcher

through the SurveyMonkey were all online sh@ were exposed to online advertising as a

means to customer purchase decision maki%\}
Table 4.7.: Distribution by Possi@urchase of an Online Product

N\

Possibility of Purchase \NMF Sample % of Sample Cumulative %
&
Through my friends&) 15 06 06
158 66 72

Online advert S
Billbo@ 12 05 77

Electrofiic adverts 49 20.6 97.6
Newspapers 02 01 98
Radio and T.V. 01 0.4 100
Total 237 100

Source: Field Study 2022
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The data in the table presented above shows that 15 (06%) of the total respondents first came in
contact with online products through friends, a total of 158 (66%) respondents got to know the
possibility of purchasing online products through online advertisements, 12 (5%) respondents
were intimated of the possibility of online purchase by coming in contact through billboards
while 49 (20.6%) respondents was exposed through electronic adverts. 02 (1%) respondents were
aware of the possibility of online purchase through the print medium of newspapers while the 01

(0.4%) got first information through the broadcast media. ®

Table 4.8.: Distribution of Respondents by known Delivery of O&%\Emducts

RN
)

Delivery of

Online products No of Sample % of S@ Cumulative %
OO
00

Yes 237 100

N
00 ®&/ 00 100
Total é&/ 100

-\
Source: Field Survey, 2027\ "\ *

No

The data reporte%t};;e above shows that all the respondents totaling 237 (100%) had at

one time or % een able to take delivery of ordered products from manufacturers. None
had bee@ie access to ordered products.
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Research Question 2: What influence does online product advertisements have on consumer

purchase decision?

Table 4.9: Distribution by Impetus for Online Advertisement for Specific E-Commerce

Products

Impetus for online advert.

For specific E-Commerce %\2

Products No of Sample % of Sample § e %

Personal need 120 50.6 ’\\ \\50.6

Friend’s satisfaction 25 10.%
The brand 42 %@(’ 79.1

Utility value

50
Total 237 ( \’\ 100

Source: Field Survey, 2022 (8\\/

The above table shows tha k@é%) respondents have the impetus for checking online

i

expressed frie ws action, 42 (18%) respondents were propelled by likeness for the various

advertisements of e- products gingered by personal needs, 25 (10.5%) respondents by

brands whi %) were by utility value.

NS
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Table 4.10.: Distribution by Specific Efforts to Access online advertisements of E-

Commerce

Products

Efforts No of Sample % of Sample Cumulative %

Personal consumer

search of brands 67 28 28 ((/
Personal consumer %\b

search of specific l\& \

brand 98 41 ((/
Through §

recommendation ’\*
by friends 61 Q\) 26 95

On impulse when \<§3
online advertisement \ ®

is sighted \( ,: 11 4.6 100
Total @ 237 100
(N

SOQ\Eﬂld Survey, 2022

Data from the above table shows that 67 (28%) respondents personal made consumer search of
specific brands, 98 (41%) made personal consumer search of specific brand, 61 (26%) made
personal consumer search after personal recommendation by friends while the rest 11 (4.6%)

made personal consumer search on impulse when online advertisements were sighted.
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Table 4.11.: Distribution by Evaluation of Online Advertisement

Evaluation No of Sample % of Sample Cumulative %
Promise of
a specific product 100 42 42

I compare promises

of different brands 82 34 ((/
Availability, access, %\b

’\& N 100
Total: 237 1 (_}
- &

prices, target market 55 23

Source: Field Survey, 2022. @

Table 4.11. Above the distribution of respon‘%\by the evaluation of online advertisements.
Responding 100 (42%) respondents eV, a{@p line advertisements on the promise of specific
products, 82 (34%) evaluated promfis ifferent brands while the rest 55 (23%) evaluated the
availability, accessibility, pﬁ'{%‘ﬂget market of online advertisements.
Q (Y

S
N

\:
©
Q
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Research question 3: How effective is online advertisement on consumer purchase decision?

