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ABSTRACT 
 
In recent years, the trend of marketing has been changed and companies are adopting new marketing 
strategies. With the help of social media, companies utilize technology for marketing. Social media is 
internet based marketing strategy which is active and exciting. It is very effective as one can contact to 
thousands and millions of people at one time. As now a day’s internet is mostly used by all the people. In 
this comparative world social media marketing is new trend, such as blogs, community sites, video sharing 
sites, popups on internet, online advertisement etc. are strategies to market the products. One popular 
and mostly used form of advertising on the internet is pop-up advertising. Popup advertisement have been 
said to be appealing and it has important effect on perception and awareness of the consumers, but more 
recently, because they’ve proven to be more and more intrusive, they are deemed to be uninformative, 
plainly annoying and disturbing to users. This study intended to examine the effect of pop-up advertising 
on consumer purchase behaviour. The population of this study were students in Caleb University Lagos 
and the scope covered, Caleb University, Imota Ikorodu, Lagos.  The Statistical Package for Social Sciences 
(SPSS) and inferential statistics were adopted to analyse the result of this study. The study looked at the 
effect of pop-up advertising on consumer reaction, consumer loyalty and consumer retention. The study 
concluded that pop-advertising had significant effects on consumer purchase behaviour.  
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1. INTRODUCTION 
 
Advertising iis ithe iuse iof imethods iand imeans ito ibring iproducts, iservices, iopinions ior causes ito 
public inotice ifor ithe ipurpose iof ipersuading ithe ipublic ito irespond, iin ia icertain way, imostly 
positively itowards iwhat iis ibeing iadvertised. i iSome iof ithe itechniques iof advertising iare ibillboards, 
radio, itelevision, imails, inewspapers, imagazine iand iin irecent time, isocial imedia, iblogs iand iwebsites.  
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In irecent iyears, ithe itrend iof imarketing ihas ibeen ichanged iand icompanies iare iadopting inew 
marketing istrategies. iWith ithe ihelp iof isocial imedia, icompanies iutilize itechnology ifor imarketing. 
Social imedia iis iinternet ibased imarketing istrategy iwhich iis iactive iand iexciting. iIt iis ivery ieffective 
as ione ican icontact ito ithousands iand imillions iof ipeople iat ione itime. iAs inow ia iday’s iinternet iis 
mostly iused iby iall ithe ipeople. iIn ithis icomparative iworld isocial imedia imarketing iis inew itrend, such 
ias iblogs, icommunity isites, ivideo isharing isites, ipopups ion iinternet, ionline iadvertisement ietc. iare 
strategies ito imarket ithe iproducts, i(Longani, iK.D i2018).  
 
One ipopular iand imostly iused iform iof iadvertising ion ithe iinternet iis ipopup iadvertising. iPopup 
advertisement iis ia iform ior itype iof ionline iadvertising ifocused ion iattracting iweb itraffic. i iPopup 
advertisement ihave ibeen isaid ito ibe iappealing iand iit ihas iimportant ieffect ion iperception iand 
awareness iof ithe iconsumers, i(Longani iK.D i2018). iEarly ipopup iadverts iwere iproved isuccessful iin 
creating ia ipositive iawareness ior i“feel” ito iusers iand iconsumers. iMore irecently, ibecause ithey’ve 
proven ito ibe imore iand imore iintrusive, ithey iare ideemed ito ibe iuninformative, iplainly iannoying iand 
disturbing ito iusers. i  So iconsidering ithe iattitude itowards ithe iAd iTheory ifor ithe ibasis iof Consumer 
Purchase iBehaviour;  
 
It iprompts inegative iattitudes iand iactions isuch ias iactive iavoidance iwhen iseen ior inoticed. iThis iin 
turn iaffects ithe ibrand iperceptions i(awareness iand iimpressions). iPop-up iadverts, igenerally iknown 
for itheir iintrusive iand imeddlesome idisposition, ioften iinfers iwith ithe iAttention iPsychology iof ithe 
consumer, iand iwhat iis iits iadverse ieffect? iIt isimply ibreaks ithe iattention ispan/stream iby inot 
advertently iimparting ior icontributing ito ithe igiven itask ior iconsumer imission iat ihand. i  
 
On ithe iother ihand, iPop-up iadvertisement ion ithe iinternet ihas ihelped icompanies iin iengaging iin ia 
direct, iwell-organized, icost ieffective, ishort iand ireaching ito ithe iend iconsumers iin iless itime ias 
compared ito ia inormal iadvertisement itool. iPop-up iadvertisement iis imore iadvantageous ito ilarge 
multinational, ismall iand imedium isized icompanies ias iwell ias iall inon-profit iand igovernment iagencies. 
With ithe ihelp iof ipop-pup iadvertisement icompany iand iconsumers ican iactively iinteract iwith ieach 
other. iIt igives ithe iconsumers iopportunity ito ilike icertain iadvertisement iand ireacts ito iit. iMany 
consumers iare iusing isocial imedia imore ioften ito isearch iinformation ithan ithe itraditional imethod 
for ipurchase idecision. i  
 
Recent i iresearch i i(Chan, i iDodd i i& i iStevens, i i2004) i ion iattitudes iabout ipop-up iadverts iindicates 
a i i“strong iand iintense idislike i ifor i ipop-up i iadverts, i iresulting i iin i ia i inegative i iattitude itowards 
the iwebsite iitself iand ithe ibrand iowner” i. iFor iinstance, iInterference i iwas i ian iexplanation; i i84% i 
of i irespondents i istated i ipop-up i iadverts iinterfere i iwith i itheir ireading i ior iusing i ia iWeb i ipage 
(Denes, i2001). iGoing ithrough ia iwebsite iand ia iJumia ipop-up iad icomes ion, ior iwatching ia ivideo 
on iYouTube iand ia iNetflix ipop-up iad icomes ion. iConsumers/internet iusers isay ithat ithey iare iquick 
at ipressing ithe i‘X’ ibutton ior i‘skip’ ijust ito iget irid iof ithe iadvert iinterfering iwith iwhat ithey iare 
viewing. iBut, isome iusers ihave isaid ithey iget ito iknow iabout ia ibrand iby ithe icontinuous ipop-ups, 
and ithey iare imoved ito iclick ion ithe iadverts ijust ito isee iwhat ithe ibrand ihas ito ioffer iand ialso 
purchase.  
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1.1 iStatement iof iProblem  
It iis ino inews ithat imany iconsumers ihave isaid ithat ithe imanner iin iwhich ipop-up iadvertisements 
appear ion itheir iscreen iwhen ithey iare isurfing ithe iinternet ithrough ia iwebsite ior ia iblog ior iany 
social imedia iplatform iis iannoying. iThey ifind iit iuncomfortable ithat isome ibrands iconstantly imake 
their iadvertisement ipop-up iwithout iwarning. iAlthough isome imarketing iand iadvertising iexperts ihave 
said ithat ipop-up iadvertisement ihave itheir ibenefits iin ithe isense ithat iit iis irepetitive iand icauses ian 
initial ireaction ifrom ithe iconsumers iit ishould ibe iadopted iand inot itotally iscrapped. iSome ihave isaid 
it ishould ibe iscrapped ibased ion iconsumer ireactions. iUsing imyself ias ia imini icase istudy, iwhen 
adverts ipop-up ion imy iscreen iI iimmediately ilook ifor ithe i‘close’ iicon ito iclose ithe iadvert. iThe 
timing iat iwhich ithe iadvert ipops iup ican ibe iannoying iand idistracting. iBut ion ithe iother ihand, ithere 
are itimes ipop-up iadverts ihave imade ime iwant ito icheck iout ia iparticular ibrand.  
 
In iNigeria, ione iof ithe itop ibrands ithat iuse ipop-up istyle iof iadvertising iis iJumia. iJumia iis ia ilarge 
online iretail istore ithat iallows iconsumers ito iinteract iwith isellers. iThis ibrand ibuilt iits iawareness 
through ipop-up iadvertising iand iit iis isafe ito isay iit ihas ibecome ia ibig ibrand iin irecent itimes.  There 
are ipeople iwho ihave isaid ithat ipop-up iadverts ican ibe iannoying iwhile iothers ihave isaid iit ihas helped 
them ito iknow iabout ia iparticular ibrand ior iproduct iand iinfluenced itheir ipurchase idecision, ithis 
study iwill ihelp ito idefine iand iunderstand ithe ieffect ipop-up iadvertisement ihas, ibe iit inegative ior 
positive ion iconsumer ipurchase idecision iand ibehaviour, iand ialso ithe iproportion ito ithe iother. i  
 
1.3 Research Objective i 
The imain iaim iof ithis istudy iis ito iunderstand ithe ieffect iof ipop-up iadvertising ion ithe ipurchase 
ibehaviour iof iconsumers iin iCaleb iUniversity, iImota, iLagos.  
 
The ispecific iobjectives iare ito:  

i Examine ithe ieffect iof ipop-up iadvertising ion iconsumer ireaction 
ii Evaluate the ieffect iof ipop-up iadvertising ion iconsumer iloyalty 
iii Determine ithe iinfluence iof iwebsites, iblogs iand isocial imedia ion iconsumer iretention. i  

i 
1.4 iResearch iQuestion  
This istudy iwill ihelp iin ianswering ithe ifollowing iquestions;  

i  What iis ithe ieffect iof ipop-up iadvertising ion iconsumer ireaction?  
ii  How idoes ipop-up iadvertising iaffect iconsumer iloyalty?  
iii  How ido iwebsites, iblogs iand isocial imedia iinfluence iconsumer iretention?  

 
1.5 iHypotheses  
𝐇01: iThere iis ino ipositive irelationship ibetween ipop-up iadvertising iand iconsumer ireaction  
𝐇𝟎𝟐: iThere iis ino ipositive irelationship ibetween ipop-up iadvertising iand iconsumer iloyalty  
𝐇𝟎𝟑: iThere iis ino ipositive irelationship ibetween iwebsites, iblogs iand isocial imedia iand iconsumer  
         retention.  
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2. RELATED LITERATURE 
 
This ichapter icompares iother iliterary iworks ion ithe itopic iand iother iwriters’ iopinions. iThe ichapter 
ishall ireview iall ivariables iinvolved iin ithe iproject iby iaddressing ipop-up iadvertisements iand 
iconsumer ipurchase ibehaviour itowards ipop-up iadvertisements. iThe ichapter ishall ialso ireview 
itheoretical iconcepts ithat iagree iwith ithe isubject imatter iand iempirical iknowledge.  
 
