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ABSTRACT: This paper examines the relationship between digital advertising and consumer 

purchasing behaviour in Delta State, Nigeria. Backed by the theory of Technological determinism, 

data from 392 respondents were analyzed in a sample survey using structured questionnaires. 

Findings show respondents are aware of the nature of digital advertising, such as pop-up 

advertising;  email advertising; social media; search engine optimization (SEO); pay-per-click 

(PPC) as available channels. Also important is the pattern of consumer buying behaviour, which 

is largely based on stringent factors. There is also a realization that digital advertising is 

informative. entertaining and relaxing, but incredibly unnerving. The implication is that digital 

advertising is ubiquitous in  Delta State, but consumers do not trust digital advertising, though it 

is considered informative. The Social impact is that there is hype about digital advertising 

invading Delta State, but the process is far from gullible. 
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INTRODUCTION 

 

Increased data technological know-how and globalization are respective factors in the growing 

reliance on digital advertising. As a result, consumers find it more difficult to purchase goods and 

services, often worrying about their choices and brands. As Nwabueze (2014) interprets, 

disorientation is caused by brand dominance, each competing for the attention of potential 

https://www.eajournals.org/
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consumers. The power of digital advertising to empower manufacturers lies in how it drives the 

purchase, sale, branding, and expansion of goods and services in the minds of potential consumers 

(Meheshwari, Seth, and Gupta 2016). Nigeria is one of the international destinations dedicated to 

digital advertising, and the face of digital advertising in Nigeria is constantly evolving, reshaped 

by the boom in cyberspace connectivity (Emeh, Ahaiwe & Okoro, 2017 Year). The focus of this 

study, Delta State, is considered one of Nigeria's automated states. With the state's growing stage 

of schooling and internet connectivity, Deltans are being widely used to purchase internet-

connected goods and request services, especially in younger societies. 

 

The economies, institutions, and professional organizations of many countries including the 

advertising sector are being transformed by digital technology. Delta State Government of Nigeria 

recently trained hundreds of individuals through an empowerment programme to improve their 

information and communication technology (ICT) skills in the state (Aruoriwo, 2022). It was 

emphasized that technology is modern and that it is important for beneficiaries to improve their 

skills to succeed on the global stage. Delta consumers are characterized as digitally informed 

researchers because they are more educated, motivated, and brimming with digital material, and 

easy access to the Internet (Emiri, 2017). Previous research attempted to establish a strong link 

between exposure to advertising and consumer buying behaviour, but required a multi-prong 

approach. According to research by Ugonna, Okolo, Nebo, and Ojieze (2017), online advertising 

is a viable marketing communication channel that has a significant impact on how often people 

visit and use shopping websites. A study by Ekeruke (2019)  also confirmed that Nigerian 

consumers purchase a variety of goods directly through digital media platforms that support their 

decision-making process. Another study by Cinar and Enginkaya (2014) found conflicting results 

in India where most customers see digital advertising as a useful tool but rated it as demanding 

and distracting. Based on research,  the adaptability, interactivity and embodiment that distinguish 

digital advertising have increased exponentially across all applications and functions. However, 

it is a fact that the impact of digital advertising on consumer purchasing behaviour in Delta State 

is yet to be highlighted in the above study. Additionally, it is unclear whether Delta's digital 

advertising can drive greater customer mobility and influence people in the same way as the study 

above. With the above in mind, the motivation for this study is to fill the information gaps related 

to digital advertising in Delta State by analyzing how it influences consumer buying behaviour. 

 

Objectives 

i.To examine the nature of digital advertising channels in Delta State. 

ii.To identify the pattern of consumer purchasing behaviour in Delta State. 

iii. To examine the perception of consumers on the nature of digital advertising in Delta State. 

Research Hypothesis 

i. H01: There is no significant difference between the nature of digital advertising channels and the 

pattern of consumer purchasing behaviour in Delta State. 

https://www.eajournals.org/
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ii. H02:  There is no significant difference between the pattern of consumer purchasing behaviour in 

Delta State. 

iii. H03: There is no significant relationship between the perception on digital advetising and the pattern 

of consumer purchasing behaviour in Delta State. 