Table 4.12.: Distribution by Factors essential to Purchase Decision Making

Factors to Purchase

Decision making No of Sample % of Sample Cumulative %

My personal needs

addressed by the ®
Advertisement. 189 80 @

Influence of friends Q \

my friends on the @
product 26 %%\ 91

popular views on

particular product 22 09 100

Total s@@ 100

\ ®
Source: Field Survey, 2 N

From the data ab e,gdsﬁeen through factors essential for purchase decision making on online

advertisem 189 (80%) considered that the personal needs of the consumers addressed by

the ad ents was an essential factor, 26 (11%) respondents considered the influence of
gessential factor while the rest 22 (09%) made the popular views expressed on

friend

particular product, the essential factor for purchase decision making.
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Table 4.13.: Distribution by Important Point of Purchase

Important Points

of Purchase No of Sample % of Sample Cumulative %

Quality of information

of the online advertising 165 69.5 @.5
Creative and persuasive %\b

online advertisement 57 24@ \ 93.5

Evaluation of different @
brands of online products 07 § 03 96.5

Platforms of online Advert. 08 3.3 100

Total 2% 100
P4 B\\

Source: Field Survey, 2022. \\§/

From the table above, %spo;ldents representing (69.5%) considered quality of information
displayed on onl e(edyertisements as important in making purchase decision, 57 (24%)
respondent d the creative and persuasive online advertisements, 07 (03%) respondents
consi e evaluation of different brands of online products as an important factor for
making™ consumer to reach purchase decision making while the rest 08 or (3.3%) of the
respondents considered platforms of online advertisements as important to purchase decision

making.
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Table 4.14.: Distribution by Purchase through online Advertising

Purchase through

online advertising No of Sample % of Sample Cumulative %

Yes 217 91.5 91.5

No 20 8.4 100

Total 237 100 <§\
‘\( N

\V

%d\:—commerce

Source: Field Survey, 2022.

The data presentation above shows that 217 (91.5%) respondents

products through online advertisements while the rest 20 (8.4%0)\di

Research Question 4: What are the determining fac@ e repeat purchase of e-commerce

products? ’@

Table 4.15.: Distribution by Repeat Purchasé\Decision

I stopped to buy No of {a(ﬁ?lé’ % of Sample Cumulative %
\ \

y i
Yes Q\\\1.5' 06 06
No ( Q 222 94 100
\ 237 100

Total @
7~

Sour '\Qi()i Survey, 2022.

The data presented in table 14.15 above shows that only 15 (06%) respondents did not buy the
products again while the rest 222 (94%) respondent made repeat purchase of previous used

products.
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Table 4.16.: Distribution by Reasons for Repeat Purchase of Used Products

Reasons for repeat

Purchase decision No of Sample % of Sample Cumulative %
Fulfilled advert promise 155 65 65
Prompt delivery of ordered <§\
products 50 21 %\b 86
Popularity of the product 08 03 Q \ 89
Undecided 24 @_) 100

Total

237 §100

Source: Field Survey, 2022

The data above shows 155 (65%) re%

failure of the purchased product @‘ll the promise made in the online advertisements, 50

(21%) respondents bough E\‘kpro ucts again because it was delivered promptly, 08 (03%)

respondents bought

(10%) were @
QQ

ause of the growing popularity of the products while the rest 24
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Research Question 5: What are the challenges of availability and access to online advertising

and consumer purchase decision making?

Table 4.17.: Distribution by Availability Accessibility of Online Advertisements for E-

Commerce Products

Availability and accessibility

of online advertisements for %\V\
all e-commerce products No of Sample % of Saml@

Cumulative % &
A\'\

Yes 132 55.6

NS
No *((/ 44.3 100
Total 237 §

Source: Field Survey, 2022. ( \\

The data presented in Table 4.17%&@& 132 (55.6%) respondents were of the opinion that

online advertisements wer v%s/available and accessible to customers while the rest 105

e
(44.3%) customers beli@at online advertisements were not always available and accessible.