2.1 iTheoretical iFramework  
The iImplicit-Effects iContext iand iEffects iof iExposure ito iLogo iTheory  
Studies icoping iwith ithe imere iexposure ieffect i(Zajonc, i1968) iuse ian iexperimental iapproach 
irelated ito ithe ione imade iused iof iin ian iimplicit-effects icontext. iVarious istudies ihave ishown ithat 
irepeated iexposure ito ia imessage icontaining ia ibrand ilogo, iviewed iat ia ilow iattention ilevel, ileads 
ito ibetter iratings iof ithe ibrand i(Grimes i& iKitchen, i2007). iMere iexposure ieffects iare imajorly 
iembedded iin iimplicit imemory i(Lee, i2001). iWhen iexposure iinitiates iwilled iperception iof ithe 
istimulus, ithe iexperimental iapproach imust ibe idesigned iso ithat, iat ijudgment itime, ithe isubjects 
icannot iexplicitly irecollect ior ithink iback ito ithe istimulus ipresented. iWhen ithe imessage icomprises 
iof ionly ia ibrand ilogo, iwhat icognitive iprocesses iare iat iwork? iThe imore ia iperson iis iexposed ito 
ithe ibrand ilogo, ithe isolid ithe ifluidity iof imental inetworks ilinked ito ithe iperceptual irepresentation 
iof ithe ibrand iwill ibe. iThis iease iof iprocessing ileads ito ia ipositive iattitude itoward ithe ibrand. i  
 
Theory iof iReasoned iAction i  
Ajzen iand iFishbein i(1980) ipropounded ithe itheory iof ireasoned iaction. iAccording ito ithis itheory, 
attitude itowards ibehaviour iis ione iof ithe iimperative iindicators iof ibehavioural iintention. iAttitude 
is idefined ias i‘an iinternal ievaluation iof ian iobject isuch ias ibranded iproduct’. iLutz i(1985) iestablished 
that iconsumer iattitude itowards ithe iadvertisement iaffects iconsumer iexposure, iattention iand 
reaction ito ithe iindividual iadvertisement ithrough ia ivariety iof icognitive iand iaffective iprocesses. iIn 
consumer ibehaviour iresearch, iattitude itowards ithe iadvertisement, iattitude itowards ithe ibrand iand 
purchase iintent iare imostly iused iconstructs ifor ipredicting ithe ieffectiveness iof imarketing 
communications ion idifferent imedia i(Trivedi).  
 
Nelson’s iTheory  
The iessence iof iNelson’s i(1970, i1974) itheory iis ithe iidea ithat ifor iexperience igoods, iconsumers 
should irationally iinfer ithat ionly ihigh-quality iproducts iwould ispend imuch iin iadvertising. iThis iis 
because ionly ihigh-quality ibrands ican icount ion iobtaining ia isignificant inumber iof irepeat ipurchases. 
Low-quality ibrands ipretending ito ibe ihigh iquality iwill ibe i‘‘discovered’’ ito ibe ipoor ivalues iafter ithe 
first ipurchase, iwill inot igenerate irepeat ipurchases, iand iso icannot ijustify imatching ithe ihigh-quality 
firm’s iadvertising iexpenditures. iFor isearch igoods, ion ithe iother ihand, iadvertising icopy iwill ibe 
directly iinformative, iand iadvertising ispending ihas ino isignalling irole ito iplay i[Nelson’s itheory ican 
be iseen ias igiving ia ilogical ibasis ifor iwhy iconsumers ishould iuse ia ibrand’s ipresence iin ithe imedia 
as ia icue ito iits ipopularity ior iacceptability iwith iother iconsumers; iSutherland iand iGalloway, i1981.  
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Psychological iTheory  
In ithe iearly i20th icentury, ipsychologists iWalter iD. iScott iand iJohn iB. iWatson icontributed iApplied 
Psychological itheory ito ithe ifield iof iadvertising. iScott iasserted ithat i“Man ihas ibeen icalled ithe 
reasoning ianimal ibut ihe icould iwith igreater itruthfulness ibe icalled ithe icreature iof isuggestion. iHe 
is ireasonable, ibut ihe iis ito ia igreater iextent isuggestible” i(Benjamin i& iBaker). iHe idemonstrated 
this ithrough ihis iadvertising itechnique iof ia idirect icommand ito ithe iconsumer. iThe iformer ichair at 
iJohns iHopkins iUniversity, iJohn iB. iWatson iwas ia ihighly irecognized ipsychologist iin ithe i1920s. 
After ileaving ithe ifield iof iacademia ihe iturned ihis iattention itowards iadvertising iwhere ihe iactualized 
the iconcepts iof ibehaviourism iinto iadvertising. iThis icentred ion iappealing ito ithe ifundamental 
emotions iof ithe iconsumer: ilove, ihate, iand ifear. iThis isort iof iadvertising iproved ito ibe iextremely 
viable ias iit isuited ithe ichanging isocial icontext iwhich iled ito imassive iinfluence iof ifuture iadvertising 
strategy iand isecured ithe iplace iof ipsychology iin iadvertising.  
 
2.2 iConceptual iReview i  
  
This isection ireviews ipop-up iadvertisement iand iits ieffectiveness. iThe iconceptual ireview ifocuses 
ion idefinitions, imerits iand imerits iof ivariables iunder ithis istudy. i  
 
Pop-up iAdvertisement  
Pop-up iadvertisement iis idefined ias ia icomputer iwindow iwhich iopens iin ifront iof ithe icurrent ione, 
displaying ian iadvertisement, ior ientire iwebpage. iThey iappear iin ia iseparate iwindow ion itop iof ithe 
content ia iuser iis iviewing. iUsually, ithe ipop-up iwindow iwill inot igo iaway iuntil ithe iuser iactively 
closes iit. iCho, iet ial i(2001) ihas iobserved ithat ipop-up iadverts ihave ibecome icommon ias ia iresult 
of iusers’ ifriendly iattitude itowards iit.  
The iauthors iobserve ithat ipop-up iadverts icommand ihigher purchase iintention ithan istandard ibanner 
iadverts. iHowever, iEdwards iet ial. i(2002) iexplain ithat pop-up iadverts iare iperceived ias iirritating 
iand iannoying. iThe ireason iwhy ipeople ihave inegative iattitudes towards ipop-up iis ithat ithey 
iinterrupt ithe iweb iactivities iof iusers. iFor iinstance, iin ia istudy conducted iby iGartner i(2002) iit iwas 
iobserved ithat icompared iwith iother iforms iof ionline advertisement, ipop-up iadvertisements iare 
iconsidered iby iconsumers ias ithe imost iirritating.  
 
From ian iadvertiser‘s iperspective, ihowever, iirritating iads imay inot ialways ibe ibad. iSome iInternet 
advertisers iuse ipop-up iads ibecause iof ithe i―in iyour iface‖ iimpact ithey ihave i(Dillabough, i2002). 
However, imajor ionline icontent/service iproviders isuch ias iEarthLink iand iAmerica iOnline ihave 
recently iresponded ito iconsumers’ icomplaints iabout ipop-ups iby iemploying inew isoftware ithat 
allows iusers ito iblock ipop-up iads i(―America iOnline,‖ i2003). iSome iadvertisers iare ialso iattempting 
to imake ipop-up iadverts iless iannoying. iOne istrategy iis ito iuse ithem iin isituations iwhere iusers iare 
likely ito ibe ionline ifor idiversion ior ito iavoid iboredom irather ithan iwhere ithey iare ifocused ion ia 
specific igoal. iAnother istrategy ito ireduce iannoyance imay ibe ito iincrease ithe ivalue iof ipop-up 
adverts. iEdwards iet ial. i(2002) ifound ithat iwhen ipop-up iads iprovided ivalue ito iconsumers, ithey 
were iperceived ias iless iirritating.  
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G. iSusanne iBahr iand iRichard iA. iFord istated ithat iPop-up iconsumption iis ia istandard ioperating 
procedure iin iHCI i(Human iComputer iinteraction) iand iused ifor inon-expert ionline iusers promoted 
ito imake ia idecision. iThese itwo iauthors ialso imentioned ithat imost iindustries ihave engendered 
ihuge irange iof icommercial iproducts iin iPop-up iformat iwhich ican ihelp icustomers ito either iblock 
ior iallow ithis iverity iof ipop iup icommunication.  
 
Kim iet ial, i2009 iargued iabout ipop-up istore, ishe isaid ithat ia ipop-up istore iis ia itemporary 
opportunity ifor ibrands iand ialso idesigners ito idisplay itheir iproducts iin ia ilimited itime iin ia ibox 
which iis icalled ia ipop-up istore. iShe iintroduced ithat ias ian iefficient ipattern ifor idoing ithe marketing 
iin iweb iand ieven ia ispecial iway ito icreate idemand ifor ithose iproducts iwhich ihave inot been isold 
iin ithe istore i(Kim, iFiore iet ial. i2010). iManchanda iet ial i2006 iinvestigated ion ipop-up promotion 
iand iher ifindings ishows ithat ipop-up ihave isome icharacteristics ithat ican ibe iutilized ito improve 
icustomer iresponse iover ithe iinternet i(Manchanda, iDubé iet ial. i2006).  
 
2.3 iModels iof iConsumer iBehaviour  i 
There iare idifferent iconsumer imodels iwhich ihelp ius iin ithe iunderstanding iof iconsumer ibehaviour. 
iAccording ito iBerkman i(1986), ithere iare itwo itypes iof iconsumer imodel.  
 
• Traditional iModels: iEconomic, iLearning, iPsychological iand iSociological. i  
• Contemporary iModels: iHowarth iSheth, iEngel-Blackwell-Kollat iand iNicosia.  
 
Consumer iReaction  
This iis ihow iconsumers irespond ito ia ibrand, iit iproducts, iservices, iadvertisement iand imarketing. 
As iin ithe icase iof ipop-up iadvertising, iconsumer ireaction iis ithe iinitial iresponse ito ia ipop-up advert. 
It ican ibe ipositive, inegative ior ineutral. iIt ican istir iup icuriosity ifrom ithe iconsumer. iIt iis ithe 
perception iof ithe iconsumer, iand ibrands ithat iuse ipop-up iadverts ishould ibe iable ito ipositively 
influence ithe iperception iof ithe iconsumer. iThis iwill idetermine iwhether ithe iconsumer iwill icheck 
out ithe ipop-up iadvert ior iskip. iPop-up iadverts ishould ibe ijeered itowards ireceiving ipositive 
reactions ifrom iconsumers, ibut iit istill idoes inot ichange ithe ifact ithat ithe ireactions iof iconsumes 
will ivary ifrom ithe iother. i  
 
Consumer iLoyalty i  
When ia iconsumer iis iloyal ito ia iparticular ibrand, ithey iare inot ieasily iswayed iby iaccessibility ior 
ipricing. iThey iare iwilling ito ipay imore ias ilong ias ithey iare igetting ithe isame iquality iof iproduct ior 
iservice ithey iare ifamiliar iwith.  
 
