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ABSTRACT

Advertisersareexpectedtoshiftandspendmillionsininternetadvertisingin

thecomingyearsthanTV,printadsandothertraditionaladvertisingmedia.

Withtherapidgrowthintechnology,theinternetisbecominganimportant

one stop pointforconsumers in finding mostoftheirneeds.Be it

communication,entertainment,shopping,information search,internet

servesasapanaceaforalltheirrequirements.Manyconsumersareonline

everydayfortheirpersonalwork,butdotheynoticetheads,banners

displayed on thatwebpage,and mostimportanttheirrecallvalue.The

currentstudy investigated the effectivenessofinternetadvertising on

consumerbehaviorbyconductingacasestudyofUniversityofNairobi

Students.The studysoughtto determine the effectivenessofinternet

advertisingonreachandcreationofawareness;toestablishthereliabilityof

internetadvertising through recall;and to determine the relationship

betweeninternetadvertisingandpurchasedecision.Thestudyusedacase

studyresearchdesign.ThetargetpopulationwastheUniversityofNairobi

students.Thestudyusedstratifiedsamplingtechniquetoselect100study

respondents.Theprimarydatawascollectedusingquestionnaires.Content

analysiswasusedtoanalyzequalitativedatawhilethequantitativedatawas

analyzedusingdescriptivestatisticsusingSPSS.RegressionandCorrelation

analysiswasusedtoshow therelationshipsamongthevariables.Thedata

was presented through percentages,means,standard deviations and

frequencies.Thestudyfound thatinternetadvertising waseffectiveon

reachandcreationofawarenessduetodiverseusage,andestablishedthat

itsreliabilityasanadvertisingmediawaslow compared toTV.Internet

advertising has significantrelationship with purchase decision ofthe

consumersand thereforeisakeydeterminantininfluencing consumer

behaviour.The study determined thatthere is a positive relationship

betweeninternetadvertisingandconsumerpurchasedecisionandfurther

recommendsthatcompaniesshouldconduct amarketresearchonthe

differentmarketsinvariouscountriestoensurethattheinternetadvertising

initiativesbeingimplementedsuitsthetargetedmarketstoimproveproduct

purchases.
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CHAPTERONE

INTRODUCTION

1.1Backgroundtothestudy

Internethasgrowntremendouslyinbothitsapplicationsandnumberof

users due to its unique characteristics offlexibility,interactivity,and

personalization.It has been a very usefultoolfor communication,

entertainment,education,andelectronictrade(Koetal.,2004;Koyuncuand

Lien,2003).The revolutionary change brought forth by information

technologyhasanimportantimpactonthedailylives.Ithastransformedthe

way we do businessby allowing retailersto offerunlimited range of

productsandservicestoallconsumersfromaroundtheworldatanypointin

time.TheInternethasemergedasanadvertisingmedium (Silketal.,2001).

ManycompanieshaveturnedtotheInternettoadvertisetheirproductsand

services;and the Internetisdeemed to be the mostsignificantdirect

marketingchannelfortheglobalmarketplace(Faberetal.,2004;Koetal.,

2004;Korgaonkarand Wolin,2002).Companiesare pouring billionsof

dollarsintoInternetadvertisingtoobtaingreaterreturnoninvestmenton

ads(Edwards,2005;Joinesetal.,2003).

TheInternethasgivenconsumersmorecontrolinaccessinginformationon

products and services.There are severalfactors that contribute to

consumerspullforonlinecontent—consumersaretheonewhodecidewhen,

where,what,and how much commercialcontentthey wish to view

(KorgaonkarandWolin,2002).TheInternetenablesconsumerstoaccessan

unlimitedrangeofproductsandservicesfrom companiesaroundtheworld,

andithasreducedthetimeandefforttheyspendonshopping(Koetal.,

2004).

Consumersplayamuchmoreactiveroleinsearchingforinformationonline

withsomegoalinmind,andthatgoalcaninfluenceindividualbehaviorsand

responsestoonlineinformationandadvertisements(Smith,2002).Withthe

rapidadvancementinthecomputerindustry,manycompanieshavemade

theInternetaspartoftheiradvertisingmediamixtotakeadvantageofthe

onlinetechnologies(Calisir,2003).
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TheInternethasbecomeapopularadvertisingplatform becausemarketers

found thatthe Internetpossessgreaterflexibilityand controloverthe

advertisingmaterials(Ducoffe,1996).SincetheInternetcanbeusedasan

efficientmarketing
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communication tool,both scholars and practitioners are interested in

understandinghow totakefulladvantageandmaximizingthevalueofthis

communicationmedium(RodgersandThorson,2000).

Consumerswithin Kenya have been largely exposed to the traditional

advertising forms as the main media used by advertisers to provide

information.However,overtheyearsmarketingstrategieshaveevolved

with technology leading to the internet creating unprecedented

opportunitiesfordigitalmarketerstoconnectwithcustomerstocreatean

immersiveconnecteddigitalenvironment,influenceanddrivepurchases,

fuelnew growthand createnew marketshare.Thegrowthofinternet

advertisingisbothgloballyandlocallyoutpacingofflineadvertising.While

outdooradvertisingisalsoexperiencinggrowth,itisnotgrowingasrapidly

asInternetadvertising.Itisonthisbasisthatthestudyinvestigatedthe

effectivenessofonline advertising based on a consumersample from

UniversityofNairobitodeterminetherelationshipbetweenadvertisingand

consumerbehaviour.

1.1.1TheConceptofPromotion

Promotionisthecomponentofacompany'smarketingsystem thatinvolves

deliveryofmessagestotargetcustomersthatemphasizesthebenefitsof

yourbrand,productsandservices.A few commoncommunicationtools

suchasadvertisingareusedinapromotionalplan.Goalsofpromotion

include building brand awareness,creating favorable brand attitudes,

gainingmarketshare,inducingbuying,buildingloyaltyandgrowingsales

(Kurtz2010).

To reach its promotionalgoals,a company develops an effective

promotionalmix,whichisacombinationofstrategiesincludingadvertising,

personalselling,salespromotion,directmarketing and public relations

throughacosteffectiveallocationofresources(Robinson,1991).Inlarge

companies,themarketingdepartmenthasmanyroles.Itdeterminesthe

promotionalmix,establishesthebudget,allocatesresources,coordinates

thecampaign,supervisesanyoutsideresources,andmeasurestheresults.
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Manufacturersoftendevelopapromotionalmixforeachsegmentofthe

distribution

channel.Topromoteaproducttolargeretailersthatsellitsproducts,amanufactur

er
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mightwantto use a mix ofpersonalselling,advertising,and buying

discounts.Thisisknownasthepushpolicy.(Themanufacturerpushesthe

productto the retailer.)The same manufacturermightuse adifferent

promotionalmixoflocalandnationaladvertising,in-storedisplays,sales

promotion,andpublicrelationstoreachconsumers.Thepullpolicydirects

promotionstowardstheconsumers.Itisusedtocreatecustomerinterest

anddemand.Thisstudyfocusesonadvertisingasoneofthestrategiesin

thepromotionalmixusedbycompanieswithinKenya.

Advertisingisthecommunicationrelayedfrom companiestopersuadean

audiencetopurchasetheirproducts.Thiscommunicationisusuallythrough

variousformsofpaid media --TV and radio commercials,printads,

billboardsandmorerecently,productplacements,socialmediaandonline

ads.Adsareplacedwhereadvertisersbelievetheywillreachthelargest,

mostrelevantaudience.CommercialbusinesseswithinKenyae.g.Unilever,

Safaricom useadvertisingtodrivetheconsumptionoftheirproduct,while

non-profitorganizationsmayplaceadstoraiseawarenessorencouragea

changeinbehaviororperception.

1.1.2TheConceptofInternetAdvertising

Internetadvertisingisaform ofpromotionthatusestheInternetandWorld

WideWebfortheexpressedpurposeofdeliveringmarketingmessagesto

attractcustomers.Examplesofonlineadvertisingincludecontextualadson

searchengineresultspages,bannerads,RichMediaAds,Socialnetwork

advertising,onlineclassifiedadvertising,advertisingnetworksande-mail

marketing,includinge-mailspam.Onlinevideodirectoriesforbrandsarea

good example ofinteractive advertising.These directoriescomplement

televisionadvertisingandallow theviewertoview thecommercialsofa

numberofbrands.Iftheadvertiserhasoptedforaresponsefeature,the

viewermaythenchoosetovisitthebrand’swebsite,orinteractwiththe

advertiserthrough othertouch points such as email,chatorphone.

Response to brand communication isinstantaneous,and conversion to

businessisveryhigh.Thisisbecauseincontrasttoconventionalformsof

interruptive advertising,the viewer has actually chosen to see the
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commercial.
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Consumer can gather information about products and services,

communicatewithotherconsumersand firmsforrelated productsand

services,andsometimescompletetransactions.AstheInternetsessionisa

selfselectedenvironmentoftheconsumer,thepromotionmessagewillbe

more effective.Internet advertising is also capable of providing an

experientialenvironmenttotheconsumerthroughvirtualrealityinterfaces

thusallowingtheconsumertoexperiencesomeofthefeaturesofproducts

before making the purchase decision.Consumercan provide feedback

contentabouttheproduct,tothefirm andtootherconsumers.Apositive

feedbackbecomesagoodpromotionforthemarketer.Amarketercaneven

exploitanegativefeedbackbysolvingtheconsumer’sproblem andshowing

the commitment of the organization to satisfying consumer needs.