 

LITERATURE REVIEW 

 

The Birth of Digital Advertising 

The phrase "digital advertising" initially originated in the Nineteen Nineties (Rodgers & Thorson, 

2017, Rajendran and Thesinghraja, 2014). In 1993 the first banner advert appeared, followed by the 

first internet crawler a year after. In 1990 digital advertising was once used in any other context, and 

the section of digital advertising began to change. Zuckerberg launched Facebook in February 2004, 

Google launched Gmail in April 2004, and Twitter in March 2006. The digital marketing boom in 

2010 was once estimated at 48%. Between 2012 and 2013  were believed to be the most beneficial 

period for digital advertising up until now (Kamal, 2016, Sljivo and Poturak, 2021). Any marketing-

related content material that is seen online is referred to as digital advertising, net advertising 

and or net advertising and marketing because they are, intently linked (Ighomereho &Iriobe 2019, 

Alaimo & Kallinikos, 2018). As more individuals are exposed to their products and services online 

when businesses and organizations communicate an online message about them, sales are likely to 

increase (Chibuzor, 2022).  According to Ekeruke (2019), changes in advertising and consumer 

purchasing behavior have been influenced by advancements in technology, adaptation, and several 

other external factors. 

Nature of Digital Advertising 

With the associated benefits of digital advertising, several businesses around the world are seeking to 

improve the visibility and spread of their brand by increasing advertising on Web 1.0 channels such as 

email, business websites and free listings (Akpan and Epete, 2019). Some of the channels of digital 

advertising are recognized via Cinar and Enginkaya (2014) as Pop-ups Advertising; Email Advertising; 

Social Media; Text Message; Search Engine Optimization (SEO); Pay per click (PPC), etc. 

Pop-ups Advertising 

Pop-up advertising is a type of Internet advertisement that directs website visitors to a website. It can 

also be a peak leader for media content like blogs. Vijay's. (n.d) Describe pop-up classified advertising 

as the little home window that shows up when you first visit a website. Pop-ups are also displayed in a  

bar at the backside of the screen. Pop-ups excel in digital advertising and are of very high quality 

(Wang, Yue, Ansari, Tang, Ding, & Jiang, 2022). According to Techopedia (2016), pop-ups are one of 

the most widely used online advertising and marketing strategies,  even though most customers do not 

like them. 

 

Email Advertising 

https://www.eajournals.org/
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Email allowed remote users to send messages to each other, and the success of this application alone 

was enough to spur further investment and development. The use of electronic mail (email) is 

recognized as one of the most modern advertising methods and the earliest uses of the Internet 

(Sabbagh, 2021). When a message about a product or service is emailed to an existing or prospective 

customer, this is defined as email advertising (Fariborzi and Zahedifard, 2012). In contrast, Hudak, 

Kianickova, and Madlenak (2017) dismiss concerns that email advertising has long been viewed as an 

unreliable and undesirable form of marketing communication. 

 

Social Media 

In recent years, social media has become a popular platform for advertising and consumer targeting. 

As a result, social media advertising is now one of the most reliable ways to increase traffic and 

generate revenue (Pessala, 2016). Oji & Erubami (2020) states that social media is well known as a 

popular platform. By gaining access to a wide range of information. Igben & Madubuchukwu (2017) 

contributed to the fact that social media is a powerful tool to influence policy formulation and 

implementation. it creates and shares information related to goods or services offered by the company 

(Bassi, 2022). Social media advertising networks such as Facebook, Twitter, LinkedIn, and Google are 

where businesses can build brand awareness and visibility (Kosto 2020). It is where the expert creates 

a profile on LinkedIn and shares information with others. However, Udenze and Aduba (2020) warn 

that social media has the downside of being a double-edged sword when uncensored. 

Text Message 

Text message advertising is very successful because emails can end up in the trash, or spam folders, or 

worse, remain ignored in your inbox for hours (Tatango, 2022). Text messages are created by sending 

various information about your product or service from your mobile phone to potential customers. 

Since information can be easily sent by text message (SMS), image, video, or voice (MMS), more and 

more people are interested in using text messaging to do business across borders (Brandenburg, 2022, 

EZ Texting, 2021, Judy, 2020. Leonard, 2022 & Expert Commentator, 2020). 

 

Search Engine Optimization (SEO) 

Search Engine Optimization (SEO) is the process of embellishing a site or webpage to increase Search 

engine optimization (SEO) is the process of embellishing a website or web page to increase allure 

visitors from organic search engine results, such as free, lifeless traffic to a website each month with 

benefits (Hardwick, 2022). According to Hopwood (2022), SEO is essential for any business that wants 

to build a web presence and establish a successful online presence. Searches that give permission 

targeting through SEO include a variety of nautical queries, such as image searches, local searches, 

video searches, academic searches, information searches, and industry-specific searches (Chris, 2022; 

Gagauz, 2020). 