2.4 iEmpirical iReview  
This isection ireviews iand icritiques ithe icontributions iof ivarious iauthors iand iresearchers ion ipopup 
advertisement iand iconsumer ipurchase ibehaviour. iVarious igaps iin ithe iliterature iare ialso iidentified 
with ia iview ito iproviding isuggested isolutions ito ibridging ithese igaps. Anna iBergqvist iin iher ithesis, 
i2006 iresearched ion ipop-up istores iand ipop iup iretailers, ishe recounts the iadvantages iand 
iopportunities iof ipop-up iretails ibase ion iliterature iand iexplains ithat ipop-up stores iunique ifeatures 
iare iits iprovisional iexistence i.In ipop-up istores, ifirms ilet ithe istore iget ian opening isuddenly iand 
imake iit ivanish iafter ia iwhile iand iduring ithis itime ihave ito iseize ithe ionline customers iattention. 
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iAccording ito iher ithesis ipop-ups ican ibe iboth i“mobile” iand i“event idriven”. Anna iintroduces iit ias 
ia icapable iway iof iirregular imarketing itechnique. iThe imajor ifocus iappears when ia ibrand iwants ito 
ipresent ia inew iproduct ithat itime ipop-up ican ibe ia iunique iway iof ioffering a iproduct ito igive 
icustomers ian iopportunity ito iquickly iget iinformation iabout iit i(Bergqvist iand Leinoff i2011). i  
 
According ito iKim iet ial, i(2009) ipop-up ibecause iof iits itemporal inature imay ifulfil ithe icuriosity iof 
those icustomers iwho iare ilooking ifor iunique iof iexperiences isince ipop-ups ican ioffer ian iinteractive 
environment ithat ican iconnect icustomers ito ibrand irepresentatives ior iexperts. iReferring ito iKim 
et ial i(2009) ithis iis inot ithe ionly iadvantages iof ithis iphenomenon iin iaspect iof igathering idata ibut 
also iit ia iway ito ishare itheir iidea iand iperspectives. iPop-up ialso igives ithat iopportunity iin iwhich 
customers ican ibe ia ipart iof iretail iexperience iand ibranding iprocess iwith ithe idata iand iinformation 
which ithey imay ishare iwith ibrand ior iretail irepresentatives iof iother icustomers i(Kim, iFiore iet ial. 
2010).  
 
According ito iWilliams, ihe ijust igives ihis ithought ithat ipop-up iadvertisement iis inot iright ifor ithe 
web iuser. iHe ialso iadded iif ithe iwebsite ioverloads itheir ivisitor iwith ipop-up iadvertisement; iit 
would ibe ithe imain ireason ifor iweb iusers ito iwalk iaway ifrom ivisiting ithe iweb ifor inext isurfing 
(Wharton’s iWilliam, i2003). i  That istatement iis isupported iby iDavid iJ.Reibstein ithat ithe idangerous 
part iis iwhen iweb iusers iget iannoyed iwith ipop-up iadvertisements. iIt iwould ibe ithe ifirst iand ilast 
time ithey ivisit iyour iwebsite iadding ithat ithere iis ineed ito ibe icareful iand itry ito iput ifewer 
advertisements iin ithe iwebsite i(David iJ.Reibstein, i2003).  
 
3. METHODOLOGY  
 
This section presents the imethods iand iprocedures iemployed ito iconduct ithis iresearch iin iorder ito 
ianswer ithe iresearch iquestions iraised. iIt icovers ithe iresearch idesign, ipopulation iand isample, idata 
icollection imethods, iresearch iinstrument, isampling idesign iand isample isize, iresearch iprocedures 
iand idata ianalysis imethods.  
 
3.2 iResearch iDesign  
Survey iresearch idesign iwill ibe iadopted ifor ithis istudy. iThis iresearch idesign iis ijustified ion ithe 
ground iof iits icapability ifor icollecting ilarge idata iand ibecause iit icould imake iuse iof iquestionnaire 
focusing ion ivery ilarge ipopulation. iThis ipermits ithe iresearcher ito icreate iinformation ifor iprecisely 
answering ithe iquestions iconcerning ipop-up iadvertisement iand iconsumer ipurchase ibehaviour. 
Besides, ithe idata istructures icreated ithrough ithe isurvey imethod iwhen iconsidering ithe iwhole 
population ihelps ithe iresearcher ito imake iinferences iregarding ithe itarget ipopulation ias ia iwhole 
(Asika, i2004).  
 
3.3 iPopulation iof ithe iStudy  
The ipopulation iof ithis istudy iconsists iof ithe iinternet iusers iin iIkorodu, iLagos, iNigeria. iThe istudy 
area iis iCaleb iUniversity, iImota, iIkorodu, iLagos, iNigeria, iwhere ithe istudents iare ithe ipopulation 
that iwill ibe ifocused ion. iThe itotal inumbers iof ithe istudents icurrently iin ithe iuniversity iare, ifour 
thousand, iseven ihundred iand ififty i(4,750). iThis iconsists iof iall ithe istudents iin ieach idepartments 
of ithe iuniversity.  
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3.4 iSampling iTechnique iand iSample iSize  
The isampling itechnique ithat iwill ibe iused ifor ithis iresearch iis ithe inon-probabilistic isampling 
technique. iThe iprobabilistic ior irandom isampling itechnique iis ione iin iwhich isamples iare iselected 
at irandom. iIt iis ia isampling itechnique iin iwhich ia iresearcher ichooses isamples ifrom ia ibigger 
population. iFor ia imore idetailed igarnering iof idata ithe iuse iof ithe ipurposive isampling itechnique 
will ibe iadopted. iThe isimple irandom isampling itechnique iis ione iin iwhich ievery ielement iin ithe 
population ihas ian iequal ichance iof ibeing ichosen ior iselected ifor ithe isample.  
 
The iuniversity ihas ithree imain icolleges; iCollege iof iArts, iSocial iand iManagement iSciences 
(CASMAS), iCollege iof iPure iand iApplied iSciences i(COPAS), i& iCollege iof iEnvironmental iSciences 
and iManagement i(COLENSMA). iThe iCochran isample isize iformula iwill ibe iadopted ito iform ithe 
sample isize ifor ithis istudy.  
 
The iCochran iFormula iis:  
 
𝑛0 = 𝑍2𝑝𝑞 

         (1)   
         𝑒 
e i= iMargin ierror i– i5% i= i0.05 p i= iestimated iproportion iof ithe ipopulation i– i50% i= i0.5 q i= i1-
0.5 i= i0.5 z i= iconfidence ilevel i– i90% i- i1.65 i(found ion ithe iZ iscore itable)  
⁖ i 

𝑛0 = i   
 

2. 
  
𝑛0 = 272.55 i ≅ 273  

𝑛0 
𝑛 = i  

1 + i (𝑛0 i 𝑁i − 1) 
 

𝑛 = i            273 
            (273 − 1) + 1 
= 𝑁4,750 
            273 
𝑛 = i   
         i1.0573  
 
n i= i258  
 
The isample isize ifor ithis istudy iwill ibe i258.  
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3.5 iSources iof iData  
The istudy iwill imake iuse iof iprimary idata iand isecondary idata isources. iThe iadoption iof ithese 
sources iwill ienhance iempirical ianalysis iand iprovide iappropriate iresponses ito ithe iresearch 
questions iand iassist ito iachieve ithe ispecific iand ioverall iobjectives iof ithe iresearch. iThe iprimary 
data iwill ielicit iinformation ion igender, iage, icollege, ilevel, ietc, iof ithe irespondents. iQuantitative 
research iwill ibe ithe iend ibases ifor ithe iresearch.  
 
3.6 iDesign iof iQuestionnaire  
The iquestionnaire iwill ibe idesigned iin isuch ia iway ithat ithe ithoughts, iopinions iand ifeelings iof ithe 
respondents iwill ibe inoted. iThe iquestionnaire iwill ihave imultiple ichoices iand ialso ihave iquestions 
pertaining ito ithe iresearch iobjectives iwhich iwill irequire idirect ianswers ifrom ithe irespondents. iIt 
will ialso iinclude ia isection ifor icollecting ipersonal idata iquestions ifrom ithe irespondents, ilike gender, 
age irange, icollege, ilevel, ietc. iLikert iscale iwill ialso ibe iused iin ithe iquestionnaire iand iit will ibe iin 
three isections. iSection iA icovers ipersonal idata iof ithe irespondents, iSecction iB icovers the 
activeness iof ithe irespondents ion ithe iinternet iand iSection iC icovers ithe ivariables iunder ithe study.  
 
3.6.1 iData iCollection iMethod  
For ithe iaim iof ithis istudy, ias istated iearlier, ithe idata icollection imethod iwill ibe ithe iuse iof 
questionnaires. iThe iquestionnaires iwill ibe iused ias ia idirect iinstrument ifor igarnering iinformation 
from ithe irespondents. iRather ithan ipaper iprinted iquestionnaires, ithe iuse iof iGoogle iforms iwill ibe 
adopted, iin iwhich ilinks iwill ibe isent ito irespondents iand iresponses iwill ibe igenerated. iThis iis ias a 
result iof ithe icovid-19 ipandemic, ito ireduce ibody icontact. The iquestions ifor ithe iquestionnaire iwill 
ibe iin isections; isection iA iis ifor ipersonal idata iof ithe respondents, isection iB iis ito iquantify ithe 
iinternet iusage iof ithe irespondents iand isection iC iis ito quantify ithe ieffect ion ipop-up iadvertising 
ion iconsumer ireaction, iconsumer iloyalty iand iconsumer iretention.  
 
3.7 iValidity iand iReliability iof ithe iInstrument  
Reliability iof ian iinstrument iis ia imeasure iof ihow iconsistent ithe iresults iof ia itest iare (Sekaran, 
i2003). iIn ithis istudy, ithe ireliability iwill ibe icarried iout iby icomputing iCronbach’s iAlpha. iAccording 
ito iSekaran iand iBougie i(2010) ipilot istudies iis inecessary ifor itesting ithe ireliability iof iinstruments 
iwhere ithe ifeedback iof ithe ipilot istudy iis iused ito irefine ithe iquestionnaire ito imake iit ireliable 
iduring ithe istudy. iThe iresearcher iran ithe iCronbach’s ialpha ireliability itest ito iestablish ithe 
ireliability iof ithe iitem iused iin ithe iquestionnaire. iCronbach’s ialpha iis ithe ibasic iformula ifor 
idetermining ithe ireliability ibased ion iinternal iconsistency i(Kim i& iCha, i2002).  
 