Consumercan also add “collective content”to the medium through

discussionforumslikethevirtualcommunities(Ducoffe,1996).InKenya,

online advertising has gained increased popularity with more people

spendingtimeonline.

1.1.3TheConceptofConsumerBehaviour

Theterm "consumerbehavior"referstoactionsanddecisionsthatfactor

intoacustomer'spurchase.Researchers,businessesandmarketersstudy

consumerbehaviortounderstandwhatinfluencesaconsumer'sshopping

preferencesandselectionofproductsandservices.Multiplefactorsaffect

consumerbehavior,among them economic status,beliefsand values,

culture,personality,ageandeducation(Kotler,2004).Findingsonconsumer

behaviorare used to develop methods and products thatwillboost

companyperformanceandsales.

Customersarebecomingmorepowerful,moreknowledgeableandmore

sophisticated,andresearchintomodernconsumerbehaviourisincreasingly

importantforbusinesses according.Advertising to attractconsumers,

providingbetterenvironment,product,servicesandpoliciesisimportantin

improvingtoday’sconsumerexperiencetosupportbusinessesinretaining

customers.Thisstudyseekstodetermineandexplaintheeffectivenessof

internetadvertisinginstimulatingconsumerresponse.
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ThenumberofinternetusersinKenyawasestimatedat10.2millionin2011

accordingtoCommunicationsCommissionofKenya(CCK).Thismajorityof

internetusersareyouthespeciallyuniversitystudents,whoregularlyusethe

socialnetworksitesthrough theirmobile phones,eithersearching for

information orchatting with friends online.Many students from the

UniversityNairobihaveembracedtheevolutionintechnology,andadopted

latestvarietyofandroidproducts,tablets,ipads,andthepopularmodelsof

Samsunggalaxyforeasyaccessoftheinternet.Thegrowthhasbeenfuelled

by the implementation ofthe ICT policy by the governmentand the

introductionofthefibreopticnetworkofferingfastinternetconnections.

Thisstudyusedasampleoftheseuniversitystudentsfrom themaincampus

todetermineandexplaintherelationshipbetweeninternetadvertisingand

consumerbehaviour.Thestudentscomefrom adiversebackgroundand

wereidealinstudyingvariouscharacteristicsrelatedtoconsumerbehaviour.

Studentsareenrolledindifferentstudyprogrammesthroughfulltimeand

moduleII,withsomeoperating from outsidetheinstitutionwhileothers

haveresidencewithintheuniversityleadingtovariabilityinexposureto

advertising.

1.2ResearchProblem

Advertisersareexpectedtoshiftandspendmillionsininternetadvertisingin

thecomingyearsthanTV,printadsandothertraditionaladvertisingmedia.

Internetadvertisingbroadlyconsistsofvariouscommercialcontentformats

delivered byvideoclip,print,andaudio;eithersolicitedorunsolicitedand

includescompanywebsites,corporatelogos,e-mailmessages,pop-ups,

bannerads,skyscraperads,buttons,interstitials,hyperlinks,dynamicmedia,

and interactive games (Ducoffe,1996;Goldsmith and Lafferty,2002;

KorgaonkarandWolin,2002;WolinandKorganokar,2003).

Withtherapidgrowthintechnology,theinternetisbecominganimportant

one stop pointforconsumers in finding mostoftheirneeds.Be it

communication,entertainment,shopping,information search,internet

servesasapanaceaforalltheirrequirements.Thishasled70% oftheever
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userstogluethemselvestotheInternetandaccessitonaregularbasis.The

problemisthat,volumesofconsumersareonline
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everydayfortheirpersonalwork,butdotheynoticetheads,bannersetc.

displayed on that webpage, most important what is their

recall/remembrancevalue.Whataboutthereachofonlineadvertising,isit

effectiveacrossoveralltargetgroups?

Whilealotofresearchhasbeendoneonadvertising,theeffectivenessof

onlineadvertisinginKenyaisasegmentthathasbeenmissingfrom these

studies.ResearchdonebyWanjoga,(2002)mainlyfocusedonconsumer

attitudestowardsonlineadvertisinginNairobi,andshowedthatconsumers

were aware ofthe online adverts though with no preference to the

advertising forms. It however, failed to quantify and explain the

effectivenessofinternetadvertisingonsuchconsumers.Similarresearch

donebyWakukha,(2011)ontheuseofinternetadvertisingbyKenyamobile

telephone industry,explained formsofinternetadvertising in use,the

successandchallengesfacedinitsuseandthelevelofadoption,butfailed

to provideinformationonitseffectivenessininfluencing orstimulating

consumerresponse.Thefindingsofasurveyoftheattitudeofconsumers

towardsretailmediaadvertisingbytobaccofirmsinKenya,showedthatthe

consumersareawareandknowledgeableaboutRetailMediaAdvertising

tools.Thestudyusedasampleof200 consumersfrom retailoutletsin

Nairobi,whichwasnotaviablesampletodetermineitseffectivenessonall

consumersfrom Kenya.However,assuggested byGong and Maddox

(2003),“futureresearchcanlookintotheimpactofwebadvertisingacross

differentcountriesandculturestoenhancetheglobalunderstandingofweb

advertisingeffectiveness”(p:46).Inaddition,morestudiesareneededto

covervarioussamplesindifferentcountriestoincreaseexternalvalidityof

theresearchfindings(Calisir,2003).

Tofillthesegaps,thecurrentstudysoughttodeterminetheeffectiveness

ofinternetadvertisingonconsumerbehaviour.

1.3ResearchObjectives

Theobjectivesofthestudywereto;

i. Determinetheeffectivenessofinternetadvertisingonreachand

creationofawareness.
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ii. Establishthereliabilityofinternetadvertisingthroughrecall.

iii. Determinetherelationshipbetweeninternetadvertisingand
purchasedecision.
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1.4ValueoftheStudy

The study may benefit marketers, businesses, government and

academicians.Thisstudymaybeabletoinform marketersontheconsumer

preferenceoftheadvertisingmediaandwhetherusingInternetadverting

would beeffectiveinreaching and increasing awarenessofthetarget

audience.

Beforeadapting marketing practicesto theInternet,itisimperativeto

understand the characteristicsofthe online customerstowardsonline

advertisingaswouldberevealedbythisstudy.TheInternethasgrownin

popularityasanadvertisingmedium because,amongotherthings,itallows

24-hourinteractivitybetweentheadvertiserandcustomer.Itisimportant

forlocalbusinessestolookintointernetadvertisingasmoreconsumersturn

totheinternetfortheirpurchasing.Asmallbusinessthatcanofferonline

purchasingmaybeabletotapintothiscustomerbase.

Thegovernmentfrom thisstudywouldunderstandthevalueofinternet

advertising and its influence on consumerdecisions which ultimately

impacts electronic commerce/trade,and therefore would effectively

regulatehow internetadvertisingisdeliveredbyactingrationallyonlaws

thatwouldrestrictdatausage,creatinganambientenvironmentandavailing

resources to internet providing companies and at the same time

safeguardingtheinterestofconsumers.

Forscholarsandacademicresearchers,thecurrentstudyformsabasis

uponwhichfutureresearchonInternetAdvertisingmaybeestablished.The

findingsmayberesourcefulinprovidingviableinformationtoacademicians,

researchers and consumers on various concepts related to internet

advertising.
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2.1Introductio
n

CHAPTERTWO

LITERATUREREVIEW

Thischapterprovides,throughselectivereferencetosomeoftheliterature,

a clearerunderstanding ofInternetadvertising conceptand outlines

previousresearch findingson the effectivenessofinternetadvertising

basedonmeasuresofadvertisingeffectiveness.

2.2TheoreticalFoundationoftheStudy

Emotionalappealsinadvertisingtheoryandclassicalconditioningtheoryin

learning consumerbehaviourform the theoreticalbasisofthisstudy.

Extensiveacademicresearchhasbeenconductedonthepsychologyof

emotion(e.g.,Lazarus1984)andthewaysinwhichad-evokedfeelingsmay

influenceconsumerresponsetomarketingcommunication(e.g.,Batraand

Ray 1986;Holbrookand Batra 1987).Scholarshave also observed that

advertisingmayevokebothpositiveandnegativeemotionswhenseekingto

persuade.Indeed,Brown,HomerandInman(1998,p.115),suggestthatfroma

practicalperspective,“therelativestrengthofpositiveandnegativefeeling

effectspotentiallycouldguideadvertisers’decisionsregardingexecutional

strategies.”

Ithasbeensuggestedthatadsusepositiveaffecttomakeconsumerslike

the ad and then buy the product,and negative affectto evoke an

uncomfortablestatethatmakesconsumerswantthe“solution”offeredby

theadvertiser(Aaker,StaymanandHagerty1986).Unfortunately,thereare

no guaranteesthatwhattheconsumeractuallyexperienceswillbethe

affectiveresponsetheadvertiserintendedtocreate:Researchhasshown

thatthiskindofmismatchbetweenadvertiserintentionsandconsumer

responseoccursalltoooften(Cotte,CoulterandMoore,2004;Englis1990;

Stout,HomerandLiu1990).
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Theseinsightsnotwithstanding,anumberoffundamentalquestionsremain

unansweredwithrespecttoadappeals.Why,forinstance,dotheseappeals

inducesuchpowerfulconsumerresponsesincertaincases?Whatcauses

themtobemoreor



15

lesseffectiveonconsumers?Withspecificreferencetointernetadvertising,

thisstudywillattempttoanswerthesequestions.

