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Abstract
This study investigated the Online Advertisement of A/ways Sanitary Pads and buying intention
of Consumers in Cross River State, Nigeria. Specifically, the study seeks to determine consumers'
exposure to online advertisements of Al/ways sanitary pads and the extent to which such
perceptions influence their purchase intention. The Theory of Planned Behaviour (TPB) was used
to drive the theoretical framework of the study. Survey research method with a structured
questionnaire was adopted to collect data for the study. A sample size of 400 was drawn from a
population of 5,100,129 being residents of Cross River State. The multi-stage sampling was
adopted to enable the researchers chose number of respondents per senatorial districts and
distributed copies of the questionnaire accordingly. Data generated from the study were analysed
using descriptive statistics, while the lone hypothesis poised in the study was tested using Pearson
Product Moment Correlation Coefficient (r). The findings from the study revealed a substantially
high level of exposure to Always sanitary pads' online advertisements. The findings further
revealed that respondents' exposure to A/ways sanitary pads' online advertisements made them
exert a positive and meaningful influence on purchase intention. It was concluded that online
Advertising is a significant force in shaping attitude and purchase behaviour among sanitary pads
consumers in Cross River State. Several recommendations were made including celebrity
collaborations with local women that are respected members of their communities.
Keywords: advertising, online advertising, A/ways sanitary pads, buying intention, consumers
Introduction

In today’s competitive industry, the importance of advertising cannot be overemphasised.
This is as companies invest heavily in advertising to achieve strong returns, drive sales, enhance
receptiveness to sales efforts, stimulate behavioural changes, and foster brand loyalty by reassuring
customers’ post-purchase and managing expectations (Concepcion, 2025). Beyond traditional
media like print, radio, and television, modern advertising incorporates electronic format to create
memorable brand experiences (Saa-Aondo, 2017). Online advertising, also referred to as internet
or digital advertising, involves paid, non-personal promotion of goods, services, or ideas by
identified sponsors via the internet, commonly through display ads, cross-referencing on websites,
or other digital platforms aimed at driving inquiries, subscriptions, or purchases (Aslam &
Karjaluoto, 2017; Strekalova, 2022). Online advertisements have emerged as the dominant form
of advertising in the contemporary marketing landscape, empowering businesses to engage
consumers with unprecedented precision, interactivity, and reach capabilities that were previously
unimaginable. Beyond its commercial advantages, it delivers significant benefits to consumers by
providing more relevant, personalized, and timely advertising content while simultaneously
subsidising a wide array of “free” online services and platforms that users enjoy daily. The use of
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social media has drastically altered most companies’ approach to communicating with consumers,
building a brand reputation, and increasing customer interaction (Concepcion, 2025; Organisation
for Economic Co-operation and Development - OECD, 2019).

Online advertising has become a significant one to ignite purchase intention. This
underscores the need to understand consumer attitudes and perceptions. It involves the way
consumers receive, process and respond to the informative, affective and persuasive cues of online
ads (Bhuvaneswari, et al., 2022). Nowadays, various forms of online advertisements such as search
engine ads, social media ads, video ads and content marketing have become one of the most
strategic marketing channels because of the obvious shift away from traditional advertising
channels by most business organisations (Okumus, et al., 2023).

However, despite the notable innovations, ease of placing ads and increased revenue
brought about by online advertising, several ethical challenges, mistrust and distrust are also
recorded, hence, posing severe dangers to both consumers and companies alike. Cai, et al. (2020)
indicted the highly lucrative nature and widespread adoption of online advertising to be responsible
for the unethical issues bedevilling online advertising. Hence, it has also become a prime target
for malicious actors pursuing various objectives, including siphoning off advertising revenues,
compromising user privacy, and distributing malware.