3.8 iMethod iof iData iAnalysis  
The idata icollected iwill ibe icoded iand icaptured iinto ithe icomputer ifor ianalysis. iDescriptive ianalysis 
will ibe iused ito idetermine ithe iproportions iand ifrequency iof ithe ivariables. iStatistical iPackage ifor 
Social iScientists i(SPSS) iwill ibe iused ito icarry iout ithe idata ianalysis. iInferential istatistics ithat’s, 
correlation iand iregression ianalyses iwill ibe idone ito itest ithe ihypotheses. iThe ipresentation iand ithe 
analysis iof ithe idata iwill ibe idone iaccording ito ithe iresearch iquestions iraised iearlier iin ithis istudy.  
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4. DATA iANALYSIS iAND iINTERPRETATION  
 
We presents ithe iresults iand idiscussion iof ithe istudy ifindings. Response irats, descriptive ianalysis  
was idone ion ieach iof ithe istudy ivariables ifollowed iby ithe ifindings ifrom ithe idescriptive istatistics. 
The ichapter iends iwith ithe idiscussion iof ithe istudy ifindings. iThe iStatistical iPackage ifor iSocial 
Sciences i(SPSS) iversion i21 iwas iused ito iprocess ithe idata ito iget ithe idescriptive iresults iwhile 
tables iwere iused ito ipresent ithe isummarized ifindings.  
 
Table 4.1: Demographic Profile of Respondents  

Demographic antecedents  Frequency   Percentages %  

Gender:  
            Female   
             Male  
           Total  

  
78  
 48  
126  

  
61.9  
 38.1  
100  

Age:   
        16-18  
          19-21  
          22-24  
          24 and above  
        Total  

  
35  
 60  
 23  
 8  
126  

  
27.8  
47.6  
 18.3  
 6.3  
100  

College:   
             CASMAS  
              COLENSMA  
              COPAS  
             Total  

  
81  
 19  
 26  
126  

  
64.3  
 15.1  
 20.6  
100  

Department:  
             Accounting& Finance  

  
16   

  
12.7   

               
        Architecture  
        Biochemistry  
        Business Admin  
        Computer Science  
        Criminology  
        Cyber Security  
        Economics  
        International Relations  
        Mass Communications  
        Microbiology  
        Political Science  
        Psychology  
        Total  

 
18  
 5  
 28  
 10  
 8  
 2  
1  
 10  
 16  
 9  
 1  
 2  
126  

 
14.3  
 4.0  
 22.2  
 7.9  
 6.3  
 1.6  
0.8  
 7.9  
 12.7  
 7.1  
 0.8  
 1.6  
100  

Level:  
         100  
          200  
          300   
         400  
          M.sc  
       Total  

  
19  
 43  
 18  
 43  
 3  
126  

  
15.1  
34.1  
14.3  
34.1  
 2.4  
100  

Source: iField isurvey, i2021  
 



   
  
 
  
  
 
 

  

 
   

21  
  

Creative Research Publishers       
https://www.crossref.org/06members/50go-live.html 

     
Vol 8, No 1, 2022 Series  

 

Table i4.1 ishows ithe idemographic iinformation iof irespondents iin isummary. i iIt ilooked iat ithe 
igender igroup iof irespondents, iwhich ishowed ithat, i61.9% iwere ifemale iand i38.1% iwere imale. iThe 
iage irange iwas ifrom i16-24 iand iabove, iand ithe ihighest iage irange iwas i19-21 iwhich iaccounted ifor 
i47.6%, i16-18 iaccounted ifor i27.8%, iwhile i22-24 iwere i18.3% iand i6.3% iof ithe i irespondents iwere 
i24 iand iabove. iAlso iin ithe idemographics, iin irespect ito itheir icolleges, iit iwas iindicated ithat, i64.3% 
iwere ifrom iCASMAS, iwhile i15.1 iwere ifrom iCOLENSMA iand i20.6 iwere ifrom iCOPAS.  I 
 
From ithe itable, i13 idepartments iwere irepresented iwith ithe ihighest irespondents ifrom iBusiness 
iAdministration iat i22.2%, iAccounting i&Finance ihad i12.7%, iwhile iArchitecture ihad i14.3% i iand iMass 
iCommunication ihad i12.7%. iThe iremaining idepartments ithat ishared ithe inumber iof irespondents 
iwere iBiochemistry, iComputer iScience, iCriminology, iCyber iSecurities, iEconomics, iInternational 
iRelations, iMicrobiology, iPolitical iScience iand iPsychology. i iLastly, ithe itable ishowed ithe idifferent 
iacademic ilevels ithe irespondents iranged ifrom, ithat iis, i100 ilevel ito iM.sc ilevel ias ifollows; i34.1% 
iwere iin i400 ilevel iand i15.1% iin i100 ilevel iwhile ithe irespondents iin i200 ilevel iwere i34.1% iand 
i14.3% iwere iin i300 ilevel iand i2.4% iwere iin iM.Sc. i i  
 
4.3 iAnalyses iof iResearch iObjectives  
The istudy ishows ithe idescriptive ianalyses ion ithe iusage iof ithe iinternet. iIn ithe idescriptive ianalyses, 
ithe imean iand ithe istandard ideviation iwere ianalysed itoo. iFor iinterpretation, iStrongly iAgree iwas 
irepresented iby iSA, iAgree iby iA, iSlightly iAgree iby iSlA, iSlightly iDisagree iSlD, iDisagree iby iD iand 
iStrongly iDisagree iby iSD. iThe idetailed iresults iof ithe ianalyses iare iarranged iin itablesifollows. 
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Table i4.i2: iDescriptive ianalyses iof iusage iof iinternet  
Variable   Frequency   Percentage %  
I am an active internet user:  
           SA  
            A  
            SlA 
           SlD  
           D  
           SD  

  
61  
 39  
 10  
 13  
 2  
 1  

  
48.4  
 31.0  
 7.9  
 10.3  
 1.6  
 0.8  

How many hours do you spend on the internet 
daily? :  

  
  

  
  

            4-6 hours  
              7-9 hours  
              10-12 hours   
              13 hours and above  
             Total  

54  
 27  
 26  
 19  
126  

42.9  
 21.4  
 20.6  
 15.1  
100  

Which of these do you spend time more on? 
Social media   
  
          Websites   
            Blogs   
           Others   
Total  
 

  
  
93  
 28  
 15  
126  

  
  
73.8  
 22.3  
 0.8   
100  

Variable   Frequency   Percentage %  
Which of these social media apps do you use 
more often?  
          Facebook   
           WhatsApp  
           Twitter   
           YouTube   
            Instagram   
            Snapchat   
            TikTok  
           Other     
          Total  

  
  
4  
 48  
 14  
 9  
 34  
 7  
 61  
126  

  
  
3.2  
 38.1  
 11.1  
 7.1  
 27.0  
 5.6  
 4.8   
100  

    Source: iField isurvey, i2021          
 
The itable iabove ishowed irespondents iwere iasked iquestions ito idetermine itheir ilevel iof iusage iof 
ithe iinternet iand ithe isocial iplatform ithey ipreferred imost. i48.4% irespondents istrongly iagreed ithat 
ithey iwere iactive iinternet iusers. i31.0% iagreed ithat ithey iwere iactive iinternet iusers iwhile i10.3% 
islightly idisagreed, i1.6% idisagreed iand i0.8% istrongly idisagreed ithat ithey iwere iactive iinternet iusers 
iand ithe iremaining i7.9% islightly iagreed ithat ithey iwere iactive iinternet iusers. I 
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On ithe ihours ispent ion ithe iinternet, i42.9% ispend i4-6 ihours idaily iand i21.4% ispend i7-9 ihours 
idaily iwhile i20.6% ispend i10-12 ihours idaily iand i15.1% ispend i13 ihours i& iabove idaily. I 
 
Table i4.2 1: iRespondents iperceptions ion ipop-up iadvertising ion iconsumer ireaction  
Keywords: i iStrongly iDisagree i(SD), iDisagree i(D), iSlightly iDisagree i(SlD), iSlightly iAgree i(SlA), 
iAgree i(A), iStrongly iAgree i(SA). iMean i(M), iStandard iDeviation i(SDv).  

Pop-up 
advertising on
consumer 
reaction.  

Strongly  
Agree 
(SA).  

Agree 
(A)  

Slightly 
Agree  
(SlA)  

Slightly  
Disagree  
(SlD)  

Disagree  
(D)  

Strongly  
Disagree  
(SD)  

Mean  
(M)  

Standard  
Deviation  
(SDv)  
  