 

Pay-per-click (PPC) 

https://www.eajournals.org/
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Pay-per-click is utilized by agencies to generate clicks to their website as well as receive clicks 

(Ilayasankar, 2021 & Cardona, 2022). Pay-per-click rules are suitable for advertisers who pay only for 

clicks seeing that customers click to pop up exclusive product choices can be very helpful (Starnes, 

2021). According to Umamaheswari & Kumawat (2020), this is a great way to do business promotion 

as it increases product exposure and offers low-cost offers. Serving adverts through these sites and 

other networks provides better opportunities for agency development by making them more visible 

(Omer 2022). 

 

Consumer Purchasing Behaviour 

Any company that discerns consumer delight will offer upward jostle to the nativity 

of purchaser behaviour. Kumar, John & Senith (2014) found that consumer purchasing behaviour is 

comprehensive knowledge to explain why, what, when and how products and brands are purchased. 

Understanding consumer purchasing behaviour can sometimes seem murky because it is so closely 

related to the human mind. More bluntly, Peter, Steven, and Hume (2014) view consumer purchasing 

behaviour as the actions, reactions, and consequences that occur as consumers go through the decision-

making plight to get a product for use. Ramya and Mohamed (2017) seek evidence to support the claim 

that choosing, acquiring, and consuming products and services to satisfy consumer desires is also part 

of consumer purchasing behaviour. Chukwu, Kanu, and Ezeabogu (2019) point out that consumer 

purchasing behaviour is influenced by many factors and processes that help determine why, when, and 

how purchasing decisions are made.  

Factors Associated with Pattern of Consumer Purchasing Behaviour 

Several factors in the background make a consumer behave in a precise manner intentionally or without 

warning. To authorize a better understanding, Schofield (2020) study of factors related to consumer 

behaviour reveals that consumer purchasing behaviour has a significant impact on purchasing 

decisions. According to Rangaiah (2021), Kumar (2019), and Qazzafi (2020), social, cultural, 

economic, and personal factors are strongly related to consumer purchasing behaviour. 

Social Factors 

Humans are social beings (Sakman, 2019). Behavioural patterns, decisions, and aversions are 

therefore extensively influenced with the help of those around them. Nuclear families and general 

family relationships can strongly influence consumer behaviour. Members' likes, dislikes, and 

lifestyles are incorporated into family shopping habits. In the nuclear family, the family is small 

and the individual has a high degree of agency, whereas in the community family, the family is 

large and the group's decision-making takes precedence over the individual. The pertinence of 

families to advertising is therefore much more about consumer behaviour than about consumer 

demand levels.  

 

Cultural factors 

People are largely the result of a learning process (Farnsworth 2022). Through socialization, humans 

absorb different values, perceptions, preferences, and behavioral patterns. These include achievement, 

https://www.eajournals.org/
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success, efficiency, progress, material comforts, practicality, individuality, freedom, humanity, youth 

and practicality. Various subcultures such as nationality groups, religious groups, racial groups, 

cultural preferences, taboos, attitudes and lifestyles, and geographic regions influence these values 

(Schiffman and Kanuk, 2014). 

Economic Factors 

Economic factor has a significant impact on consumer behaviour.  Personal revenue, family 

income, income anticipation, savings, cash available for use, consumer credit, business cycles, 

inflation, political shifts, etc, are all financial factors that affect how consumers behave. Rising 

disposable income leads to raised expenditure on miscellaneous goods. On the other side, a 

decrease in disposable income results in less money being spent on other things raises the level 

of material comfort for one (Morris, 2022 and Rangaiah, 2021). 

 

   Personal factor 

Personal factors also influence buyer behavior. Important personal factors that influence buyer 

behavior are age, occupation, income, and lifestyle. Individual lifestyles, purchasing considerations, 

and decisions vary widely. People buy different products at different stages of the cycle. Their tastes, 

preferences, etc. also vary according to their activities, interests, opinions, and way of life expressed 

in their interaction with the environment (Cici & Bilginer Özsaatcı, 2021). 