Saura, et al. (2024) lamented the rise of dishonesty in online advertising which exposes
internet users to modern tactics of advertising. The rapid advancement in the artificial intelligence
(AI) has greatly revolutionized digital marketing in the modern era, thereby increasing the
effectiveness but also raising new concerns on the ethicality and privacy concerns of internet users.
Hence most online advertisements need serious check to verify its truthfulness and transparency
for how information gathered from users is stored and sold. Hence, this poses several perception
issues like the cultural sensibility of the ads, trust in the advertisements, amount of information
provided by the ads, humour etc.

In the feminine protection industry, online advertisements are relied upon targeting young
ladies and women undergoing menstruation; usually focusing on how to cope with the
inconveniences of menstruation. Prominent among products in this category is the A/ways Sanitary
Pads; a leading feminine protection and hygiene brand owned by Procter & Gamble (P&G). This
product is very popular in the Nigerian market (Procter & Gamble 2026). In sanitary pads and
feminine hygiene products, consumer perception is more than just the general meaning because
other things like culture, social taboo, and the consumers’ personal experiences and sex sensitivity
are also added and taken into account. Hence, it is important to know people's exposure and
perception of online advertisement of sanitary pads and ascertain whether it influences consumers'
purchasing habits (Nwokedi, et al., 2024; Ngo, et al., 2025).

As observed by Igbal and Igbal (2019), some sanitary pad companies indulge in surrogated
ads, social cause ads and unverified claims. Ezinwa (2021) equally lamented the misleading,
deceptive, socially and ethically irresponsible as well as culturally insensitive contents used in
these online advertising used by some companies in recent times. These issues could negatively
affects consumer buying intention of these products, especially among consumers in Cross River
being a culturally conservative society.

Anchoring on the theory of planned behaviour (TPB) as developed by Icek Ajzen which
posits that an individual's intention to engage in a specific behaviour such as forming positive
perceptions of online advertising is primarily driven by their intention (Ajzen, 1991). This
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perceived behavioural control can directly influence actual behaviour, either facilitating or
hindering it, independent of intention, depending on the degree of actual control the individual
possesses and how accurately their perception reflects that reality (Ajzen, 1991). TPB provides a
robust framework for understanding how online advertisement shapes consumers' attitudes toward
Always Sanitary pad in Cross River State. It is therefore against this backdrop that this study sought
to unravel how online advertisement of A/ways sanitary pads affects buying intention of consumers
in Cross River State.
Methods
Study Design

This study adopted the Survey Research design. According to Prasad, et al. (2024) survey
research is a systematic method that involves designing and administering a structured set of
questions to a sample of respondents in a logical sequence to collect reliable and valid data. This
approach is widely applied across diverse fields where it serves as a key tool for studying human
behaviour, attitudes, opinions, and experiences. It provides a valuable window into people's
thoughts, feelings, and actions, offering deep insights into various dimensions of human life and
society (Prasad et al., 2024). The choice of survey research for this study is not farfetched. It allows
the researchers to effectively study the sample drawn from the population and used them to infer
the characteristics of the defined population.

Participants

The study area is delimited to residence of Cross River State located in the South-South
geopolitical zone of Nigeria. Recent projections from reliable sources, including the National
Population Commission and Cross River State Bureau of Statistics (2024) provided a projected
figure of 5,100,129 (with 2,505,157 males and 2,594,972 females, indicating a slight female
majority of about 50.9%). The study's accessible population is delimited to female adults (typically
aged 1549 years, aligning with the reproductive and menstrual health demographic targeted by
Always campaigns) who use or are exposed to sanitary pads and encounter online advertisements
for such products in Cross River State. Using the Taro Yamane (1967) procedure, a sample size
400 was determined.

A multistage cluster sampling method was used to access respondents from the 3 senatorial
districts of Cross River State. This method, according to Babbie (2010) is considered most suitable
for a greater degree of representativeness by decreasing the probable sampling error. A multi-
stage sampling approach comprising, the proportionate sampling, simple random sampling, and
purposive sampling techniques which were employed to select the headquarters of the senatorial
districts, where they were identified for the purpose of administering the instruments for the study.
The proportionate sampling technique was applied because the three senatorial districts differed
in size in the population. The purposive sampling technique was now used to select the actual
respondents from the local government headquarters of the 3 senatorial districts. This is necessary
in order to identify the exact consumers of A/ways sanitary pads.