I come across
pop-up adverts  
often   

50  
  
39.7%  

58  
  
46.0%  

14  
  
11.1%  

-  
  
-  

1  
  
0.8%  

3  
  
2.4%  

5.18  0.907  

I encounter 
pop-up adverts 
on social media   

30  
  
23.8%  

66  
  
52.4%  

14  
  
11.1%  

7  
  
5.6%  

6  
  
4.8%  

3  
  
2.4%  

4.78  1.159  

I encounter 
pop-up adverts 
on websites   

63  
  
50.0%  

51  
  
40.5%  

6  
  
4.8%  

3  
  
2.4%  

-  
  
-  

3  
  
2.4%  

5.31  0.967  

I 
 encount
er pop-up adverts
on blogs   

30  
  
23.8%  

49  
  
38.9%  

18  
  
14.3%  

23  
  
18.3%  

6  
  
4.8%  

-  
  
-  

4.59  1.175  

I check out pop-
up adverts when 
they  
appear   

8  
  
  
6.3%  

17  
  
  
13.5%  

45  
  
  
35.7%  

22  
  
  
17.5%  

17  
  
  
13.5%  

17  
  
  
13.5%  

3.41  1.410  

I skip pop-up 
adverts 
whenever they 
appear on my  
screen   

43  
  
  
34.1%  

34  
  
  
27.0%  

17  
  
  
13.5%  

22  
  
  
17.5%  

7  
  
  
5.6%  

3  
  
  
2.4%  

4.60  1.381  

I find pop-up
adverts annoying  

38  
  
30.4%  

54  
  
42.9%  

23  
  
18.3%  

6  
  
4.8%  

4  
  
3.2%  

1  
  
0.8%  

4.90  1.042  

I find pop-up 
adverts 
educating and 
informative   

8  
  
  
6.3%  

25  
  
  
19.8%  

66  
  
  
52.4%  

11  
  
  
8.7%  

6  
  
  
4.8%  

10  
  
  
7.9%  

3.90  1.203  

Pop-up adverts
allow me to  
know a brand   

41  
  
32.5%  

54  
  
42.9%  

26  
  
20.6%  

3  
  
2.4%  

1  
  
0.8%  

1  
  
0.8%  

5.02  0.912  

Pop-up adverts 
allow me to be 
familiar with a 
brand   

18  
  
14.3%  

50  
  
39.7%  

29  
  
23.0%  

21  
  
16.7%  

7  
  
5.6%  

1  
  
0.8%  

4.38  1.137  

 Source: Field Survey, 2021            Table 4.2.1 continued  
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To iidentify ithe imost iused iplatform, irespondents iwere igiven ioptions iof iblogs, isocial imedia, 
iwebsites iand iothers ito ispecify. i73.8% ispent imore itime ion isocial imedia iwhile i22.3% ispent imore 
itime ion iwebsites iand i2.5% iselected iothers iwhile ionly i0.8% ispent imore itime ion iblogs. I 
The itable ialso iprovided ianalyses iof ithe imost iused isocial imedia ifrom ithe i126 irespondents. i38.1% 
iuse iWhatsApp imost iand i27.0% iuse iInstagram. i11.1% irespondents iuse iTwitter iwhile i3.2% iuse 
iFacebook iand i7.1% iuse iYouTube, i5.6% iuse iSnapchat imost iand i4.8% iuse iTikTok imost.  
 
Table i4.2.1 igives idetailed ianalyses iof ithe ieffect iof ipop-up iadvertising ion iconsumer ireaction. iThe 
itable iindicated ithat iby icombining iresponses iunder istrongly iagreed iand iagreed, imost i85.7% iagreed 
ithat icome iacross ipop-up iadverts ioften. i76.2% iconcurred ithat ithey iencountered ipop-up iadverts 
ion isocial imedia, i90.5% iagreed ithat ithey iencountered ipop-up iadverts ion iwebsites iwhile i62.7% 
iclaimed ithat ithey iencountered ipop-up iadverts ion iblogs. iOut iof ithe i126 irespondents, ionly i6.3% 
istrongly iagreed ithat ithey ichecked iout ipop-up iadverts iwhen ithey iappeared iwhile i35.7% islightly 
iagreed, i27% irespondents idisagreed iand istrongly idisagreed ithat ithey ichecked iout ipop-up iadverts 
iwhen ithey iappeared. i  
 
The iresults ialso ishow ithat i61.1% iof ithe irespondents istrongly iagreed iand iagreed ithat ithey 
iskipped ipop-up iadverts iwhenever iit iappeared ion itheir iscreen, i23.1% islightly idisagreed iand 
idisagreed ithat ithey irespectively iskipped ipop-up iadverts iwhen ithey iappeared ion itheir iscreen iand 
i91.4% iasserted ithat ithey ifound ipop-up iadverts iannoying. iThe iresults ialso irevealed ithe 
irespondents’ iopinion ion ithe icontent iof ipop-up iadverts ias i26.1% iof ithe irespondents ifound ipopup 
iadverts ieducative iand iinformative iwhile i52.4% islightly iagreed ithat ipop-up iadverts iwere ieducative 
iand iinformative. i i75.4% istrongly iagreed iand iagreed ithat iPop-up iadverts iallowed ithem ito iknow 
ia ibrand iwhile i20.6% islightly iagreed. iLastly, ithis itable ishowed, i54% irespondents istrongly iagreed 
iand iagreed ithat iPop-up iadverts iallowed ithem ito ibe ifamiliar iwith ia ibrand iwhile i23.0% islightly 
iagreed iand i22.3% islightly idisagreed iand idisagreed ithat ipop-up iadverts iallowed ithem ito ibe ifamiliar 
iwith ia ibrand. i  
 
Table i4.2.1 ishows ithe imean iscores iof ithe irespondents’ iperception iabout ipop-up iadvertising ion 
iconsumer ireaction ivariables iwere iranging ibetween i3.41 iand i5.31 iwith istandard ideviation iranges 
ifrom i0.907 ito i1.410. iThe iresults iindicated ithat ithere iwas ia iwide iagreement iamong ithe 
irespondents ion ihow ipop-up iadverts iaffected itheir ireactions ito iit ibased ion ithe isix ipoint 
iLikerttype iscale iin ithe iquestionnaire. iConsequently, iTable i4.2.1 irevealed ithat ithe imost iagreed 
istatement ifrom ithe irespondents ithat iaffected itheir ireaction ion ipop-up iadverts iwas ithat ithey 
iencountered ipop-up iadverts ion iwebsites iwith ithe ihighest imean iof i5.31 iand ilow istandard 
ideviation i0.967, iwhile ithe ileast iagreed istatement ito imeasure iconsumer’s ireaction ion ipop-up 
iadverts iis ithat ithey ichecked iout ipop-up iadverts iwhen ithey iappeared iwith ilowest imean iof i3.41 
iand ihighest istandard ideviation iof i1.410. i  
 
The iresults iin ithe itable ifurther icorroborated ithe istudy iof iLutz i(1985), iwho iestablished ithat 
iconsumer iattitude itowards ithe iadvertisement iaffected iconsumer iexposure, iattention iand ireaction 
ito ithe iindividual iadvertisement ithrough ia ivariety iof icognitive iand iaffective iprocesses. i  
 
 



   
  
 
  
  
 
 

  

 
   

25  
  

Creative Research Publishers       
https://www.crossref.org/06members/50go-live.html 

     
Vol 8, No 1, 2022 Series  

 

Table i4.2i2: iRespondents iperceptions ion ithe iimpact iof ipop-up iadvertising ion  
           iconsumer loyalty  

Pop-up 

advertising 

on consumer 

loyalty.  

Strongl

y Agree 

(SA).  

Agre

e (A)  

Slightl

y  

Agree  

(SlA)  

Slightly  

Disagre

e  

(SlD)  

Disagre

e (D)  

Strongly  

Disagre

e  

(SD)  

Mea

n (M) 

Standard  

Deviatio

n  

(SDv)  

  

I  liked  a 

product 

because of a 

pop-up 

advert.  

8  

  

  

6.3%  

21  

  

  

16.7%  

9  

  

  

7.1%  

27  

  

  

21.4%  

27  

  

  

21.4%  

34  

  

  

27.0%  

4.16  1.612  

Pop-up 

adverts made 

you patronize 

a brand.  

12  

  

9.5%  

25  

  

19.8%  

14  

  

11.1%  

31  

  

24.6%  

31  

  

24.6%  

13  

  

10.3%  

3.66  1.524  

Pop-up adverts 

informs my  

purchase 

decisions.  

7  

  

5.6%  

29  

  

23.0%  

13  

  

10.3%  

27  

  

21.4%  

43  

  

34.1%  

7  

  

5.6%  

3.391  1.423  

I 

 purcha

se products 

because of 

popup adverts 

I've seen.  

14  

  

11.1%  

26  

  

20.6%  

28  

  

22.2%  

22  

  

17.5%  

27  

  

21.4%  

9  

  

7.1%  

3.39  1.480  

I appreciate 

brands that 

use pop-up 

adverts.  

-  

  

-  

19  

  

15.1%  

12  

  

9.5%  

31  

  

24.6%  

43  

  

24.1%  

13  

  

10.3%  

3.23  1.230  

Keywords: i iStrongly iDisagree i(SD), iDisagree i(D), iSlightly iDisagree i(SlD), iSlightly iAgree i(SlA), iAgree i(A), iStrongly iAgree i(SA).  
                          iMean i(M), iStandard iDeviation i(SDv)Source: iField iSurvey, i2021    
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Table i4.2.2 icontinued  
 
Table i4.2.2 ishows idetailed ianalyses iof ithe iimpact iof ipop-up iadvertising ion iconsumer iloyalty. iThe 
itable iindicated ithat iby iadding iresponses iunder istrongly iagreed iand iagreed, i23% iagreed ithat ithey 
iliked ia iproduct ibecause iof ia ipop-up iadvert iwhile i69.8% iof ithe iresponse iranging ifrom islightly 
idisagreed ito istrongly idisagreed ithat ithey iliked ia iproduct ibecause iof ipop-up iadvert. I This iresult 
ishowed ilow iinfluence iof ipop-up iadverts ion iconsumers’ ilikeability iof ia iproduct. i29.3% iof ithe 
irespondents iconcurred ithat ipop-up iadverts imade ithem ipatronize ia ibrand iwhile i59.5% iresponses 
idisagreed ito ipatronize ia ibrand ias ia iresult iof ipop-up iadverts, i28.6% irespondents iagreed ithat ithey 
imade ipurchase iinformed idecisions ifrom ipop-up iadverts iwhile i61.1% iof ithe irespondents idisagreed 
icompletely ion ipop-up iadverts iinforming itheir ipurchase idecisions iwhich iaffirmed ithe ilow iinfluence 
iof ipop-up iadverts iin ithe idecision-making iprocess iof iconsumers. I 
 
On ithe istatement iof iif ithe iconsumers ipurchase iproducts ibecause iof ipop-up iadverts, i53.9% iof 
ithe irespondents iranged ifrom istrongly iagreed ito islightly iagree iwhile i46% idisagreed. iAlso iin ithe 
itable, i24.6% irespondents iacknowledged ithat ithey iappreciated ibrands ithat iuse ipop-up iadverts 
iwhile i69% irespondents idisagreed ito ithe istatement. i  
 
Table i4.2.2 ialso ishows ithe imean iscores iof ithe irespondents’ iperception ion ithe iimpact iof ipop-up 
iadvertising ion iconsumer iloyalty ivariables iwere iranging ibetween i3.23 iand i4.16 iwith istandard 
ideviation iranges ifrom i1.612 ito i1.230. iThe iresults iindicate ithat ithere iis ia istrong idisagreement 
iamong ithe irespondents ion ithe iimpact iof ipop-up iadvertising ion iconsumer iloyalty ibased ion ithe 
isix ipoint ilikert-type iscale iin ithe iquestionnaire. iConsequently, iTable i4.2.2 irevealed ithat ithe imost 
idisagreed istatement ion ihow ipop-up iadverts iaffect iconsumer iloyalty iappears ito ibe ithat ithey ilike 
ia iproduct ibecause iof ipop-up iadverts iwith ithe ihighest imean iof i4.16 iand ilow istandard ideviation 
i1.612, iwhile iconsumers iappreciate ibrands ithat iuse ipop-up iadverts iwas ithe ileast idisagreed 
istatement ion ihow ipop-up iadverts iimpact iconsumers’ iloyalty iwith ilowest imean iof i3.23 iand ihigh 
istandard ideviation iof i1.230. i 
 
This iresult ifurther iaffirms iKotler iat iel. i(2017)’s itheory ion ihow iconsumer ibuying idecision iprocess 
iconsists iof ifive istages iProblem irecognition, iInformation isearch, iEvaluation iof ialternatives, iPurchase 
idecision, iand ipost-purchase ibehaviour iand iall ithese icannot ibe igotten ifrom ipop-up iadverts 
ibecause iit idoes inot igive itime ifor iconsumers ito iuse iall ifive istages iduring idecision imaking iprocess 
itowards ia iproduct. i  
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Table ii4.2 3: iiRespondents iiperceptions iion iithe iiinfluence iiof iiwebsites, iiblogs iiand 
iisocial iimedia iion iconsumer iretention  

Influence iof 
iwebsites, 
iblogs iand 
isocial imedia 
ion iconsumer 
iretention.  