Perception of Digital Advertising 

With advertising effectively returning to human focus, more and more researchers are studying 

consumer behaviour and attitudes towards advertising in terms of perceived benefits and risks (Chen 

and Duan 2021). Advertising by a company or organization is paramount to giving consumers an 

overall rating (Ning, Xioa-Yang & Zhi-Liang, 2021). According to Umukoro and Ogwezi (2021), 

perception serves as lens through which people make sense of the world and is a meaningful aspect of 

being human. Advertising perception describes how a particular item or any product is impacted by an 

advertisement as it piques a customer's interest. 

 

Factors of Perception in Advertising 

For Tanika & Bhawna (2019), some factors serve as the antecedents of attitude that influence 

consumers for or against advertising in general. The proposed factors are informativeness, 

entertainment, credibility, interactivity, demographics, and irritation. Srivastava, Srivastava & Kumar 

(2014) consider the aforementioned variable as the fundamental data for cognitive and emotional 

assessments. Perceived value has a direct impact on attitude, which in turn affects a consumer's 

propensity to use advertisements in the future. 

Informativeness 

Based on their accumulated experiences with particular advertising messages, consumers seek to 

develop judgments about the general informativeness of advertising that can provide sought product-

related information and grab the attention of consumers (Taanika & Bhawna, 2019). To put it in another 

https://www.eajournals.org/
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way, a consumer's trust in advertising reflects their expectation that it will deliver relevant information 

from the large amounts of product information and product variety available to the public (Donghyun 

& Ammeter, 2017). 

 

Entertainment 

The profitability of digital advertisements and public perception of them are both significantly 

impacted if the advertising was for entertainment purposes. The entertainment component of an 

advertisement assists consumers to create memorable experiences in meeting their requirements for 

escape, distraction, aesthetic pleasure, or emotional release (Cassel, Jacobs & Graham, 2021). The 

most predictive patronage intention of pop-up stores is esthetic experience, escapist experience, and 

intellectual pleasure (Alexander, Nobbs & Varley, 2018) 

Credibility 

The degree to which a customer accepts the claims made in media or advertising is referred to as the 

media's or advertising's credibility. The value of web advertising for advertising purposes came 

revealed to be significantly correlated with advertising believability. The credibility of the media has 

an impact on how the consumer perceives the veracity of the information being conveyed (Mosa, 

2021). 

Demographics 

Demographics refers to information on a population's age, race, gender, education, wealth, and 

employment. Age, gender, ethnicity, income, education, and employment are just a few examples of 

the demographic aspects that significantly affect a consumer's propensity to purchase. The degree of 

decision-making that takes place before the purchase is critical in advertising research. Demographics 

refers to information on a population's age, race, gender, education, wealth, and employment. Items 

can be customized based on information about user participation (Cici & Bilginer Özsaatcı, 2021). 

Interactivity 

Interactive behaviour refers to a consumer's direct actions to satisfy their needs and goals. Interactivity 

is among the characteristics of internet advertising. These contacts expose individuals to a diversity of 

concepts, cultures, and possibilities (Talukdar, 2021). An advertisement's interactivity has a beneficial 

effect on consumer views about advertising. Policymakers, campaigners, and consumers have all given 

privacy problems a lot of attention, and several studies have looked at various privacy issues on social 

networking sites from a range of viewpoints, including gender, age, and others (Kevin, Andzulis, Rapp, 

& Agnihotri, 2014). 

Irritation 

Advertising may confuse or distract consumers, which could reduce their productivity or cause them 

to become disoriented. Customers may grow weary of the constant barrage of messages they receive, 

and some people believe that advertising takes the focus off of crucial societal issues (Taanika and 

Bhawna, 2019). Some claims might be deceptive or even offensive to customers which could annoy 

https://www.eajournals.org/
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them. According to these theories and findings, the irritation dimension is thought to be a significant 

factor that can lower the value obtained from advertising and is also thought to be the root of negative 

perceptions of it (Rau, Liao, and Chen, 2013). 

 

Theoretical Framework 

The foundation of this research will be the thesis on technological determinism. The reductionist theory 

of technological determinism seeks to establish a causal connection between technology and the 

character of society as it is generated and affected by technological growth (Thomas, 2017). In 1962, 

a Canadian professor of English Marshall MacLuhan proposed the concept of technological 

determinism, which maintains that technology has a significant influence on people's lives (Azam, 

2021). According to the technological determinism idea, media technologies influence people's 

thoughts, feelings, and behaviours as well as how societies function as they advance from one 

technological age to the next. Following the thesis, advancements in communication technology cause 

profound shifts in society structure (Mickeel, 2019, Haider, 2020, Wardynski, 2019). To apply this 

theory to the study, according to Drew (2022), digital technology used in digital advertising can be 

directly linked to technological determinism since the internet is an example of technological 

determinism that is powered to alter the future of human history. 