Material and Instruments

Data were collected using a structured questionnaire designed on a Five-Point Likert Scale
to enable the researcher to gather information from the large population of the study. The
questionnaire contained the questions related to the study which were directed to consumers of
Always sanitary pads product in the study area. The instrument was subjected to validity and
reliability testing before put to use. The Cronbach's alpha for the reliability testing yielded an
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average coefficient of 0.7004 (or approximately 70%). This result aligns with established
benchmarks for acceptable reliability in research contexts.
Procedure

Copies of the questionnaire were administered to respondents in the senatorial headquarters
of 3 senatorial districts of the state namely; Calabar, Ikom and Ogoja respectively. To achieve this,
9 research assistants were co-opted to assist the researcher in administering and retrieving copies
of the questionnaire from the respondents in the study area.
Data Analysis

Data from this study were sorted and subjected to scientific analysis. Descriptive statistical
method was used to compute frequency scores while presenting same in a tabular form. The
formula:

Where X = Observed frequency
N = Sample size
The two hypotheses posed in this study were analysed using Pearson Product Moment Correlation
Coefficient (r).
Results

This section presents the demographic data of the respondents, answers to research
questions and results of hypotheses testing as well as discussion of findings as follows:
Demographic Data of Respondents

The distribution of questionnaire and demographic data of respondents is presented as
follows:

Table 1. Distribution of Respondents by Age

Status Frequency Percentage
18-25 162 41%
26-35 94 24%
36-49 140 35%
Total 396 100%

Data from Table 1 show that 162 (41%) of the respondents are within the age of 18-25
years. 26-35 years were 94 (24%), while respondents between the ages of 36-49 years were a total
of 140 (32%).

Table 2. Distribution of Respondents by Marital Status

Status Frequency Percentage
Single 152 38%
Married 204 51%
Divorced 28 7%
Widowed 12 3%
Total 396 100%

Data from Table 4.5 above show that only 152 (38%) of the respondents were singles and
therefore not married. A total of 204 (51%) which is slightly more than half of the respondents
were married. 28 (7%) of the respondents were divorced and a total of 12 (3%) were widowed.
Table 3. Whether Online Ads of Always Sanitary Pads Offer Useful Information about its
Features and Benefits to Respondents
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Responses Frequency Percentage
Strongly Agree 44 12%
Agree 264 67%
Undecided 48 12%
Disagree 20 5%
Strongly Disagree 20 5%
Total 396 100%

Results from Table 3 above shows that majority of respondents with a total of 264 (67%)

agreed, while a total of 44 (12%) respondents agreed with the statement that Whether Online ads
of Always sanitary pads offer useful information about its features and benefits to Respondents. A
total of 48 (12%) were undecided, 20 (5%) disagreed, while a total of 20 (5%) strongly disagreed

Table 4. Whether the online ads of Always sanitary pads help Respondents learn how to use the

product

Responses Frequency Percentage

Strongly Agree 44 11%

Agree 221 56%

Undecided 51 13%

Disagree 40 10%

Strongly Disagree 40 10%

Total 396 100%

Results from Table 4 above shows that majority of respondents with a total of 221 (56%)

agreed, and a total of 44 (11%) strongly agreed with the statement that the online ads of Always
sanitary pads help them learn how to use the product. This clearly shows that the online
advertisement of Always Sanitary was impactful on respondents. A total of 51 (13%) were

undecided, 40 (40%) respondents disagree, while 40 (40%) strongly disagreed to the statement.
Table 5. Whether the online ads of Always sanitary pads contain enough information for
Respondents to make an informed purchasing decision

Responses Frequency Percentage
Strongly Agree 48 11%
Agree 174 44%
Undecided 40 10%
Disagree 54 14%
Strongly Disagree 80 20%
Total 396 100%

Results from Table 5 above shows that majority of respondents with a total of 174 (44%)
agreed and 48 (11%) strongly agreed with the statement that the online ads of 4/ways sanitary pads
contain enough information for Respondents to make an informed purchasing decision. A total of
40 (10%) respondents were undecided, 55 (14%) disagreed, while 80 (20%) strongly disagreed to
the statement. This clearly shows that the online ads of A/ways sanitary pads were rich in content,
hence facilitating purchase decision making.