O
QQ

Table 4.18.: Respondents by Challenges of Accessing of Online Advertising on E-

Commerce Products
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Challenges of availability

of online advertisements No of Sample % of Sample

Cumulative %

None availability of

of internet access 48 20 VZO\

Cost of internet accessibility 56 23.6

None availability of online $\
| A
Advertisements 22 6’9\ 52.6

No challenges 111 &(/
Total 237 %%\0

N
Source: Field Survey, 2022 (\’\

The data above shows that 48 (20%®dents opined that none availability of internet access

was a major challenge to availabikit/ f online advertisements, 56 (23.6%) proposed that cost of

internet accessibility %ha‘lllenge, 22 (09%) believed that none availability of online
(&

advertisements wgas ive challenge while 111 (47%) respondents stated that there was no

challenge. @
QQ

4.2. Results of Key Personality Interview

109



To further support to support findings from the quantitative online shoppers’ questionnaire, the
researcher presented responses from the Key Personality Interview (KPI) in boxes from Box 1

to Box 7.

Box 1.: Are the online-shoppers aware of online advertisements of e-commerce products?

All the Key Personality Interviewees representing the top four e-commerce (Mrs. Olajumoke

Kujero of Jumia, Mr Ajibola Olaiwola of Konga, Ms Fifemayo Ayesimoju forQ&POLX

and Mr. Mobolaji Raji of PayPorte) all agreed that the online shoppers w of on-line

advertisement of e-commerce products. This assertion was suppoﬂ@intewiewers who
concluded: :\\ \

1. That online shoppers are monitored and reached throu %priate social media platforms
like Facebook, Twitter, Instagram and so on. It is @mor‘[ant to note that interviewer who
s, billboards etc. were used to inform online

are marketing managers mentioned the fx%ta%raditional media and other modes of
piac

advertising to include road side electroni‘

shoppers of e-commerce. @
2. All the Key Person@&iewees noticed increased participation in e-commerce
e

products’ sales after line advertisement in the last three years.

September, 2602&5’

Boxg)o you have any means of ascertaining customers’ awareness of e-commerce

awareness?

To the marketing manager of Jumia every advertising campaign needs monitoring in order to

judge

Performance and bring in creativity so as to meet the advertising objectives. The marketing
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manager of PayPorte also stated that awareness monitoring of online shoppers is important for
following up on responses, purchases and delivery. Others also reported that online shopping is
continuous and that online awareness and participation was done through standardized

marketing information system.

September, 2022.

{

Q\y

Box 3.: What influence does online product advertisement have on <<& purchase

decision? \
\
Q
The influence of online product advertisement on consu @ase decision was generally
adjudged as positive as more enquiries were made an roducts were bought online.

As attested to by the Marketing Manager of g&rchase of e-commerce products doubled

between 2019 and 2021 while others e)@ restrain but acknowledged to have sold more

products. @
September, 2022 \<§/

S

Box 4.: Wha e determining factors to ensure online purchase of your products?

For a %ﬁ marketing managers, advertisement is essentially creative, research oriented,

qual ssured and cannot be done by intuition. For purchase decision making, emphasis was
laid on customers’ needs recognition as the major reason for manufacturing a product.
Creating awareness and other kinds of promotion were agreed to be sequential. The ability for
the advertiser to deliver on the product’s promise was also agreed by the interviewees’ power

to the measurement of the utility value and repeat purchase quests of satisfied customers.
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September, 2022

Box 5.: Do you normally envisage online advertisements from competitors?

All the marketing managers submitted that competition for online advertisement is real and

existing especially when talking about manufacturers of products of same ml@@,\the

advantages of the internet in terms of speed, interaction, immediate fee% ilability,

access and space are too much to ignore for all. It was recog@ admitted that

competition was strong and ongoing. Also that it is normal ﬁ{lp I}IGS to watch other

companies in order to perform better and gain competitiw&l :

September, 2022 \ \')%\
S

Table 6. Are your online advertisen% for e-commerce products readily available?

FA

available to and for 0@ oppers to hasten transaction and purchase.

September, 20 &J
QO

\}
Expectedly, the interviewegs a ﬂ’eed that the companies’ online advertisements are readily
%’

W
Tal& Is there any challenge to access and availability of online advertisements to

consumers?