Strongly 
iAgree 
i(SA).  

Agree 
i(A)  

Slightly 
iAgree 
i(SlA)  

Slightly 
iDisagree 
i(SlD)  

Disagree 
i(D)  

Strongly 
iDisagre 
e i(SD)  

Mean 
i(M)  

Standard 
iDeviation  
i(SDv)  
  

I ihave ikept 
iusing ia ibrand 
ibecause iof ia 
ipop-up iadvert  
iI isaw. i  

13  
  
  
10.3%  

26  
  
  
20.6%  

17  
  
  
13.5%  

18  
  
  
14.3%  

42  
  
  
33.3%  

10  
  
  
7.9%  

3.63  1.557  

A ipop-up 
iadvert iI isaw 
ion isocial imedia 
ihas iretained 
ime ito ia ibrand. 
i  

13  
  
10.3%  

26  
  
20.6%  

19  
  
15.1%  

30  
  
23.8%  

30  
  
23.8%  

8  
  
6.3%  

3.49  1.468  

A ipop-up 
iadvert iI isaw 
ion ia iwebsite 
ihas iretained 
ime ito ia ibrand. 
i  

11  
  
8.7%  

28  
  
22.2%  

19  
  
15.1%  

35  
  
27.8%  

21  
  
16.7%  

12  
  
9.5%  

3.50  1.463  

A ipop-up 
iadvert iI isaw 
ion ia iblog ihas 
iretained ime ito 
ia ibrand i i  

14  
  
11.1%  

32  
  
25.4%  

15  
  
11.9%  

23  
  
18.3%  

32  
  
25.4%  

10  
  
7.9%  

3.45  1.557  

I ithink ipopup 
iadverts iis ia 
igood iform iof 
iadvertisement.  

7  
  
5.6%  

6  
  
4.8%  

1  
  
0.8%  

46  
  
36.5%  

43  
  
34.1%  

23  
  
18.3%  

4.44  1.262  

I iadvise ibrands 
ito iuse iPop-up 
iadverts ifor 
itheir iproducts.  

20  
  
15.9%  

7  
  
5.6%  

4  
  
3.2%  

28  
  
22.2%  

49  
  
38.9%  

18  
  
14.3%  

4.06  1.631  

Source: iField isurvey, i2021            
Keywords: ii iiStrongly iiDisagree ii(SD), iiDisagree ii(D), iiSlightly iiDisagree ii(SlD), iiSlightly iiAgree ii(SlA), iiAgree ii(A), iiStrongly iiAgree ii(SA). 
Mean ii(M), iiStandard iiDeviation ii(SDV) 

 
Table i4.2.3 ishows iresults iof ithe idescriptive istatistics iof iopinions iof irespondents ion ithe iinfluence 
iof isocial imedia, iblogs, iand iwebsites ion iconsumer iretention. iThe iresults irevealed ithat i44.4% iof 
ithe irespondents iagreed ithat ithey ihad ikept iusing ia ibrand ibecause iof ia ipop-up iadvert iwhile i55.5% 
iof ithe irespondents idisagreed ithat ithey icontinued iusing ia ibrand ibecause iof ipop-up iadverts. i46% 
iagreed ithat ia ipop-up iadvert ithey isaw ion isocial imedia ihad iretained ithem ito ia ibrand, i53.9% 
idisagreed ithat ipop-up iadverts ion isocial imedia ihad iretained ithem ito ia ibrand. I 
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Moreover, i46% iof ithe irespondents iagreed ithat ipop-up iadvert ithey isaw ion ia iwebsite ihad 
icontinued ito igain itheir ipatronage ito ia ibrand iwhile i27.8% islightly idisagreed iand i26.2% idisagreed 
iand istrongly idisagreed. i48.4% iof ithe irespondents ireported ithat ipop-up iadvert ithey isaw ion ia 
iblog ihad iretained ithem ito ia ibrand iwhile i51.6% idisagreed iwith ithe istatement. iThe irespondents 
iwere ialso iasked iif ithey ithought ithe ipop-up iadverts iis ia igood iform iof iadvertisement iand i88.9% 
iof ithe itotal irespondents idisagreed iwhile ionly i11.2% iagreed ithat ipop-up iadverts iis ia igood iform 
iof iadvertisement. iAlso iin ithe itable, irespondents iwere iasked iif ithey iwould iadvise ibrands ito iuse 
iPop-up iadverts ifor itheir iproducts iand ionly i24.7% iagreed ithat ibrands ishould iuse ipop-up iadverts 
ifor itheir iproducts iwhile i75.4% iof ithe irespondents idisagreed ito ithe iadvice. I 
 
From ithe ianalyses, ione ican ideduce ithe iimportance iposition iof ipop-up iadverts iin ithe iconsumers’ 
idecision-making iprocess. i iIt ican ialso ibe iseen ithe ilow ilevel iof iinfluence ipop-up iadverts ihave ion 
iconsumers iirrespective iof ithe iplatform iit iis ibeen iaccessed. Table i4.2.3 ifinally ishows ithat ithe 
iaverage iscores iof irespondents’ iperception iabout ithe iinfluence iof isocial imedia, iblogs, iand iwebsites 
ion iconsumer iretention ivariable iitems iwere iranging ifrom i4.44 ito i3.49, iwith istandard ideviation 
iranges ifrom i1.631 ito i1.262. iThis iresult iindicates ithat ithere iis ilow iinfluence iof ipop-up iadverts 
ion isocial imedia, iblogs, iand iwebsites ion iconsumer iretention.  
i  
4.4 iAnalyses iof iResearch iHypotheses  
4.4.1 iRestatement iof iHypothesis ione:  
 H01: iThere iis ino irelationship ibetween ipop-up iadvertising iand iconsumer ireaction  
Table 4.2 4: Correlations  
   ADVERTISING  POPUP  

POP-UP  
ADVERTISING  

Pearson Correlation  
Sig. (2-tailed)  
N  

1  .765**  

  .000  

126  126  

CONSUMER  
REACTION  

Pearson Correlation  
Sig. (2-tailed)  
N  

.765**  1  

.000    

126  126  
**. Correlation is significant at the 0.01 level (2-tailed).  
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Table i4.2.4 ishows ithe iPearson’s iProduct iMoment iCorrelation ifor ihypothesis ione iabove, iwhich 
iwas iran ito idetermine ithe irelationship ibetween ipop-up iadvertising iand iconsumer ireaction. iThe 
iresults ishowed ithat ithere iwas ia isignificant iand ipositive icorrelation ibetween ipop-up iadvertising 
iand iconsumer ireaction, iat iP=0.01 isignificance ilevel i(i.e irs i= i.765, ip i= i.000). iThus ithe inull 
ihypothesis iwas irejected iwhile iits ialternative iwas iaccepted iwhich istated ithat ithere iwas ia 
irelationship ibetween ipop-up iadvertising iand iconsumer ireaction.  
 
Although, iall ithe ireactions iwere inot ipositive, ibut iaccording ito ithe iPearson’s iProduct imoment 
icorrelation, ithere iwas ia ihigh iand ipositive icorrelation ibetween ithe ivariables.  
 
i4.4.2 iRestatement iiof iiHypothesis iitwo:  iiH02: iiThere iiis iino iicorrelation iibetween 
iipop-up iiadvertising iiand iiconsumer iiloyalty  
 
Table 4.2 5:  Correlations  
  POPUP  IMPACTADV  

pop-up advertising  Pearson Correlation  
Sig. (2-tailed)  
N  

1  .896**  

  .000  

126  126  

consumer loyalty  
  

Pearson Correlation  
Sig. (2-tailed)  
N  

.896**  1  

.000    

126  126  

**. Correlation is significant at the 0.01 level (2-tailed).  
 
Table i4.2.5 ishows ithe iPearson’s iproduct imoment icorrelation ifor ihypothesis itwo iabove, iwhich 
iwas iran ito idetermine ithe icorrelation ibetween ipop-up iadvertising iand iconsumer iloyalty. iThe 
iresults ishowed ithat ithere iwas ia isignificant iand ipositive icorrelation ibetween ipop-up iadvertising 
iand iconsumer iloyalty, iwhich iwas istatistically isignificant iat i0.01 iat i(i.e irs i= i.896, ip i= i.000). iThus 
ithe inull ihypothesis iwas irejected iwhile iits ialternative iwas iaccepted iwhich istated ithat ithere iwas 
ia icorrelation ibetween ipop-up iadvertising iand iconsumer iloyalty.  
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4.4.3 iRestatement iof iHypothesis ithree:  iH03: iThere iis ino irelationship ibetween iwebsites, 
iblogs iand isocial imedia iand iconsumer iretention.  
 