Classicalconditioningisoftenreferredtoasameansinwhichhumanslearn

byassociation.Intheclassicalconditioningparadigm,Pavlov’sDog,aneutral

stimulusispairedwithanunconditionedstimulustoelicitanunconditioned

response.Forexample,afterrepeatedpairingsofmeat(knowntocause

salivation)withthesoundofabell,thesoundofabellaloneelicitssalivation.

Thisassociationisdependentontwo characteristicsoftheassociation:

contiguityandfrequency.Thelaw ofcontiguitystatesthatinorderfor

associative learning to take place,the unconditioned stimulusand the

neutralstimulusmustbepairedcloseintimetoeachother.Furthermore,itis

notenoughforaneutralstimulusandanunconditionedstimulustosimplyco

-existinacloseperiodoftime.Themorefrequentthepairing,theeasieritis

toformanassociation.

Proponentsofapplyingclassicalconditioningtomarketingbelievethatthe

associationbetweenaproductandpositivestimulimayhelpexplainthe

effectofmanyvariablesincommunicationandattitudechange.Gorn(1982)

tested the effects of a positive unconditioned stimulus on product

preference.Hisresultssupportthe notion thatthe simple association

betweenaproduct(conditionedstimulus)andanotherstimulussuchas

music(unconditionedstimulus)canaffectproductpreferencesasmeasured

byproductchoice.

However,theseeffectswerediminished insituationswhereconsumers

were in a clear decision making mode.The learning’s of classical

conditioninggiveussomeinsightonthecharacteristicsofaneffectively

branded Internetadvertisement.Firstand foremost,thefrequencywith

whichanadisservedimpactsbrandawareness.Frequencyalsoimpacts

whetherornot,anassociationbetweenamessageandabrand,ismadeby

aconsumer.
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2.3InternetAdvertising

Asanew advertisingchanneltheInternetandparticularlytheWorldWide

Web(WWW)portionoftheInternet,arechallengingtraditionalformsof

massmediaadvertising(HoffmanandNovak,1996;Hearn,Mandevilleand

Anthony,1998).Meeker(1998)definesamasscommunicationmediumasthe

communication from “one person or group of persons through a

transmittingdevice(amedium)toalargeaudienceormarket”.TheInternet

offersaninteractivealternativetomassmediacommunicationthroughthe

useofwebpages,discussiongroupsandemail(HoffmanandNovak,1996).

A significant advantage for advertisers willbe the opportunity to

communicatemoredirectlywithindividualconsumersthroughthismedium.

Marketerswillalsobeabletopromotetheirproductsandservicesina

personalized,targeted mannerto interested people within theirtarget

market.Importantly,wastage ofadvertising and marketing fundsoften

experiencedwhenexposingpromotionalmessagestothemassmarket,may

bereducedasaresultofusingthisnewinteractivemedium.Advertiserswill

needtore-addresstheirtechniques,servicesandagencystructureand

evolvenew communicationstrategiesfortheInternetasmarketshareis

beinglosttothismorepersonalized,interactiveformofInternetadvertising.

Schlosseretal.,(1999)surveyedanationalsampleofover400participants

andfoundnomajorityopinionofInternetadvertising-aboutathirdofthe

participantsliked,disliked,and feltneutrallytoward Internetadvertising

respectively.TheInternetusersfoundonlineadvertisingwasinformativebut

lessentertaining,anditdidnotencouragethem tomakepurchaseseven

theydidnotperceiveittoincreaseproductprices.KorgaonkarandWolin

(2002)examinedthedifferencesbetweenheavy,medium,andlightweb

usersandconcludedthat“heavierusersholdstrongerbeliefsaboutand

attitudestowardWebadvertisingwhichlikelyleadtostrongerpurchase
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intent”(p:201).Comparing with lighterusers,the heavyInternetusers

believedthatwebadsweremorebelievable,entertaining,informativeand

helpful;butharderto
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understand.They perceived thatweb advertising was a good thing,

moderatelyessential,anditreducedthecostofproducts.Marketersshould

includewebadvertisingintheirpromotioneffortsbuttheadsshouldbe

designedwiththerespectiveusergroupsinmind.Forexample,adstargeted

toheavywebusersshouldstressthepricevaluerelationshipoftheproducts,

since they engage in more frequentpurchasing and believe thatweb

advertisinghelpstodecreasethepricesofproducts.Similarly,Ducoffe(1996)

foundthatInternetadvertisingwasperceivedtobeinformative,entertaining,

useful,valuable,andimportant.

2.4IntegratedMarketingCommunication

TheInternethascontributedtoagreateradoptionofintegratedmarketing

communication(IMC)strategies,byallowing marketersto communicate

moredirectlywithindividualconsumers(Low,2000).Internetfunctions

becomeintegratedintoacompany’scommunicationsmix,whichpermits

theoperationoftheInternetasanadvertisingmedium tobeincorporated

alongsidemoretraditionalmediatypes.TheapplicationoftheIMCconcept

involvestheprogressionawayfrom thetraditionalone-to-manymarketing

communicationmodelformassmediatotheone-to-onecommunication,or

many-to-manycommunicationmodel(asillustratedinFigure2.2)(Hoffman

andNovak,1996).

TheinclusionoftheInternetinthepromotionalmixwillnoteliminatetheuse

ofmassmediaadvertisingchannelssuchastelevision,radio,newspapers

andmagazines.However,theInternetmayreducetheamountofmass

mediaadvertisingrequired.Arguably,thiswilloccurbecausethepersonal

computerwith Internetaccess is being utilized frequently by target

audiencemembersasaneffectivecommunicationchanneltomakeboth

socialexchanges using emailand commercialexchanges to purchase

productsontheweb.Theadvertisingindustryisbeingchallengedtocreate

moredirect,personalandinteractivecommunicationwiththetargetmarket

throughtheuseoftheInternet.

TheinfluenceoftheInternetonbusiness-to-consumer(B2C)relationships
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hasintroduced anew dimension ofinteractivityto the communication

industry(Shiva,1997).AlongwiththeintroductionoftheInternet,advertising

asaformof
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communicationhasbecomemoreinteractive.Traditionallyadvertisinghas

involvedthereductionofinformationaboutaproduct,serviceoridea’score

benefitsintoa30secondTVC,afullpagecolourmagazineadvertisement,

ora15secondradiospot,inordertopersuadethetargetmarkettotake

action (Shiva,1997).However,while traditionaladvertising involvesthe

reductionofinformation,theInternetenablestheadvertiserto provide

consumerswithdetailedinformationwithnotimeorspacerestrictions.

Internet-basedadvertisersdonotneedtorelyontraditionalmediachannels,

andarebecomingliberatedfrom theselimitations,thustakingadvantageof

interactivecommunicationandinformingandeducatingconsumersonline.

Berthon,PittandWatson(1996,p.53)arguethattheWWW representsa

“remarkablenewopportunityforadvertisersandmarketerstocommunicate

withnewandexistingmarketsinaveryintegratedway.”Thisisbecausethe

Internet,andinparticulartheWWW,freesconsumersfrom theirtraditional

‘passive’rolesasreceiversofmarketingcommunicationandgivesthem

greatercontrolovertheirinformationsearchandacquisitionprocess.Asa

result, consumers are now becoming interactive and more active

participantsinadvertisingandmarketingprocesses(HoffmanandNovak,

1996;Hoffman,NovakandChatterjee,1997).

2.5EffectivenessofInternetAdvertising

Variousresearchershavestudied numerousfactorsthatmighthavean

impactonInternetadvertisingrecall.Thefactorsincludeadcharacteristics,

Internetusers’viewingmodeanddurationofviewing,campaignpublicity,

attitudestowardthewebsiteorad,andcuriosityandinnovativeadvertising

strategy (Danaherand Mullarkey,2003;Goldsmith and Lafferty,2002;

Menonand Soman,2002).Danaherand Mullarkey(2003)examined the

effectsofsuch factorsasviewing mode,visitduration,textand page

backgroundcomplexity,andthestyleofbanneradsonbothaidedand

unaidedrecall.Theauthorsdidnotfindanysignificantimpactoftheweb

sitecontextfactorsonadvertising recall.Thekeyfinding wasthatthe

durationofpageviewingisastrongdeterminantoftheabilitytorecall

bannerads;however,aminimum levelofexposure(around40secondsper
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page)isrequiredtoachieveareasonablelevelofadvertisingrecall.
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Dreze and Hussherr (2003) also examined the effectiveness of ad

characteristicsontheabilitytorecallad.Animationcontent,theshapeof

the bannerad,and frequency ofthe ad (repetition)leads to higher

advertisingrecallbutnotthesizeofthebanner.Inaddition,theauthors

reportedthat“abanner’smessageinfluencesbothaidedadvertisingrecall

andbrandrecognition.Thisindicatesthatwhatanadsaysismoreimportant

thanhowitsaysit”(p:21).Incontrast,Yoon(2003)foundthatbannerimage

ismoresignificantlyeffectivethantexttoassessconsumers’preferences

towardonlineads.