All the interviewees agreed that while they produced creative messages as promotion for sales

on

regular basis, access can be denied by outside factors that may include internet access from
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providers, like MTN, GLO etc, the cost of being online notably by the consumers and of

course general constraint of a nationwide electricity supply.

September, 2022

4.3. Discussion of Findings

The findings from the above analyses were done using data from online shoppe ’%ﬂ@onnaire
and responses from the Key Personality Interview guide. The resear K(and from the
analyses that online shoppers were aware online advertisements of rge ce products before
purchase. Being aware of online advertisement of before p &%1 an important factor in
consumer purchase decision making as it basically indx&& generation, recognition, and
evaluation and possibly buying decision. On the pa %c\manufacturers and as confirmed by
a scholar, the most valuable product needs p %\at can trigger awareness, interest, desire

and finally action to buy or ignore. This s@hat without aware, a product is not exposed and

buyable. All the marketing man%zi@—commerce products engaged in the Key Personality
Interview agreed to this. Q/

‘ e
The findings from rch showed that online products’ advertisement had the desired
me

effect on the c purchase decision in terms of making more inquiries about particular
products/b@ the point of making purchase of such brands. This finding as presented by
the sonality Interviewers and as supported by the submission of some scholars is
positive and expected especially with budgets spent on bringing the AIDA model of advertising

to bear on promotion of online products.

From the findings, it was apparent that online advertisements were not only influential but also
effective on online shoppers as there were not only access to make inquiries and buy products

but also boosting of corporate image, ability to virtually see, recognize needs and to make
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purchase on the go. The effectiveness of the online advertisements was also reflected on the
repeat purchase situation as reflected in the response of the majority numbering 97% of the

respondents.

The determining factor for repeat purchase decision was also examined. Respondents
numbering 155 or 65% of the respondents based repeat purchase decision on the fulfillment of

the advertising promise. This is based on the major assumption that the most vital fext for an

advertisement is passing the promise test which is mainly the reason for f@gnition,
brands’ evaluation and product satisfaction. %\

Finally, the results as monitored above succumbed to challenges Q e8s and availability of

online advertising. The respondents to the e-commerce shestionnaire numbering 48
(20%) mentioned none availability of internet access a@ ge to online advertising, another

56 (23.6%) opined that the %

Cost of Internet accessibility was high @9%) complained about none availability of

online Q
Advertisements while 111 (47%}3&1/'2; to point at any form of challenges. The interviewees

found no challenges fro< %v%rtisers’ side but recognized that Internet providers like MTN,

GLO and others r&gav
off or delay @) nline advertisements.

NS

ability problems while the cost of access to the internet may also cut

Chapter Five

5.0. Summary of Findings
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This chapter presents the summary of the study, conclusion and recommendation based on the
findings from the study. The chapter also states contribution to knowledge and areas of further

studies.
5.1. Summary of Findings
The summary of findings is as follow:

1. Findings from chapter one of this research mainly on level of awareness o erce
products on online advertisements reported that all the respondents were@ re of the
existence of online advertisements for shoppers of e-commerce produ ts%ness was raised
in 6% of the respondents through friends, 66% by online adverti ﬁéﬁ% through billboards,
20.6% by electronic advertisements and so on. All the inten(z/ ttested to have at one time

or the other bought products on the Internet. ®

2. The influence of the online advertisement\on“etistomer purchase decision was mainly
captured by the majority of the key per% interviewees when it was concluded that the
customers made more inquiries an@t more products. All the respondents interviewed on
the phenomenon basically p(}é/eﬁ/mstances of awareness, more sensibility and general
readiness for positive %\b‘ehavior as influence of online advertisements on customer
buying decision a@
commerce @nitia‘[ed a lot of activities. 69% of respondents admitted that the availability

of the @e dvertising has made it possible to combine personal consumer search for both

gen&nd specific brands.

3. Online advertisement was also successful in making 83% of respondents to buy and also to

fluence of the availability of online products on consumers of e-

repeat the purchase of products. This was justified against the possibility of reading and
watching messages that made customer to identify needs, evaluate brands and pointing at

specific products with the right promises to customer satisfactions.
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To the 94.5% of respondents, the effectiveness of the presentation of online advertising to
customers resulted in actual purchase of e-commerce products and repurchase of e-commerce
products. The four marketing managers of the e-commerce shops all confirmed that online

shoppers were searching and buying products.