Table 4.2 6:  Correlations  

  POPUP  SOCIAL  
websites,  
blogs  and 
social media  

Pearson Correlation  
Sig. (2-tailed)  
N  

1  .917**  
  .000  
126  126  

consumer 
retention  

Pearson Correlation  
Sig. (2-tailed)  
N  

.917**  1  

.000    
126  126  

**. Correlation is significant at the 0.01 level (2-tailed).  
 
Table i4.2.7 ishows ithe iPearson’s iproduct imoment icorrelation ifor ihypothesis ithree iabove, iwhich 
iwas irun ito idetermine irelationship ibetween iwebsites, iblogs iand isocial imedia iand iconsumer 
iretention. iThe iresults ishowed ithat ithere iwas ia isignificant iand ipositive icorrelation irelationship 
ibetween iwebsites, iblogs iand isocial imedia iand iconsumer iretention, iwhich iwas istatistically 
isignificant iat i0.01 isignificance ilevel i(i.e irs i= i.917, ip i= i.000). iThus ithe inull ihypothesis iwas irejected 
iwhile iits ialternative iwas iaccepted iwhich istated ithat ithere iwas ia irelationship ibetween iwebsites, 
iblogs iand isocial imedia iand iconsumer iretention. i  
 
4.5 iiHypothesis iTesting iUsing iRegression  
4.5.1 iiRestatement iiof iiHypothesis iione:  iiH01: iiThere iiis iino iirelationship iibetween 
iipop-up iiadvertising iiand iiconsumer iireaction  
Table 4.5 1 Model Summary  
Model  R  R Square  Adjusted R  

Square  
Std. Error of the 
Estimate  

1  .764a  .584  .580  .46031  
a. Predictors: (Constant), consumer reaction  

 
 Table 4.5 2 ANOVAa  
Model  Sum of Squares  df  Mean  

Square  
F  Sig.  

1  Regression  36.845  1  36.845  173.894  .000b  
  
  Residual  26.274  124  .212    

Total  63.119  125      

a. Dependent Variable: pop-up advertising  
b. Predictors: (Constant), consumer reaction  
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Model  Unstandardized  

Coefficients  
Standardized  
Coefficients  

t  Sig.  

B  Std. Error  Beta  
1  (Constant)  -1.608  .440    -3.655  .000  
consumer reaction   1.254  .095  .764  13.187  .000  

a. Dependent Variable: pop-up advertising  
 
The iregression ianalyses iof ithe itable iabove ishows ithat iR icoefficient iequal ito i0.764 ithat 
iconfirmed ia ipositive irelationship ibetween ipop-up iadvertising iand iconsumer ireaction. iThe 
iRSquare ivalue iof i0.584 irevealed ithat ionly ia imaximum i58.4% iof ithe ivariation iin ipop-up 
iadvertising icould ibe iexplained iby iconsumer ireaction. IThe iF-statistic ivalue iof i173.894, 
ip<0.005 ishowed ithe imodel’s igoodness iof ifit ito iexplain ithe ivariation iand ito ireject ithe inull 
ihypothesis. iThe icoefficient iconsumer ireaction iwas i1.254 iwhich iwas isignificant iat ip i< i0.05. 
iThis iresult ishows ithat ithere iwas ia isignificant iand ipositive irelationship ibetween ipop-up 
iadvertising iand iconsumer ireaction. iWe itherefore ireject ithe inull ihypothesis iH0 iand iaccept 
ithe ialternative ihypothesis iH1.  
 
Discussion iof iFindings ifor iHypothesis ione:  
It iwas idiscovered iin ithe istudy ithat ithat ithere iis ia isignificant iand ipositive irelationship 
ibetween ipop-up iadvertising iand iconsumer ireaction. iThis icorroborates iwith ithe ifindings iof 
iSantosh i(2014) ithat istated ithat ithere iare isome iadvantages iof ipop-up iadvertisements isuch 
ias ibrand ivisibility, iimmediate ifeedback ifrom iconsumers, iversatility ietc. iHowever, iWang iand 
iXu i(2014) isaid ithat ipop-up iadvertisements ihave ia ilittle ior ino iimpact ion ipurchase 
ibehaviour iof isocial imedia iusers. iThey ibuttressed ithat ithe istudy iof ipop-up iadverts iis inot 
ieffective iin iinfluencing ithe ipurchase ibehaviour iof isocial imedia iusers; iit irevealed ithat iusers 
iof isocial imedia ihad ia inegative iattitude itowards ipop-up iadverts imainly ibecause iof iits 
iintrusive iand iobstructive inature.  
 
4.5.2 iiRestatement iiof iiHypothesis iitwo:  iH02: iThere iis ino 
icorrelation ibetween ipop-up iadvertising iand iconsumer iloyalty  
 
Table 4.5 4 Model Summary  

Model  R  R Square  

Adjusted R  
Square  

Std. Error of the
Estimate  

1  .896a  .804  .802  .31615  

a. Predictors: (Constant), consumer loyalty  
  



   
  
 
  
  
 
 

  

 
   

32 
 

Creative Research Publishers       
https://www.crossref.org/06members/50go-live.html 

     
Vol 8, No 3, 2022 Series  

 

Table 4.5 5  ANOVAa  

Model  

Sum of Squares  

df  

Mean  
Square  

F  Sig.  

1  Regression  50.725  1  50.725  507.509  .000b  
  
  

Residual  
Total  

12.394  124  .100    

63.119  125      

a. Dependent Variable: pop-up advertising  
b. Predictors: (Constant), consumer loyalty  
 
 6:   

Model  

Unstandardized  
Coefficients  

Standardized  
Coefficients  

t  Sig.  

B  Std. Error  Beta  

1  (Constant)  2.188 .524  .092    23.714  .000  

consumer  
loyalty  

.023  .896  22.528  .000  

a. iDependent iVariable: ipop-up iadvertising  
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The iregression ianalyses iof ithe itable iabove ishows ithat iR icoefficient iequal ito i0.896 ithat 
iconfirmed ia ipositive irelationship ibetween ipop-up iadvertising iand iconsumer iloyalty. iThe iR-
Square ivalue iof i0.804 ireveals ithat ionly ia imaximum i80.4% iof ithe ivariation iin ipop-up 
iadvertising icould ibe iexplained iby iconsumer iloyalty. iThe iF-statistic ivalue iof i507.509, 
ip<0.005 ishowed ithe imodel’s igoodness iof ifit ito iexplain ithe ivariation iand ito ireject ithe inull 
ihypothesis. iThe icoefficient iconsumer iloyalty iwas i0.524 iwhich iwas isignificant iat ip i< i0.05. 
iThis iresult ishowed ithat ithere iwas ia isignificant iand ipositive irelationship ibetween ipop-up 
iadvertising iand iconsumer iloyalty. iWe itherefore ireject ithe inull ihypothesis iH0 iand iaccept 
ithe ialternative ihypothesis iH1.  
 
Discussion iof iFindings ifor iHypothesis itwo:  
It iwas idiscovered iin ithe istudy ithat ithat ithere iwas ia irelationship ibetween ipop-up iadvertising 
iand iconsumer iloyalty. iThis iis iin iline iwith iShum i(2004) iwho iinvestigated ibasic ibeliefs iof 
iadvertisements iamong iyoung iChinese igeneration iand ifound iincreased iadvertising iactivities 
iall iover ithe iworld ihas iled ito iemphasis ion iimportance iof iperceived iadvertisement 
ieffectiveness iin iinternational imarkets. iOver irecent iyears, ieconomic idevelopment icaused ithe 
icreation iof imodern iconsumers iof ichina. iAlso, iChioveanu i(2008) istudied iimpact iof 
iadvertisement ion icustomer iloyalty iand ifound iadvertisement iinfluences iloyalty iof icustomers 
iof inew icars iin isouthern iAfrica imarkets. 
 
4.5.3 iRestatement iof iHypothesis ithree:  iH03: iThere iis ino irelationship ibetween 
iwebsites, iblogs iand isocial imedia iand iconsumer iretention.  
 
Table 4.5 7: Model Summary  

Model  R  R Square  
Adjusted R  
Square  

Std. Error of the
Estimate  

1  .918a  .844  .842  .28224  

a. Predictors: (Constant), websites, blogs and social media  
  
Table 4.5 8: ANOVAa  
Model  Sum of 

Squares  
Df  Mean  

Square  
F  Sig.  

1  Regression  53.241  1  53.241  668.387  .000b  
  
  Residual  9.877  124  .080    

Total  63.119  125      
a. Dependent Variable: consumer retention  
b. Predictors: (Constant), websites, blogs and social media  
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 Model  Unstandardized  

Coefficients  
Standardized  
Coefficients  

t  Sig.  

B  Std. Error  Beta  
1  (Constant)  1.973 .583  .089    22.292  .000  
websites, blogs and 
social media  

.023  .918  25.853  .000  

a. Dependent Variable: consumer retention  
 
 
The iregression ianalysis iof ithe itable iabove ishows ithat iR icoefficient iequal ito i0.918 ithat 
iconfirmed ia ipositive irelationship ibetween iwebsites, iblogs iand isocial imedia iand iconsumer 
iretention. iThe iRSquare ivalue iof i0.844 ireveals ithat ionly ia imaximum i84.4% iof ithe ivariation 
iin iconsumer iretention icould ibe iexplained iby iwebsites, iblogs iand isocial imedia. iThe iF-
statistic ivalue iof i668.387, ip<0.005 ishowed ithe imodel’s igoodness iof ifit ito iexplain ithe 
ivariation iand ito ireject ithe inull ihypothesis. iThe icoefficient iwebsites, iblogs iand isocial imedia 
iwas i0.583 iwhich iwas isignificant iat ip i< i0.05. iThis iresult ishowed ithat ithere iwas ia isignificant 
irelationship ibetween iwebsites, iblogs iand isocial imedia iand iconsumer iretention. iWe 
itherefore ireject ithe inull ihypothesis iH0 iand iaccept ithe ialternative ihypothesis iH1.  
 
Discussion iof iFindings ifor iHypothesis ithree:  
It iwas idiscovered iin ithe istudy ithat ithat ithere iwas ia isignificant irelationship ibetween 
iwebsites, iblogs iand isocial imedia iand iconsumer iretention iimplying ithat ithey ican idirectly 
imanage idissatisfied icustomers iand ioffer isolutions ito ithe iproblems iassociated iwith ithe 
icomplaints i(Bernoff iand iSchadler i2010)  
 
Table 4.6 1: Test of Reliability  
Case Processing Summary  
   N   %  
Cases  Valid  

Excludeda  
Total  

 126  100.0  
 0  .0  
 126  100.0  

a. Listwise deletion based on all variables in the procedure.  
 