Intermsofconsumerresponsesintheform oflikingonlineads,researchers

suchasGoldsmithandLafferty(2002)andMetha(2000)havefoundthata

morefavorableattitudetowardsadscanleadtoahigherabilitytorecallads.

Goldsmith and Lafferty(2002)found asignificantrelationship between

positiveresponsesto web sitesand thelikelihood ofrecallthebrands

advertised ontheweb.Theauthorsreported that“Ingeneral,research

suggeststhatthoseconsumerswhohaveapositiveattitudetowardanad

aremoreabletorecallthanthosewithanegativeattitude(p:320).Metha

(2000)made a similarconclusion butthe study was based on print

advertisingperformance.

Click-throughrateisawidelyusedmeasureforassessingtheeffectiveness

ofbanneradvertising,whichistheaveragenumberoftimesaviewerclicks

onapop-upadandisthenexposedtothetargetwebsite(Drezeand

Hussherr,2003;Faber,etal.,2004).AsreportedbyCho(2003),“thebanner

advertisementclick-throughisbelievedtobethemostcommonwayto

drawconsumersintoatargetsiteandengagethemwithabrandorproduct.

2.6ConsumerBehaviour

AccordingtoWarner,consumerbehaviouristhestudyofindividuals,groups,

ororganizationsandtheprocessestheyusetoselect,secure,anddispose

ofproducts,services,experiences,orideastosatisfyneedsandtheimpacts

thattheseprocesseshaveontheconsumerandsociety(Malcolm).Warner

emphasized the consumption related behavioursare often undertaken
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collectively.Forexample,some activitiesperformed by individualsbut

consumedbyafamilyorgroupofpeople,similaras
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organization purchasing activities usually followed by group decisions.

Besidethispoint,theconsumerbehaviourisnotjustpurchasing,buthas

usageanddisposalthegoods,thistypeofinformationalwaysbeusefulfor

companytomakemarketingdecisions(Malcolm).Itblendselementsfrom

psychology,sociology,socialanthropologyandeconomics,andattemptsto

understandthedecision-makingprocessesofbuyers,bothindividuallyand

in groups.Itstudies characteristics ofindividualconsumers such as

demographicsand behaviouralvariablesin an attempt to understand

people'swants,andalsotriestoassessinfluencesontheconsumerfrom

groupssuchasfamily,friends,referencegroups,andsocietyingeneral.

This definition clearly brings out that it is not just the buying of

goods/servicesthatreceivesattention in consumerbehaviourbut,the

processstartsmuchbeforethegoodshavebeenacquiredorbought.A

processofbuyingstartsinthemindsoftheconsumer,whichleadstothe

findingofalternativesbetweenproductsthatcanbeacquiredwiththeir

relativeadvantagesanddisadvantages.Thisleadstointernalandexternal

research.Thenfollowsaprocessofdecision-makingforpurchaseandusing

the goods,and then the postpurchase behaviourwhich isalso very

important,becauseitgivesacluetothemarketerswhetherhisproducthas

beenasuccessornot(Malcom).

The black box modelshows the interaction of stimuli, consumer

characteristics,decision process and consumerresponses.Itcan be

distinguished between interpersonal stimuli (between people) or

intrapersonalstimuli(withinpeople).Theblackboxmodelisrelatedtothe

blackboxtheory ofbehaviourism,where the focusisnotseton the

processesinsideaconsumer,buttherelationbetweenthestimuliandthe

responseoftheconsumer.Themarketingstimuliareplannedandprocessed

bythecompanies,whereastheenvironmentalstimulusisgivenbysocial

factors,basedontheeconomical,politicalandculturalcircumstancesofa

society.Thebuyer’sblackboxcontainsthebuyercharacteristicsandthe

decisionprocess,whichdeterminesthebuyer’sresponse.
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Measuringcustomerbehaviourisacrucialpartofanybusiness.Knowing

whattheconsumerwantsandhowheactsisvitalintermsofproductdesign,

andmarketing
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(Todd,1997).Assessmentofconsumerbehaviorinspecificsituations,using

observational and physiological methods, is becoming increasingly

importantinunderstandingconsciousandunconsciousconsumerbehavior.

An increased understanding ofconsumerbehaviormay resultin the

developmentofimprovedconsumerproductsandinmorehealthydietary

patterns.Agrowingnumberoftechniquesisavailabletoassistresearchers

inmeasuringvariousaspectsofconsumerbehaviorsuchaswalkingpatterns,

productselection,mealcomposition,andeating/drinking.Duetoadvances

in digitalvideo, sensor technology and computer speed, complex

measurementsofbehaviorandphysiologyarenow possible.Integrationof

these techniques allows multimodalmeasurements.With the growing

numberoftechniques,thechallengefortheresearchertochoosetheright

solutionbecomeslarger.

Therearedifferentwaysofmeasuringconsumerbehaviour,dependingon

theinterest.Regularlyconducting marketresearchallowsbusinessesto

know theircustomers,andtakethem intoaccountwhenmakingbusiness

decisions.Thisgreatlyimprovesbusinessperformance,andprofits.

Common measurements includes,conducting a survey to determine

consumerbehaviour.There are two main types ofconsumersurvey:

qualitative or quantitative.Qualitative studies involve asking a few

consumersalotofin-depthquestions.Quantitativestudiesinvolveasking

lots ofconsumers a few questions.The latterwould be betterfor

determiningthemarketforatotallynewproduct,sinceyouonlyneedtofind

outifpeoplewouldbuyit.Ifyouareamendingaproduct,ormakingone

similar,aqualitativestudywouldallowyoutogainmoredetailedinformation.

Similarly,consumerbehaviourwouldbemeasuredbyobservingconsumers

goingabouttheirbusinesswithinpermittedstoresorshoppingmalls.By

watchingconsumers,itispossibletodiscernagreatdealofinformation

abouttheirbehaviour.Informationsuchasoptimum heightandlocationofa

productand store layoutis allgleaned from observationalconsumer

behaviourmeasures.Othertechniquesinvolveusingraw datatoprovidea
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measurement tool. For example, releasing a new product

tothemarket,andobservingifitisboughtregularlyinconjunctionwithanother
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product.Ifso,then an assumption can be made thatithasa similar

demographictothesecondproduct.Usingtherawdatatodeterminewhat

time ofday,orweather,ortime ofyearpeople buyaproductgives

information on consumer behaviour. Using separate objective and

subjectivedataobtainedfrom anintervieworsurvey.Theprimarydatafrom

respondentsisusedtomakeobjectivejudgements,whicharefreefrombias.

2.7InternetAdvertisingandConsumerBehaviour

TheevolutionoftheInternetasaglobalcommunicationinfrastructure(Cae,

2000)hascreatedanewadvertisingchannelforadvertisersandadvertising

agenciestoutilizeandwillprovideadvertiserswiththemeanstomorecost

effectivelytargettheirpromotionalmessagestoconsumers.Psychological

factorssuchasthinking,feeling,sensation,andintuitiondirectlycorrelate

with customers’online advertising experience.Companiesshould aim to

strengthencustomerinteractionswithadvertisementsontheWeb,keeping

bothcontextandcognitioninmind.Unfortunately,mostcompaniesprovide

ageneric experience to allcustomersratherthan relying on customer

analysistodeliverapersonalizedexperience.They’vefailedtoinnovateand

bringtheonlineadvertisingexperiencetoawholenew levelofinteraction

andintegrationthatwouldtrulyletthemachieveeffectivecommunication.

Asconsumersexperienceandrespondtostimuliaroundthem,emotions

arise.Theirreactionsmanifestthemselvesasphysiologicalchangesthey

experience asfeelings.Likewise,aspeople reactto stimulionline—for

example,toanonlineadvertisement—theyhaveemotionalresponsesthat

aredirectlyproportionaltotheirreactionstothesestimuli.Ontheother

hand,whencustomersrepeatedlyexperiencethesamestimuli,theymaynot

causeanyemotionalresponse.Peoplebecomeconditionedtoignorethe

ever-presentadsonWebsites,whichiscalledadblindness(Wolhandler,

1999).

Advertisingandpromotionofferanewsfunctiontoconsumers.AsYooW.,

SuhK.andLeeM.(2002)mentionedintheirreport,personalinteractions

withothercustomersandserviceprovidersplayaveryimportantrolewhile
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shoppingonline.Viewersofadslearnaboutnew productsandservices

availabletothem,muchlike
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theylearnabouteventsinthenews.Thisinformationfunctionhasaneutral

role.Itprovidesfactswithoutapprovalordisapprovalfrom consumers.

Customerbehavioratthisstageencompassesexpressionsofcuriosity.

Consumershavearationalresponsetoadvertisingwhentheylookatthe

featuresofaproductorservice.Thisresponsefocusesonalogicallistingof

allthefunctionalaspectsoftheoffering.Thisisanintellectualresponse,

ratherthananemotionalone(Lee,2002).

Whencustomersweighbenefits,theybecomeemotionallyinvolvedwith

advertisingandpromotion.Consumersidentifywaystheproductorservice

canmakethem happier,improvetheirlivesorgivethem pleasure.Thispart

oftheconsumerresponseisirrationalandcanleadtoimpulsebuyingand

competitiontoobtaintheproduct.Repeatedadvertisingmessagesaffect

consumerbehavior.Thisrepetitionservesasaremindertotheconsumer.