4. The findings also recall the fact that there were repeat purchases to show that online products

were available, real and promise fulfilling. \V\
5. It is also confirmed that that there were challenges to availability an(@@t to online

products. Such challenges and access problems include inadequate signa\@on from mobile

networks, consumers’ access to data and energy problem in Niger'\SQe\(eloping country.

5.2 Conclusion (&3
From the findings of the study, it can be concluded @
duct.

1. Promotion is crucial in the quest to selling QX\ The AIDA hierarchy of effect may lose
value without promotion as product must &s\ﬁsn, felt and appreciated before being purchased.
The AIDA is a hierarchy of effectyi otion where an advertising message for instance can
first generate awareness, en 'stﬁgst, desire and gain interest. In order to generate a set
perceived re-actions %rget. market, the findings revealed that online advertisement is
important to co \gegpurchase decision especially when such advertising messages are

measured t @ all the tenets for influencing the consumers to be able to identify needs,

evalu ducts, recognize and be able to relate with the promise of the products.

2. Online advertisement helped the consumer purchase decision process as there were efforts
being directed at profiling products brands generally and specifically before actual purchase. The
personal efforts by consumers were actions needed to establish multiple interactions with

manufacturers that may even lead to further offers.
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3. Apart from the influence of online advertisements on the purchase decision making process,
the researcher concluded that consumers finally gained action to buy and even made repeat
purchase. It was apparent from here that online marketing was real business in Nigeria and the

utility values of products were good enough.

4. Finally, there were challenges in terms of availability and access to online advertising and
product purchase in Nigeria. The research concluded that internet service providers a%glergy

services outlets or companies were great challenges to availability and @ online

advertising. %\

5.3. Recommendations l\ \

Based on research findings from this thesis, the following re% atlons are made:

1. The researcher recommends that the Internet as z@ social resource should be exploited
in marketing of products to those physica hat the manufacturers may not have

representatives. The resource (internet) (15\\\/ ilable and can be accessible to both the

manufacturers and customers who m@rs and accept offers at different times online.

2. It is important that the Inte 1s logically exploited for the best marketing effect. The
e
researcher, based on th ngs from this study recommends that marketers and manufacturers

should reach an eegwpt on online unique product positioning strategy and promotion that will

expose and roducts to the deliverance of the AIDA hierarchical structure.

3. Si Qonline space is fast becoming a continuous process, it is important to note that
creativity is at best the grace of the moment. in other words, advertising and other online
promotional activities must be up to date in terms of target market needs (promise of the product)

and marketing intelligence. The recommendation is to prioritize lingering customers’ satisfaction.

4. Finally, it is important to note that challenges are basically learning process to greater heights.

The researcher therefore urges the Federal Government of Nigeria to aid Nigerians generally in
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having the right structures for internet service provision. This can be done by improving the
relationship between the internet service providers and the consumers in terms of pricing,
availability and quality. Power generation is another key challenge in the provision and
accessibility of online advertising. The present state of power generation in Nigeria is un-
encouraging as people have to depend partly on power banks and generators in order to have

access to the infinite resource of the internet for online participation.

5.4. Contribution to Knowledge ®

The study evaluates the online advertising and consumer purchase de@sof e-commerce
products in Lagos Metropolis. The mix method research design w@gtéd for this study. The
first branch of the study was the quantitative research wher %ﬁne shoppers’ questionnaire

was adopted to generate data from customers of e-c c& products. Also, the qualitative

research design for the study adopted the Key Péssonglity Interview guide for data collection

from four marketing managers of e—commei&@p in Lagos Metropolis. From this study, there
t

are apparent and significance contribu% fterature, theories research practices and policies.

The study has made contributiort\g/gg advertising and consumers’ purchase decision of e-

commerce products. ® .
5.5. Recommen(@ urther Studies

Because it s ally impossible for a study to cover the entire scope of a field, the following

ares

1. Further studies can be done to explore other case studies outside e-commerce products to

d for further study;

probe the infinity of online activities.