 

Reliability Statistics  
Cronbach's  
Alpha  

N of Items  

.879  4  
  
 



   
  
 
  
  
 
 

  

 
   

35 
 

Creative Research Publishers       
https://www.crossref.org/06members/50go-live.html 

     
Vol 8, No 3, 2022 Series  

 

A imeasuring iinstrument iis isaid ito ibe ireliable iif iit iprovides iconsistent iresults. iThe 
iresearchers iused iCronbach’s iAlpha icoefficient iwhich iranges ibetween i0 iand i1, ito iestablish 
ithe ireliability ithat iis ito iassess ithe iinternal iconsistency iof ithe iinstrument. iThe iresearcher 
iused iCronbach’s ialpha ibecause iit irequires ionly ione itesting isession. iHigher ialpha icoefficient 
ivalues imean ithere iis iconsistency iamong ithe iitems iin imeasuring ithe iconcept iof iinterest. I 
As ia irule iof ithumb, iacceptable ialpha ishould ibe iat ileast i0.7 ior iabove. iThe iCronbach’s ialpha 
itypically iranges ifrom i0 ito i1. iInternal-consistency ireliability iis iusually iconsidered ito ibe 
iacceptable iwhen iCronbach’s ialpha i≥0.70. iFrom ithe istudy ian ialpha iof i0.879 i(rounded ito 
i0.9) iwas iestablished. iThis ishows ithat ithe iinstruments iwere ireliable.  
 
4.5.4 iSummary iof iResearch iHypothesis iand iTest iResults i  
 
Table i5.2 1: iSummary iof iResearch iFindings  
Research iObjectives i  Research iHypothesis i  Decision iResults i  

Objective i1:  
To iexamine ithe ieffect iof 
ipop-up iadvertising ion 
iconsumer ireaction.  

Hypothesis i1:  
There iis ia irelationship 
ibetween ipop-up iadvertising 
iand iconsumer ireaction.  

Alternatives iHypothesis 
iAccepted  

Objective i2:  
To ievaluate ithe iimpact iof 
ipop-up iadvertising ion 
iconsumer iloyalty.  

Hypothesis i2:  
There iis ia icorrelation 
ibetween ipop-up iadvertising 
iand iconsumer iloyalty.  

Alternatives iHypothesis 
iAccepted  

Objective i3: i  
To idetermine ithe iinfluence 
iof iwebsites, iblogs iand isocial 
imedia ion iconsumer 
iretention.  

Hypothesis i3:  
There iis ia irelationship 
ibetween iwebsites, iblogs iand 
isocial imedia iand iconsumer 
iretention.  

Alternatives iHypothesis 
iAccepted  

  
 
 
4.6 iDiscussion iof iFindings  
The iresult ianalyzed iusing ithe iStatistical iPackage ifor iSolution iService i(SPSS) iand iMicrosoft 
iExcel iwith ithe icorrelation iand iregression imethod itechnique ishows ithat ithere iis isignificant 
irelationship ibetween ithe ifour ihypotheses ias ipresented iabove.  
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5. SUMMARY,   CONCLUSION     AND   RECOMMENDATIONS  
 
5.1 iSummary iof iFindings  
The istudy iexamined ithe ieffect iof ipop-up iadvertising ion iconsumer ipurchase ibehavior; ia icase 
istudy iof istudents iin iCaleb iUniversity, iImota, iLagos, iNigeria. iIn iother ito iaccomplish ithis, 
iquestionnaires iwere isent iout ito icollect irelevant idata ifor ithis istudy. iResearch iquestions 
iwere ideveloped ito iease ithe iobtaining iof ithe imain iobjective iof ithe istudy. iThe iresults iand 
ifindings ishowed ithat;  
 

i There iis ian ieffect iof ipop-up iadvertising ion iconsumer ireaction  
ii There iis ian ieffect iof ipop-up iadvertising ion iconsumer iloyalty  
iii There iis ian ieffect iof ipop-up iadvertising ion iconsumer ireaction  

 
This istudy idetailed ithe ibackground ito ithe istudy, istatement iof iproblem, iresearch iobjectives, 
iand iresearch ihypotheses, ithe iresearch iquestions, iscope iof ithe istudy, isignificance iof ithe 
istudy iand idefinition iof iterms.  
 
It ialso iassessed isignificant iliterary iworks ithat iare ivaluable, ifeasible, iand iare iof iimmense 
isignificance ito ithis iresearch iwork. iAlso, iin iestablishing ithis istudy, ithe iconcepts iof ipop-up 
iadvertising iand iconsumer ipurchase ibehaviour iwere iseparately ibroken idown iinto iconcepts. 
iThe ireviewed iliteratures iwere icategorized iunder itheoretical, iconceptual iand iempirical 
ireviews iwith ithe iview iof icovering ithe ientire iresearch iscope.  
  
The imethodology iused iin iachieving ithe istudy iobjectives, ihow ithe iresearch ihypotheses iwere 
idetermined iand ithe iresearch idesign iused iwas idescribed. iThe istudy ipopulation, isample isize 
iand itechnique, itypes iand isources iof idata iwere ialso iidentified iand ithe iapproach iused iin 
itesting ithese ihypotheses iand iaccomplishing ithe istudy iobjectives iwere ialso iidentified. iThe 
iresearch iinstrument, imethod iof idata icollection iand ianalyses iwere ishown.  
 
The idata ipresentation, ianalyses, iand iinterpretation ishowed ithat ithere iwas ian ieffect iof ipop-
up iadvertising ion iconsumer ireaction, ithere iwas ian ieffect iof ipop-up iadvertising ion 
iconsumer iloyalty, iand ithere iwas ian ieffect ion iconsumer iretention. iInferential istatistics 
iincluding icorrelation iand iregression ianalysis iwere idone ito ibuttress ithis. iThe iStatistical 
iPackage ifor iSocial iSciences i(SPSS) iversion i21 iwas iused ito iprocess ithe idata ito iget 
iinferential iresults. iTables iwere ialso idrafted ito ipresent ithe isummarized ifinings. i i i  
 
 
5.2 iConclusion  
The istudy ishowed iand iconcluded ithat;  
i. There iis ia ipositive irelationship ibetween ipop-up iadvertising iand iconsumer 

ireaction. i i  
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ii. There iis ia ipositive irelationship ibetween ipop-up iadvertising iand iconsumer 
iloyalty 

iii. There iis ia ipositive irelationship ibetween ipop-up iadvertising iand iconsumer 
iretention.  

 
Consumers ihave iinitial ireactions ito ipop-up iadverts iand ifrom ithe iresearch ifindings, 
iconsumers find pop-up iadverts iinformative iand iit imakes ithem ifamiliar iwith ia ibrand ior 
iproduct. iThough isome said ithey ifind iit iannoying, iothers ido inot ifind iit ithat iway. iWhen 
ithey igo iahead ito icheck iout ithe product ior ibrand, ithey idevelop iinterests iand ithis ileads 
ithem ito ipurchase ior ipatronize ithat ibrand which ican ilead ito itheir iloyalty ito ithe ibrand ior 
iproduct.  Brands ilike iJumia iand iNetflix ihave iused pop-up iadverts ito iobtain ithe iloyalty iof 
itheir iconsumers. This iis idue ito ithe iendearing inature iof the ipop-ups. iAlso ifrom ithe ifindings, 
iconsumers iagreed that ithey ihave ipurchased iproducts ibecause of ia ipop-up iadvert ithey isaw. 
iAnd ithe imost imediums they ihave iseen ithese iadverts ion iare isocial media, iwebsites iand 
isome iblogs iwhich ican ialso ilead to itheir iretention ito ia ibrand ior iproduct.  
 
The iconstant iuse iof ia isocial imedia iapp, iwebsite ior iblog ihas iin ione iway ior ithe iother 
iinfluenced iconsumers iretention ito ia ibrand ino imatter ihow ilittle. iThe iappearance iand 
ireappearance iof ipopups ion ia isocial imedia iapp, iwebsite ior iblog iwill imake ia iperson 
ipurchase iand iif isatisfied, ibe iretained. iAnd ianytime ihe/she iis iusing iany iof ithese iplatforms, 
ithey ilook iforward ito ia ipop-up iadvert ithat iwill ispike ian iinterest. i  
 
5.3 iRecommendations  
Although iconsumers imay ifind ipop-up iadverts iintrusive, idistracting iand iannoying, iI itherefore 
recommend ithat ibrands imake itheir ipop-up iadverts iless iintrusive, idistracting iand iannoying. 
iThey should inot imake iit ia ithing iof iconstant irepetition ithat ican ilead ito iirritation ion ithe 
iside iof ithe consumers.  
 
Brands ishould imake ithe ipop-ups inot itoo ilarge ithat iit iwill idisturb iwhat ia iperson iis idoing 
iin ithat moment iand iin iterms iof ivideo ipop-ups, ithe ivideos ishould inot ibe itoo ilong, ithey 
ishould ilast iat most i15 iseconds. iThis iis idue ito ithe ishort iattention ispan iof ian iaverage 
ihuman, ithe ilesser ithe time ithe iquicker ithe imessage iis ipassed. iBrands ishould ialso imake 
itheir ipop-ups ias iinteresting ias possible, ialso ias iattractive ias ipossible ithat iit iwill idraw ithe 
iattention iof ithe iconsumer. iUsing consumer ifriendly icolours, ifonts, iand iimages iwill ihelp 
imake ithis ieasier.  Social imedia iplatforms, iwebsites iand iblogs ithat iallow ipop-up iadverts 
ishould isee ito irequesting ifor permissions ifrom itheir iusers iif ithey iwant icertain ipop-ups ior 
inot. iWarnings ior inotifications ishould be igiven ibefore iadverts ipop-up. i  
 
In igeneral, idue ito ithe iadvancement iin itechnology iand ithe ipandemic, imost ibrands ihas 
imoved ito online imarketing iand ipop-up iadverts ibeing ione iof ithe imost iused iforms iof 
imarketing, ithis iis idue to ithe ifact ithat imost ipeople ispend itheir itime ion ithe iinternet iand 
ibrand ihave imoved ito ithis space ito ikeep iconstant iinteractions iwith itheir icustomers. iI 
irecommend ithat istart-ups iand iSmall medium iscale ienterprises i(SMEs) iuse ipop-up iadverts 
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ias ia imeans ito iget itheir iproducts iout ias iit is ialso ione iof ithe icheapest iforms iof imarketing. 
i 
5.5 iAreas ifor iFurther iResearch i  
Future iresearchers ishould ialso iconduct isimilar istudy ion ipop-up iadverts iand iits ieffects ion 
ibrand interactions iwith iits icustomers. iThis iwill iassist ibrands iin iunderstanding ifirst-hand ithe 
iopinions iof consumers ior icustomers itowards itheir iproducts ior iservices iand itheir ipurchase 
ibehaviours. iThey should ialso iconduct istudies ion ithe ieffect iof ipop-up iadverts ion ithe isales 
iof ia ibrand. iThis iis ito understand iif ipop-up iadverts ipositively ior inegatively iinfluence ithe 
isales iof ia ibrand.  
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