Behaviorthatstemsfrom remindersincludessuddenlythinkingofaproduct

whileshoppingandmakingadecisiontobuyit,asifithadbeenonthe

consumer’s"to-do"list(Lee2002).

Consumerbehaviorsplitsbetweenloyaltyandalienationdependingonhow

wellthe productlives up to its advertised benefits (Thorson,2000).

Corporatebehavior–suchasscandalsorcharitywork–canalsoaffect

alienationandloyaltyresponses.Oncetheconsumermakesthischoice,

advertisingandpromotionarenotlikelytoundothatdecision.TheCannon-

BardTheorythatWalterCannonandPhilipBardadvocatedsuggestshuman

beingsfeelemotionsfirst,andthenactuponthem.Whencustomersvisita

Website,theadstheyencounterevokeanemotionalresponse—beforethey

evendecidewhattheirnextstepshouldbe.Ifadsdon’ttriggercustomers’

emotions,theymaynottakeanyactioninresponse.

Basedonthereviewoftheresearchstudiesmentionedabove,itisclearthat

Internetadvertisingisgainingmuchattentionandshouldbeanessentialpart

ofamarketer’sadvertisingmediamix.Theinconclusivefindingscallfor

furtherstudiesonInternetadvertisingtogainmoreinsightintoconsumers’

responseandperceptionoftheInternetasanadvertisingmedium.Hence,
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thisstudydeterminedtheeffectivenessofinternetadvertisingasanad

medium,anditsrelationshiptoconsumers’responsee.g.onlinepurchase

decision.
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.1Introduction

Thischapterfocusesonresearchmethodologythatwasusedinthestudy.It

provides adetaileddescriptionoftheresearchapproachadoptedinthis

study.Research design,targetpopulation,research instruments,data

collection and analysis methods used were presented in the

subsequentsections.

3.2ResearchDesign

This study used descriptive research. Descriptive research involves

gatheringdatathatdescribeeventsandthenorganizes,tabulates,depicts,

anddescribesthedatacollection(Glass&Hopkins,1984).Itoftenusesvisual

aidssuchasgraphsandchartstoaidthereaderinunderstandingthedata

distributionandthereforeofferedabetterclarificationononlineadvertising,

andultimatelygiveaclearpictureontheeffectivenessandreliabilityof

onlineadvertisinganditsrelationshiptopurchasedecision.

3.3PopulationoftheStudy

UniversityofNairobihasover63,000registeredstudentswith48,000in

undergraduateand15,000inpostgraduateasatJuly2013accordingtothe

VarsityFocusNewsletter.Thisstudytargetedundergraduatestudentsofthe

UniversityofNairobibecauseoftheirbackgrounddiversityandexposureto

advertisingwithalargerpercentageusingtheinternet.Studentsofthe

UniversityofNairobiareprovidedwiththeInternetaccessthroughwireless

connection,and therefore,the chances for them accessing online

advertisingviasocialmediaareveryhigh.Onthesamebasisoftheirdiverse

background,onlyundergraduate studentsfrom the Main campuswere

chosenforthisstudy.

3.4SampleDesign

Stratifiedsamplingtechniquewasusedtoselecttheunitsforstudy.100,
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moduleIandIIundergraduatestudentsoftheUniversityofNairobiMain

campus was used as a study sample to representthe population of

consumers.Thissamplewasstratifiedinto
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eachofthefouryearsofstudyandrespondentswererandomlyselected

from eachstratum tocomeupwiththerepresentativesampleof100forthe

entirepopulation.Thiswasaviablesamplingtechniquesinceitgavethe

advantagesoffocusingonimportantsubpopulationsandallowedtheuseof

differentsamplingtechniquefordifferentsubpopulationsinimprovingthe

accuracyofestimation.

3.5DataCollection

The research made use ofprimary data,which was collected using

structuredquestionnairedistributedtothe100respondentssampledfrom

the UniversityofNairobimain campus,found outside the library,from

classes,withintheuniversitysquareandwithinthehostels.Theadministered

questionnaireswerecollectedaftercompletionbytherespondentsonthe

samedayandtheirresponsesusedforanalysis.Thequestionnairehadboth

openendedquestionstoenableguidetherespondentthroughfillingofthe

questionnaireaswellasprobethemformoreinformation.

3.6ValidityandReliability

Contentvalidityreferstotheextenttowhichaninstrumentrepresentsthe

factorsunderstudy.Toachievecontentvalidity,questionnairesincludeda

varietyofquestionsontheknowledgeofstudentsoninternetadvertising

andconsumerbehaviour.Allthesubjectscompletedthequestionnairesin

thepresenceoftheresearcher.Thiswasdonetopreventsubjectsfrom

givingquestionnairestootherpeopletocompleteontheirbehalf.

Reliabilitycanbeensuredbyminimizingsourcesofmeasurementerrorlike

datacollectorbias.Datacollectorbiaswasminimizedbytheresearcher’s

being the onlyone to administerthe questionnaires,and standardizing

conditionssuchasexhibitingsimilarpersonalattributestoallrespondents,

e.g.,friendlinessandsupport.Pilottestingwascarriedoutbytheresearcher

toidentifyanyflawsonthequestionnairetoreduceerrorsofmeasurement

andtestforconsistency.
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3.7DataAnalysis

Thestudyappliedbothnominalandordinalscaletomeasurearangeof

factorsestablishingtheeffectivenessofinternetadvertisingonconsumer

behaviourand anintervalscaleindetermining therelationship between

internetadvertisingandconsumerbehaviour.Descriptivestatisticswasused

toanalyzethisdata.Themeanresponses,standarddeviationandother

relevantstatisticswerecomputedtobetterunderstandthedata.Thedata

collectedwascompiledandeditedtocheckforlogicalinconsistencies.The

datawasthencodedaccordingtotheresponses.Relationshipsbetween

responseswasassessedandpresentedusingtablesandgraphsandanalysis

wasdoneusingSPSS.RegressionandCorrelationanalysiswasappliedinthis

studytorevealrelationshipsamongvariablesinthefindingsfromthedata.
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CHAPTERFOUR

DATAANALYSIS,RESULTSANDDISCUSSION

4.1Introduction

Thischapterpresentsanalysisandfindingsofthestudyassetoutinthe

researchmethodology.Theresultswerepresentedontheeffectivenessof

internetadvertising on consumerbehaviour:the case ofUniversity of

NairobiStudents.Thestudyobjectiveswere;todeterminetheeffectiveness

ofinternetadvertisingonreachandcreationofawareness;toestablishthe

reliability ofinternetadvertising through recall;and to determine the

relationshipbetweeninternetadvertisingandpurchasedecision.Thestudy

targeted100respondentsoutofwhichallthe100respondentsresponded

andreturnedtheirquestionnairescontributingtoaresponserateof100%.

Thisresponse rate wassufficientand representative and conformsto

MugendaandMugenda(2003)stipulationthataresponserateof50% is

adequateforanalysisandreporting;arateof60% isgoodwhilearesponse

rateof70%andoverisexcellent.Thiscommendableresponseratewasdue

to extraeffortsthatweremadeviacourtesycallsmadeto remind the

respondentstofill-inandreturnthequestionnaires.Thechaptercoversthe

demographicinformation,andthefindingsbasedontheobjectives.The

findingswerethenpresentedintables,graphsandchartsasappropriate

withexplanationsbeinggiveninprosethereafter.

4.2Backgroundinformation

The study initially soughtto ascertain the generalinformation on the

respondentsinvolvedinthestudywithregardstotheyearofstudy,age,and

gender.Thedemographicinformationpointsattherespondents’suitability

inansweringthequestionsontheeffectivenessofinternetadvertisingon

consumerbehaviour:thecaseofUniversityofNairobiStudents.

Therespondentswereasked to indicatetheiryearofstudy.Thestudy

findingsareillustratedinTable4.1.
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Table4.1Distributionoftherespondentsbyyearofstudy

Frequency Percentage

Firstyear 20 20

Secondyear 29 29

Thirdyear 33 33

Fourthyear 18 18

Total 100 100.0

Source:Fielddata.

Asshownintable4.1,thestudysamplewasrepresentativeofalltheyearsof

studywiththethirdyearstudentsformingthehighestproportionofthe

sample.

Therespondentswerealsoaskedtoindicatetheiragebracket.Thestudy

findingsareillustratedinTable4.2.

Table4.2Distributionoftherespondentsbyagebracket

Agebracket Frequency Percentage

19-25years 82 82

26-35years 18 18

Total 100 100.0

Source:Fielddata.

ThefindingsindicatethatmajorityofthestudentsattheuniversityofNairobi

wereaged19-25years.

Thestudysoughttoestablishthegenderoftherespondentsandthefindings

areasshowninTable4.3.

Table4.3Genderdistributionoftherespondents

Frequency Percentage

Male 72 72

Female 28 28

Total 100 100.0

Source:Fielddata.