2. Other research activities can be done to explore further techniques and methodologies to

appraise internet use and e-commerce products.
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3. It may also be important to carry out further research in other locations like Ibadan, Port-

Harcourt and Benin.
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Appendix 1
Online Shoppers’ Questionnaire
Introductory Letter
Dear Respondent,

My name is, John Abiodun OLUFEMI. I am a Postgraduate student of Lead City University,

Ibadan in the Department of Mass Communication and Media Technology@ MSc

research student currently working on ‘Online Advertising and Consu@

Making of E-Commerce Products in Lagos Metropolis’. I hereby sew indulgence to help

e Decision

\
me fill the questionnaire below in order to satisfy a partial r(q:)\%nent for the award of a

Masters Degree in due course. I also promise keep your vital\ ation secret and as well to let

you know that you should not reveal such info%@wnceming your name or complete

identity. Thank you. ’\&
SECTION A: ( \

Please read carefully and answer t@s;on by ticking in the appropriate box provided.

DEMOGRAPHIC DAT@
1. Sex: a. Male b. Fe@

2. Age: a. 240 c.41-50 e. 51-60 f. 61-69

3. Magi tus: a. Married b. Single c. Widowed d. Divorced
4. Highest level of education attained a. Primary School b. Secondary School c. Technical
d. School e. Polytechnic f. University Education g. Post Graduate Education

5. 0CCUPALION. ...ttt

128



Section B

To what extent are online shoppers aware of online advertisement of e-commerce products?

10.

1.

Are you an online shopper?
a. Yes b.No

If “Yes’ please state the names of products you have purchased in the last 3 months

How did you get to know of the possibility of buying produgl ino?

a. through my friend/s b. online adverts on the int %(.:?rough information on social

media d. billboards e. electronic XQS f. please state any other

s ’\*Q

Are you in reality and based on yo %r responses saying that you are truly aware that

products sold online are tru ed to customers in Nigeria?
a. Yes b.No \/
N
What exactly petus for online advertisements for specific e-commerce products

a. Ap need to be solved b. a friend’s satisfaction with the product c. the brand of

t oduct d. the utility value from previous use e. pleases state other

RSN

What specific efforts do you normally make to access the online advertisements of e-

commerce products bought or ejected by you?

a. Personal consumer search of brands of e-commerce products of same value

b. Personal consumer search of specific brand of e-commerce product

129



12.

13.

14.

15.

16.

c. Through recommendation by a friend

d. On impulse on citing the online advertisement.

How do you evaluate online advertisements in order to buy an e-commerce product
a. I pay attention to the promise of a specific product

b. I compare promises of different brands of products

c. I evaluate other vital information such as availability, accessibilit)(%g\;nd the
target market of the product. %\b

Which of the following factors is essential to your pur&&iegision making of e-

commerce products? %(—}
a. My needs as addressed by the adveﬂiseme@

b. The influence of my friends on the p@
c. Popular views on a particular b@

It is always important for % hase an e-commerce products based on:

a. The quality info@lm able to gather about the product

b. The creatersuasive advertising message of e-commerce products
@tion of the different brands of e-commerce products

C.
Qhe platforms of online advertising

Have you ever bought an e-commerce product because of its online advertisement?
a. Yesb.No
Have you ever stopped buying an e-commerce product after use?

a. Yesb.No
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17.

18.

19.

20.

What is your reason for your response to ‘15\ above?

a.  Fulfilled advertising promise b. Unfulfilled advertising promise
c.  Prompt delivery of ordered product d. None delivery of ordered product
e. Price

Is it true to conclude that online advertisements are available and accessible c&\your

needs in e-commerce products? (&
a. Yesb.No %\

Can you appraise the challenges of availability of online é{tl ent on e-commerce

product?

a. None internet access b. cost of internet @n c. none availability of online

advertisement on particular e-co Qroducts e. there are no challenges to

availability of online advertlserr@e -commerce products.

Please mention your pers@enges on how to access online advertisement on e-
commerce \\/

products......... QQ ...............................................................................
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