RESEARCH METHOD 

 

A descriptive research design was used in this study. The three (3) senatorial districts in Delta 

State were split up into proportions for a 400-person samples: 134, 133, and 133. Two cities and 

towns in each region that had the highest internet penetration were purposively selected. This 

includes: Asaba and Agbor in the Delta North, Abraka and Sapele in the Delta Central, and Warri 

and Oleh in the Delta South. According to Awosusi (2020), these Delta State communities are 

among the best places to live. A total of 26 items in a three-part questionnaire was used to collect 

data using  purposive sampling. The respondents' demographic and behavioural profiles were  

interrogated in Parts A and B. On a Likert scale, Part C examined respondents' perceptions of the 

nature of digital advertising, the patterns of customers' purchasing behaviour, and the respondents' 

opinions on those topics. The nature of digital advertising tools and platforms as well as the pattern 

of consumer behaviour when making a purchase decision were examined using the analysis of 

variance (ANOVA) to test Hypothesis 1 and 2 and identify statistical differences between people 

in Delta State.  For the test of Hypotheses 3, Spearman's Rank Correlation was used to determine 

the significance of each independent variable's relationship to each dependent variable. The data 

decoding and analysis for this study were assisted by Stata software version 15.0.  P-value < or > 

0.05 is arrived at to reject or fail to reject the hypothesis respectively. 
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Data Presentation 

Table 1 

Copies of the Questionnaire Distributed 400 

Copies of Questionnaire Retrieved 398 

Copies of the Questionnaire Usable 392 

Difference 8 

Percentage Difference 2% 

 

The demographic of Respondents [ 

Graphic distribution of respondents according to gender, age, marital status, educational qualification, 

use of the Internet, and purchase/services online. 

 

The chart on the gender of respondents 

 

Mal

e, 

192, 

49%

Female, 200, 51%

Gender

Male Female

192
85 69 460

500

18-37 38-57 58-77 78- END

AGE
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The chart of respondents' age 

 

 
[ 

Chart of respondents' marital status 

 

 

 
Chart of respondents' formal education level 

 

 

Chart of respondents' use of the internet 

137
185

70
0

100

200

Singles Married Others

Marital status

129
163

84
41

16

0 20 40 60 80 100 120 140 160 180

VERY OFTEN

RARELY

NEVR

USE OF INTERNET
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Chart of respondents purchase/services online 

 

   Testing the Hypothesis - Bivariate Analysis 

      Hypothesis one 

H01: There is no significant difference Between The Nature of Digital Advertising Channels and the 

pattern of Consumer purchasing behaviour in Delta State. 

     Analysis of Variance 

      Source                  SS              df       MS                F         Prob > F        Decision 

     ------------------------------------------------------------------------------------------------------------- 

     Between groups    10.2278281      3   3.40927602     7.28      0.0001          Reject 

     Within groups      181.812992    388   .468590186 

     ------------------------------------------------------------------------------------------------------------- 

      Total               192.04082    391   .491152993         (Source: Stata Output on Research Data, 2023) 

Table 4.7: ANOVA results for the nature of digital advertising channels and the pattern of Consumer 

purchasing behaviour in Delta State. Since the P-Value of 0.0001 is less than the level of significance 

of 0.05, we reject the null hypothesis. 

Hypothesis Two 

H02: There is no significant difference between the pattern of consumers’ behaviour and the pattern of 

Consumers purchasing behaviour in Delta State. 

 

 

30%

38%

19%

9% 4%

PURCHASE/SERVICES ONLINE

VERY OFTEN

OFTEN

RARELY

VERY RARELY

NEVR
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Analysis of Variance 

Source                 SS                   df      MS           F           Prob > F        Decision 

------------------------------------------------------------------------------------------------------------- 

Between groups    20.8343989     23   .905843429   2.17       0.0016       Reject 

Within groups    153.438971    368   .416953725 

--------------------------------------------------------------------------------------------------------------- 

Total           174.27337    391   .445711943       (Source: Stata Output on Research Data, 2023) 

Table 4.8: Result for the pattern of consumers’ behaviour and the pattern of Consumers purchasing 

behaviour in Delta State. Since the P-Value of 0.0016 is less than the level of significance of 0.05, we reject 

the null hypothesis. 