FromTable4.3,thestudyrecordedahigherresponseratefrommalesthan

femalesintheirvariousyearsofstudy.
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4.3Effectivenessofinternetadvertisingonreachandcreation

ofawareness

Thefirstobjectiveofthestudywasto determinetheeffectivenessof

internetadvertisingonreachandcreationofawareness.Thestudysought

to establish whetherthe respondentswere aware ofvariousformsof

advertisementsadoptedbyvariouscompanies.Majorityoftherespondents

(98%)attestedtobeingawareofvariousformsofadvertisementsadopted

byvariouscompanies.Thisillustratesthattheeffectivenessofinternet

advertisingonreachandcreationofawarenesswasdeterminedbythelevel

ofknowledgeabouttheexistingplatformsofadvertisementsadoptedby

variouscompaniesinKenya.

Therespondentswereaskedtoindicatetheirattitudetowardsadvertisements.
Table

4.4illustratesthestudyfindings.

Table4.4AttitudetowardsAdvertisements

Frequency Percent

Informative 35 35

Createsawareness 31 31

Entertaining 25 25

Irritating 3 3

Annoying 3 3

Wasteoftime 3 3

Total 100 100

Source:Fielddata.

Asshown in Table 4.4,mostofthe respondents(35%)indicated that

advertisingwasinformative,withacloserpercentageindicatingcreationof

awareness.3% indicatedthatadvertisingwaseitherirritating,annoyingora

wasteoftime.Thesefindingsmeanthatmostoftherespondentshada

positive attitude towards advertising as illustrated by their various

perceptionsabouttheuse ofadvertising.Thisclearlyshowsapositive
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attitude toward advertising and hence is a good indication for

marketers.Inordertofurtheridentifytheeffectivenessofinternetadvertisingon
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reach and creation ofawareness,the respondentswere requested to

indicatetheamountoftimespentonvariousplatformsofadvertising.The

responseswereratedonafivepointLikertscalewhere:1=less1hr,2=1-2hrs,

3=2-4hrs,4=4-6hrswhile5=over6hrs.

Table4.5Timespentonvariousplatformsofadvertising

Mean Standarddeviation

TV,Movies 2.42 1.241

Newspaper,Mags 1.11 1.372

Radio 1.03 0.927

Internet 4.21 0.515

Source:Fielddata.

AccordingtothefindingsinTable4.5,onanaverage,apersonspendsmore

than4hoursontheinternetduringhisfreetimewhichismorethanthatof

TVandmovies,radioandprintmedium.Hence,onanaveragetheexposure

ofinternettoanindividualisaround40% morethanthatofothermediums

i.e.thereachofmediuminternetismuchbetterthanthatofothers.

ThestudysoughttoestablishwhethertherespondentswatchedtheTV/or

listenedtoRadiocommercialsduringcommercialbreak.Thefindingsareas

showninTable4.6.

Table4.6WatchingtheTVcommercialsduringcommercialbreak

Frequency Percent

Yes 70 70

No 30 30

Total 100 100

Source:Fielddata.

According to thefindings,themajorityoftherespondentsattested to

watchingtheTV/commercialsduringcommercialbreak.Thisimpliesthatfor

televisioncommercials,around70%ofconsumershadapositiveperception

towardsadvertisingonTV.
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Table4.7Changethechannelduringcommercialbreaks

Frequency Percent

Never 26 26

sometimes 17 17

dependsonad 33 33

Often 13 13

everytime 11 11

Total 100 100

Source:Fielddata.

Respondentswere asked to indicate ifthey changed channelsduring

commercialandtheresultsweretabulated.Table4.7showsthatthedegree

ofattractiveness ofthe advertand its relevance to the respondents

determined theirattention to the advert.The viewers would see the

advertisementifthe ad isattractive and appealing.Hence there isa

probabilityof0.75ofaconsumerviewingtheparticularadvertisement(for

creatingawarenessandinformation)ontelevisionmakingitaneffective

modeofcommunication.

4.4Reliabilityofinternetadvertisingthroughrecall

Thesecondobjectiveofthestudywastoestablishthereliabilityofinternet

advertisingthroughrecall.First,therespondentswereaskedwhetherthey

wouldcheckanonlineadvertandthefindingspresentedintheTable4.9.

Table4.8Checkinganonlineadvert

Frequency Percent

Yes 21 21

No 79 79

Total 100 100

Source:Fielddata.

Incaseofonlineadvertising,majority(79%)ofconsumersignoredtheadvert

completelywhile21% indicatedthattheywouldcheckanonlineadvert.

Furtherthestudyfoundoutthat,outofthe21%respondents,15% saidthat
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theintentionwasnottoseetheads,buttheydidn’thaveanyoptionbutto

seethemastheywereInterstitial
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Adverts,Pop–upadsorFloatingads.Theseadseitherblocktheviewofthe

content,orappearrightinthemiddleofthepage,orkeepsonfloating

(moving)aroundwhichisconsideredtobeveryirritatingfortheconsumers.

Checkingtheadsdeterminedthelevelofinteractionwiththeonlineads.

Therefore,eventhoughthereachofinternetismuchhigherthanthatof

othermodes,itsabilitytoattractconsumersforawarenesscreationisvery

low.

Therespondentswerefurtherasked to indicatetheirpurposeofusing

internet.ThestudyfindingsareillustratedinFigure4.1.

Figure4.1Internetusage

Source:Fielddata.

AsshowninFigure4.1,30%oftherespondentsusedinternetforE-mail,25%

forinformation,andothersforchattingandsocialnetworking,indicating

thatcommunicationshasbeenthefundamentalvalueoftheinternetto

consumers.Therewasahigherchanceofinteractionwithvariousonlineads

asreflectedbythediverseusageofinternet.

To establish the reliability ofinternetadvertising through recall,the

respondentswereaskedtoindicatewhethertheywouldrecallthelastthree

TVandonlineads.
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Table4.9Adrecall

Recall

Frequency Percent

TV Yes 84 84

No 16 16

Onlineads Yes 30 30

No 70 70

Total 100 100

Source:Fielddata.

Thisisforthelastthreeadsthattheyhadseenconsciouslyorunconsciously.

IncaseofTVads,84%rememberedtheirlastthreeadswhichisaverygood

scoreintermsofcreatingawareness.IncaseofOnlineads,only54% could

remembertheirlastthreeinteractionwiththeonlineads.Therefore,onecan

easilymakeoutthereliabilityofonlineandTVadsrecallvalues.Thestudy

foundoutthatTVadsaremuchreliablethaninternetadvertisingandother

formsofadvertising.

4.5Relationshipbetweeninternetadvertisingandpurchase

decisionThethirdobjectiveofthestudywastodeterminetherelationship

betweeninternetadvertisingandpurchasedecision.Respondentswere

askedtoindicatethemodeadvertisingthatmostlyinfluencedtheirdecision

topurchaseaproduct.TheresultsweretabulatedinTable4.10.

Table4.10Modeofadvertisinginfluencingintentiontobuyproduct

Frequency Percent

Magazinesandnewspaper 17 17

Friendsandrelatives 40 40

TVCommercial 29 29

Onlineadvertisements 6 6

SocialMedia–Blogs,forums,SocialNetworking
sites

8 8

Total 100 100

Source:Fielddata.
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BasedonTable4.10above,thehighestnumberofstudents,40% ofthe

respondents were influenced to buy a productbased on information

providedbyfriendsandrelatives,withTVcommercialsbeingsecond.Online

advertisementswasleastininfluencing theirdecisionat6%.Therefore,

friendsandrelativeswerethemajorinfluencersbehinddecisionmaking.This

depictsthattraditionalform ofadvertising hasan edge overinternet

advertising in termsofconsumerpreference to mode ofadvertising.

Traditionalmodegotover86%preferencesthanthatofinternetadvertising

whichisahugemargin.

Secondly,therespondentswerealsoaskedtoindicatewhethertheinternet

adsthey came acrossinfluenced theirpurchase decision.52% ofthe

respondents indicated thatthe internetads they came across never

influencedtheirpurchasedecisionwhile48% positedthattheinternetads

theycameacrossinfluencedtheirpurchasedecision.Thisdepictsthatthe

internetadvertisinginfluencedpurchasedecisionofthecustomerstoa

moderateextentasonlynearlyhalfoftherespondentswereinfluenced

purchasedecision.

Inordertofurtherdeterminetherelationshipbetweeninternetadvertising

andpurchasedecision,therespondentswererequestedtoindicatetheir

levelofagreementonrelevantstatementsoneffectsofinternetadvertising

onpurchasedecision.TheresponseswereratedonafivepointLikertscale

where:5-Toaverygreatextent,4-Toagreatextent,3-Toamoderate

extent,2-Toalittleextent,and1-Tonoextent. Themeanandstandard

deviationsweregeneratedfromSPSSandpresentedinTable4.11.
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Table4.11Statementsoninternetadvertisingandpurchasedecision

StatementsonInternetadvertisingand
purchase

decision

Mean Standard

deviation

Internetadvertisinginfluencescustomers’
purchase

decision

4.21 0.513

durationofpageviewingisastrongdeterminant
of

theabilitytorecallbannerads

4.13 0.746

Animationcontent,theshapeofthebannerad,
and

frequencyofthead(repetition)leadsto

higheradvertisingrecall

3.92 0.841

Companiesshouldaimtostrengthencustomer

interactionswithadvertisementsontheWeb

4.11 0.62

Mostcompaniesprovideagenericexperience

toallcustomersratherthanrelyingon

customeranalysisto

deliverapersonalizedexperience.

4.01 0.738

Whencustomersweighbenefits,theybecome

emotionallyinvolvedwithadvertising

andpromotion.

4.05 0.673

Repeatedadvertisingmessagesaffect
consumer

behavior.Thisrepetitionservesasareminder

totheconsumer.

3.98 0.847

Source:Fielddata.

The study established that Internetadvertising influences customers’

purchasedecision(Mean=4.21)anddurationofpageviewingisastrong

determinantoftheabilitytorecallbannerads.Otherfactorsasrepeated

advertisingmessagesaffectconsumerbehavior.Thisrepetitionservesasa

remindertotheconsumer(Mean=3.98),andthatanimationcontent,the

shapeofthebannerad,andfrequencyoftheadrepetitionleadstohigher

advertising recall.This implies thatthe internetadvertising is a key

determinantofpurchasedecisionofthecustomersastheyconsiderittobe

aninteractionpointbetweenthem andthecompanyfrom whichtheybuy

theirproductsfrom.
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4.6Inferentialstatistics

In determining the effectiveness ofinternetadvertising on consumer

behaviour,thestudyconductedamultipleregressionanalysistodetermine

thenatureofrelationshipbetweenthevariables.

Theregressionmodelspecificationwereas

followsY=α+β1X1+ε.

Where;

Y=consumer

behaviourX1=

internetadvertising

ε=errorterm

β=coefficient

α=constant

Thestudyfurtherappliedmultipleregressionstodeterminethepredictive

poweroftheinternetadvertisingonconsumerbehaviour.Theresearcher

conductedamultipleregressionanalysissoastotestrelationshipamong

variable(independent)ontheconsumerbehaviour.Theresearcherapplied

thestatisticalpackageforsocialsciences(SPSSV17.0)tocode,enterand

computethemeasurementsofthemultipleregressionsforthestudy.

Coefficientofdeterminationexplainstheextenttowhichchangesinthe

dependentvariablecanbeexplainedbythechangeintheindependent

variables orthe percentage ofvariation in the dependentvariable

(consumer behaviour)that is explained by the independent variable

(internetadvertising).

Table4.12ModelSummary

Model R RSquare
Adjusted R

Square

Std.Error of

theEstimate

1 0.919 0.845 0.789 0.6273

Source:Fielddata.
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Theindependentvariablethatwasstudied,explainonly84.5%ofthe

consumerbehaviourasrepresentedbytheR2.Thisthereforemeansthat

otherfactorsnotstudied
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inthisresearchcontribute15.5% oftheconsumerbehaviour.Therefore,

furtherresearchshouldbeconductedtoinvestigatetheotherfactorsthat

affectconsumerbehaviour.

Table4.13ANOVAoftheRegression

Model Sum of

Squares

df Mean
Square

F Sig.

1 Regression 2.534 50 1.267 9.475 .000a

Residual 9.307 200 2.327

Total 11.841 250

Source:Fielddata.

Thesignificancevalueis0.000whichislessthan0.05thusthemodelis

statisticallysignificanceinpredictinghow internetadvertisingaffectsthe

consumerbehaviour.TheFcriticalat5%levelofsignificancewas3.23.Since

FcalculatedisgreaterthantheFcritical(value=9.475),thisshowsthatthe

overallmodelwassignificant.

Table4.14Coefficientofdetermination

Model Unstandardiz

ed

Coefficients

Standardiz

ed

Coefficient

s

t Sig.

B Std.ErrorBeta

1 (Constant) 1.147 0.2235 5.132 0.000

Internet
advertising

0.752 0.1032 0.1032 7.287 .000

Source:Fielddata.

Multipleregressionanalysiswasconductedastodeterminetherelationship

betweenconsumerbehaviourandtheoneindependentvariable(internet

advertising).AspertheSPSSgeneratedtable,regressionequation

(Y=α+β1X1+ε)becomes:

(Y=1.147+0.752X1+ε)
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Accordingtotheregressionequationestablished,takingallfactorsinto

account(internetadvertising)constantatzero,consumerbehaviourwillbe

1.147.Thedatafindingsanalyzedalsoshowsthattakingallotherindependent

variablesatzero,aunitincreaseininternetadvertisingwillleadtoa0.752

increaseinconsumerbehaviour;Thisinfersthatinternetadvertising

contributemosttotheconsumerbehaviour.At5%levelofsignificanceand

95%levelofconfidence,internetadvertisingwasasignificant,factorin

predictingtheconsumerbehaviour.

Toquantifythestrengthoftherelationshipbetweenthevariables,thestudy

usedKarlPearson’scoefficientofcorrelation.ThePearsonproduct-moment

correlationcoefficient(orPearsoncorrelationcoefficientforshort)isa

measureofthestrengthofalinearassociationbetweentwovariablesandis

denotedbyr.ThePearsoncorrelationcoefficient,r,cantakearangeof

valuesfrom +1to-1.A valueof0 indicatesthatthereisnoassociation

betweenthetwo variables.A valuegreaterthan0 indicatesapositive

association,thatis,asthevalueofonevariableincreasessodoesthevalue

oftheothervariable.Avaluelessthan0indicatesanegativeassociation,

thatis,asthevalueofonevariableincreasesthevalueoftheothervariable

decreases.The data presented before on internet advertising was

computedintosinglevariablesperfactorbyobtainingtheaveragesofeach

factor.Pearson’s correlations analysis was then conducted at 95%

confidenceintervaland5% confidencelevel2-tailed.TheTable4.15below

indicates the correlation matrix between the internetadvertising and

consumerbehaviour.

Table4.15Correlationmatrixandthecoefficientofdetermination

Consumerbehaviour Internetadvertising

Consumerbehaviour(r)

(p)Sig.(2tailed)

1.000

Internetadvertising(r) 0.894 1.000

(p)(2tailed) 0.018

Source:Fielddata.

According to the Table 4.15,there is a positive relationship between
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consumerbehaviourand internetadvertising ofmagnitude 0.894.The

positive relationship indicatesthatthere isa correlation between the

consumerbehaviourwithinternetadvertising.
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Thisnotwithstanding,allthefactorshadasignificantp-value(p<0.05)at

95% confidence level.The significance valuesforrelationship between

consumerbehaviourandinternetadvertisingwas0.018.Thisimpliesthat

internetadvertisingwasasignificantfactoronconsumerbehaviour.

4.7Discussionoffindings

Thestudyestablishedthattheeffectivenessofinternetadvertisingonreach

andcreationofawarenesswasdeterminedbythelevelofknowledgeabout

theexistingplatformsofadvertisementsadoptedbyvariouscompaniesin

Kenya.Mostoftherespondentshadapositiveattitudetowardsadvertising

asillustratedbytheirvariousperceptionsabouttheuseofadvertising.This

clearlyshowsapositiveattitudetowardadvertisingandhenceisagood

indicationformarketers.ThefindingsaugmentthefindingsofBaltas(2003)

whoindicatedthatmarketingisperceivedbytheinternetusersasamajor

sourceofinformationonavailableproductinthemarketasreflectedby

theirpositiveattitudeintheworldover.AccordingtoCalisir(2003)internet

advertisingisaneffectivechannelformarketingastheadisattractiveand

appealingwhichchangesfromtimetotime.

Thestudyestablishedthateventhoughthereachofinternetismuchhigher

thanthatofothermodes,itsabilitytoattractconsumersforawareness

creationisverylow.Thestudyconcludesthatthereliabilityofinternet

advertising through recallwaslow asonly a smallpercentage ofthe

respondentscouldrecalltheonlineadstheyhadseen..Thestudyfoundthat

TV adsare much reliable than internetadvertising and otherformsof

advertising.ThefindingsarecorroboratedwithDanaherandMullarkey(2003)

whopositedthatTVadsaremuchreliablethaninternetadvertising.

Thestudyestablishedthatfriendsandrelativeswerethemajorinfluencers

behinddecisionmaking.Thisdepictsthattraditionalform ofadvertisinghas

anedgeoverinternetadvertisingintermsofconsumerpreferencemodeof

advertising.Traditionalmodegothighpreferencesthanthatofinternet

advertising which is a huge margin.According to Cho (2003)in the

developing economiesthetraditionalform ofadvertising hasagreater
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marketsharecomparedwiththeinternetadvertisingintermsofconsumer

preferencemodeofadvertising.
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Thestudyestablishedthatinternetadvertisinginfluencedpurchasedecision

ofthe customers to a moderate extentas only nearly halfofthe

respondentswereinfluencedpurchasedecision.Thestudyestablishedthat

internetadvertising isa key determinantofpurchase decision ofthe

customers.The study also established that internet advertising has

significantrelationship with purchase decision ofthe consumers.The

findingsaugmentearlierfindingsofGoldsmithand Lafferty(2002)that

internetadvertising isa key determinantofpurchase decision by the

customersandthatinternetadvertisinghasanassociationwithpurchase

decisionoftheconsumers.
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CHAPTERFIVE

SUMMARY,CONCLUSIONANDRECOMMENDATIONS

5.1Introduction

This chapter presents summary of findings, conclusion and

recommendationsofthestudyinlinewiththeobjectivesofthestudy.