Hypothesis Three 

H03: There is no significant relationship between the perception of digital advertising and the pattern 

of consumer purchasing behaviour in Delta State 

   spearman pda pcpb 

 (Source: Stata Output on Research Data, 2023) 

Table 4.9: Perception on digital advetising and the pattern of consumer purchasing behaviour in Delta State. 

Since the p-value of 0.6944 is greater than the level of significance of 0.05 (5%), we fail to reject the null 

hypothesis 

RESULT AND DISCUSSION 

     Nature of Digital Advertising Channels Available to Consumers and the use of the internet in Delta    

State 

The final results of the one-way ANOVA performed shows that the hypothetical values are 

overestimated. It concludes that there is a significant link between the nature of digital advertising 

channels and consumer use of the Internet. This is corroborating with Ekeruka (2019) stands on search 

Source Output Decision 

Number of obs 392 Fail to Reject 

Spearman's rho 0.0199  

Prob > |t| 0.6944  
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engine optimization (SEO), email advertising, social media advertising, cell marketing, online affiliate 

marketing, pay-per-click and shows digital advertising as the channels advertisers make use of to attract 

shoppers with a broad alternative of product and services. Results consistent with the theory of 

technological determinism support Mickeel (2019), Haider (2020), and Wardynski (2019) view that 

applied science shapes the way people think feel and act in society. This confirms McLuhan’s view of 

how society works to move from one technological age to another, and thanks to the messages  received 

about current practical technology, people learn, and experience, and confirms McLuhan's theory of 

acceptance. 

 

The pattern of Consumer Behaviour and Making Purchases Online in Delta State 

As seen in the results of the hypotheses, there is a statistically significant difference between the pattern 

of consumers’ behaviour and making purchases/services online. This collaborates with the view held 

by Rangaiah (2021) study on factors influencing consumer behaviour, they both agreed that consumer 

purchasing behaviour has a notable reflection on purchasing choice. Several variables or factors such 

as cultural, social, personal, and psychological traits have an impact on the buying behaviour of 

consumers as well. The finding also corroborates the conclusion of Kumar, John, & Senith, (2014) that 

consumer purchasing behaviour is a broad study field for explaining the consumer’s why, what, when, 

and how to buy a product or a brand. 

Perception of Digital Advertising and Pattern of Consumer Purchasing Behaviour in Delta State 

The hypotheses suggest that a negative perception exists between digital advertising and consumer 

purchasing behaviour.  This reinforces research from Cinar and Enginkaya (2014) and Wang, Yue, 

Ansari, Tang, Ding, and Jiang (2022). This outcome affirms digital advertising to be intrusive so many 

tend to keep away from it. Although, it meets the necessities for escape, distraction, aesthetic pleasure, 

or emotional launch via diverse media which permit human beings to engage and communicate with 

each other. It has provided a new form of communique, allowing clients to engage and communicate 

anonymously. This aligns with the technological determinism idea that technological improvements 

are impartial and that their energy lies in how they are used responsibly and intentionally to create and 

uphold the desired cultures. (Supercrossking, 2021). 

CONCLUSION 

With the new millennium, comes the digital revolution. The Internet powers the revolution and 

changes people's behaviour in their daily lives. Digital advertising has been diagnosed as an 

effective way of influencing consumer purchasing behaviour as it has no geographical restrictions. 

Digital advertising is on the rise due to the proliferation of social media structures and low-cost, 

sophisticated technology. Changes in human behaviour have reached a tipping point in digital 

communications, and advertisers are handling this admirably. Digital advertising is always 

changing and does not stick to a set schedule. Unfortunately, many businesses these days 
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downplay the potential of searching for digital advertising as a basis for pull methods to meet 

consumer desires. Through in-depth research, agencies can uncover vital perceptions and insight 

into how digital advertising influences customer purchasing behaviour. This opens the door to 

grasping digital channel options that directly reflect customer purchasing behaviour and a 

foundation for creating insights. 

If the factors that influence consumers’ purchasing behaviour is considered when placing a digital 

advertisement then, consumers' purchasing pattern can be influenced from the point of their 

economic, social, cultural, or psychological class. 

It is observed that digital advertising is perceived negatively because it often lacks credibility. If 

consumer confidence is to be built and upheld for better perception then credibility should be 

considered when packaging the messages. 
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