5.2SummaryoftheStudy

Thestudyfoundthattheeffectivenessofinternetadvertisingonreachand

creationofawarenesswasdeterminedbythelevelofknowledgeaboutthe

existingplatformsofadvertisementsandtimespentonthesemedia.On

average,apersonspentmorethan4hoursontheinternetduringhisfree

timethanthatofTVandmoviesandprintmedium andthereforethereach

ofinternetmedium ismuchbetterthanthatofothermedia.A higher

percentageindicatedthattheyweremadeawareofexistenceofvarious

productsthrough internetadvertising and therefore itwaseffective in

creatingawareness.Thestudyrevealedthattheabilityoftherespondentsto

recalltheinternetadswaslowcomparedtoTV,andthereforeeventhough

thereachofinternetismuchhigherthanotherforms,TVadsaremuchmore

reliablethaninternetadvertising Danaherand Mullarkey(2003).Internet

advertisingisakeydeterminantofpurchasedecisionofthecustomersas

theyconsiderittobeaninteractionpointbetweenthem andthecompany

from whichtheybuytheirproductsfrom.Thestudyalsoestablishedthat

internetadvertisinghassignificantrelationshipwithpurchasedecisionof

the consumers.From the Pearson’s correlations analysis,the study

establishedthatthereisapositiverelationshipbetweenconsumerbehaviour

andinternetadvertising

5.3Conclusion

Theobjectiveofthestudywastodeterminetheeffectivenessofinternet

advertisingonconsumerbehaviourusingasampleofUniversityofNairobi

students.Afteranalysisofthestudyfindings,thestudyconcludesthatthe

effectivenessofinternetadvertisingonreachandcreationofawareness
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wasdeterminedbythelevelofknowledgeabouttheexistingplatformsof

advertisementsadoptedbyvariouscompaniesinKenyaandtimespenton

various media. Internet advertising was

effectiveinprovidinghigherreachandcreationofawareness.However,inspiteof
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thediverseusageofinternetandwideinteractionwithvariousinternet

advertisements,fewerrespondentswereabletorecalltheinternetadsthey

hadseen.Thisimpliesthatthereliabilityofinternetadvertisingisquitelow.

TheresearchestablishedthatTVadvertisingismorereliablethaninternet

advertisingthereforeconformingwithDanaherandMullarkey(2003),that

TVadsaremuchreliablethaninternetadvertising.

Thestudyconcludesthatinternetadvertisinginfluencedpurchasedecision

ofthe customers to a moderate extentas only nearly halfofthe

respondents were influenced purchase decision. However, internet

advertisingisakeydeterminantofpurchasedecisionofthecustomersas

theyconsiderittobeaninteractionpointbetweenthem andthecompany

from whichtheybuytheirproductsfrom.Thestudyalsoconcludesthat

internetadvertisinghassignificantrelationshipwithpurchasedecisionofthe

consumers. The study further concludes that internet advertising

contributesmosttotheconsumerbehaviorandthatinternetadvertising

wasasignificantfactorinpredictingtheconsumerbehaviour.Inaddition,

thereisapositiverelationshipbetweenconsumerbehaviourandinternet

advertising.Thisimpliesthatcompaniesshould investmore in internet

advertisingtoincreasetheirmarketshareandconductamarketresearchon

the differentmarketsin variouscountriesto ensure thatthe internet

advertising initiativesbeing implemented suitsthe targeted marketsto

improveproductpurchases.

5.4Recommendations

Thestudyestablishedthatthereliabilityofinternetadvertisingislow and

thereforerecommendsthatthemanagementofcompaniesusinginternet

advertisingshouldprovideuniqueexperiencetoitscustomersbasedon

customeranalysistodeliverapersonalizedexperiencetothecustomers,

Calisir(2003).Thestudyalsofoundthatinternetadvertisingiseffectivein

reachand creationofawarenessand recommendsthatthecompanies

shouldinvestmoreininternetadvertisingtoincreasetheirmarketshareand

provideproductinformation.

Finally,thestudydeterminedthatthereisapositiverelationshipbetween
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internet advertising and consumer purchase decision and further

recommendsthatcompaniesshould conductamarketresearchonthe

differentmarketsinvariouscountriesto
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ensurethattheinternetadvertisinginitiativesbeingimplementedsuitsthe

targetedmarketstoimproveproductpurchases.Thisisbecausethereexist

differentcontextualrealitiesbetweendifferentmarketsWolin(2002).

5.5Suggestionsforfurtherstudies

Since thisstudy explored the effectivenessofinternetadvertising on

consumerbehaviour:thecaseofUniversityofNairobiStudents,thestudy

recommendsthatasimilarstudyshouldbedoneinaprivateuniversityfor

comparisonpurposesandtoallow forgeneralizationoffindingsonthe

effectiveness of internet advertising on consumer behaviour.As as

suggestedbyGongandMaddox(2003),“futureresearchcanlookintothe

impactofweb advertising across differentcountries and cultures to

enhancetheglobalunderstandingofwebadvertisingeffectiveness”(p:46).
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APPENDICES

APPENDIXI:RESEARCHQUESTIONNAIRE

SECTIONA–BACKROUNDINFORMATION

1.Yearofstudy?

☐YearI☐YearII ☐YearIII ☐YearIV ☐Other,Specify2.Age

Group(yrs):☐upto18 ☐19to25 ☐26to40 ☐41to55 ☐55+

3.Gender:☐Male ☐Female

4.Programmeenrolledin?

☐ModuleI ☐ModuleII

5.Whereisyourplaceofresidence?

☐UniversityHostels ☐Other,specify

SECTIONB–ATTITUDES,REACHANDAWARENESS

6.DoyoulikeAdvertisements?

☐Yes

☐Informative

☐No

☐Irritating

☐Entertaining ☐Annoying

☐Createsawareness ☐Wasteoftime

7.Howmuchtimedoyouspendon?

TV,Movies ☐<1hr☐1-2hrs ☐2-4hrs ☐4-6hrs ☐>6hrs

Newspaper,Mags☐<1hr☐1-2hrs ☐2-4hrs ☐4-6hrs ☐>6hrs

Radio ☐<1hr ☐1-2hrs ☐2-4hrs ☐4-6hrs ☐>6hrs

Internet ☐<1hr ☐1-2hrs ☐2-4hrs ☐4-6hrs ☐>6hrs

8.DoyouwatchtheTV/orlistentoRadiocommercialsduringcommercial
break?

☐Yes

☐Informative

☐No

☐Irritating

☐Entertaining ☐Annoying

☐Createsawareness ☐Wasteof

time

9.Ichangethechannelduringcommercialbreaks…

☐Never ☐sometimes☐dependsonad ☐often ☐everytime



ii

SECTIONC:ADRECALL

10.WhichisthelastNewspaper/Magazineadyouremember?Whichbrand
wasit?

11.WhichisthelastTVcommercialyouremember?Whichbrandwasit?

12.NameanythreeTVcommercialsyourememberlately

1.

2. 3.

13.Doyousee/checkonlineads/mailswhenyousurftheinternet?

☐ Never ☐sometimes ☐dependsonad ☐often ☐everytime

14.Whichisthelastonlineadyouremember?Whichbrandwasit?

15.Nameanythreeonlineadsyouremember

lately1.

2. 3.

SECTIOND:INFLUENCERS,PREFERENCEANDPURCHASEDECISION

16.Youusetheinternetfor?(Ranktheminorderofyourpreference)

☐ChattingandSocialNetworking ☐

☐Email ☐

☐Information ☐

☐Entertainment ☐

☐E-Commerce ☐

☐Downloading ☐

17.Whatmodeofadvertisinginfluencesyoutobuyanyproduct?

☐Magazinesandnewspaper

☐Friendsandrelatives

☐TVCommercial

☐Onlineadvertisements

☐SocialMedia–Blogs,forums,SocialNetworkingsites

18.Whichmodeofadvertisingwouldyouprefer?(Rankinorderofpreference)

☐TVCommercials ☐

☐PrintAds:Newspaper,Magazines ☐
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☐Baners,Posters ☐

☐OnlineAds:Banners,Emails, ☐

19.Haveyoumadeanypurchasesafterseeinginternetads?

☐ Yes ☐No

20.Whatisthe relationship between internetadvertising and purchase

decision,Pleasetickwhereappropriate:5-Toaverygreatextent,4-Toa

greatextent,3-Toamoderateextent,2-Toalittleextent,and1-Tonoextent.

1 2 3 4 5

StatementsonInternet

advertisingandpurchasedecision

Tono

Extent

To a

little

exten

t

Toa

moderat

eextent

To a

great

exten

t

Toa

very

grea

t

extent
Internet advertising
influences

customers’purchasedecision
durationofpageviewingisa

strongdeterminantoftheability

torecall

bannerads
Animationcontent,theshapeof

thebannerad,andfrequencyof

thead(repetition)leadstohigher

advertising

recall
Companiesshouldaimto

strengthencustomer

interactions with

advertisementsontheWeb
Most companies provide a

generic experience to all

customersratherthanrelyingon

customeranalysisto

deliverapersonalizedexperience.
Whencustomersweighbenefits,

theybecomeemotionallyinvolved

with

advertisingandpromotion.
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Repeatedadvertisingmessages

affectconsumerbehavior.This

repetition

servesasareminderto
theconsumer.