Table 6. Whether Online advertisements for Always sanitary pads make truthful claims

Responses Frequency Percentage
Strongly Agree 23 6%
Agree 198 50%
Undecided 135 34%
Disagree 20 5%
Strongly Disagree 20 5%
Total 396 100%
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Results from Table 6 above shows that majority of respondents with a total of 198(50%)
agreed and 23 (6%) strongly agreed with the statement that Online advertisements for A/ways
sanitary pads make truthful claims. A total of 135 (34%) were undecided, while 20 (5%) disagree
and 20 (5%) strongly disagreed respectively. This clearly shows that the respondents consider
Always online adverts as being truthful to her claims.
Table 7. Whether the statements made in online ads of Always sanitary pads are believable by
Respondents

Responses Frequency Percentage
Strongly Agree 40 10%
Agree 134 34%
Undecided 142 36%
Disagree 40 10%
Strongly Disagree 40 10%
Total 396 100%

Results from Table 7 above shows that majority of respondents with a total of 134(34%)
agreed and 40 (10%) strongly agreed with the position that the statements made in online ads of
Always sanitary pads are believable. A total of 142 (36%) were undecided, 40 (10%) disagreed,
while 40 (10%) strongly disagreed. This clearly shows that most of the respondents believe the
online ads for Always sanitary pad.

Table 8. Whether the online Ads of Always sanitary pads use realistic representations of the

product's performance

Responses Frequency Percentage

Strongly Agree 63 16%

Agree 158 40%

Undecided 95 24%

Disagree 40 10%

Strongly Disagree 40 10%

Total 396 100%

Results from Table 8 above shows that majority of respondents with a total of 158(40%)
agreed and 63 (16%) strongly agreed with the position that the online Ads of A/ways sanitary pads
use realistic representations of the product's performance. The total of 95 (24%) were undecided,
40 (10%) disagreed, while 40% strongly disagreed to the statement.

Table 9. Whether Respondents positive impression of Online Ads of Always Sanitary Pads has
influences me to buy the Product

Responses Frequency Percentage
Strongly Agree 80 20%
Agree 143 36%
Undecided 47 12%
Disagree 31 8%
Strongly Disagree 95 24%
Total 396 100%

Results from Table 9 above shows that majority of respondents with a total of 143 (36%)
strongly agreed, and 79 (20%) strongly agreed with the statement their positive impression of
online ads of Always sanitary pads has influences me to buy the product. This clearly shows that
positive impression about the product leads to purchase decision.
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Table 4.10. Whether seeing online ads of Always sanitary pads makes Respondents want to try
or continue buying this product

Responses Frequency Percentage
Strongly Agree 67 17%
Agree 182 46%
Undecided 44 11%
Disagree 87 22%
Strongly Disagree 16 4%
Total 396 100%

Results from Table 4.10 above shows that majority of respondents with a total of 182 (46%)
agreed, 67 (17%) with the statement that seeing online ads of A/ways sanitary pads makes them
want to try or continue buying this product. A total of 44 (11%) were undecided, 87 (22%)
disagreed, while 16 (4%) strongly disagreed to the statement. This results clearly show that online
advertisement encourages brand loyalty among consumers.

Table 4.11. Whether the Online ads of Always sanitary pads made Respondents switch to Always
from other sanitary pad brands

Responses Frequency Percentage
Strongly Agree 63 16%
Agree 159 40%
Undecided 87 22%
Disagree 87 22%
Strongly Disagree 0 0%
Total 396 100%

Results from Table 4.11 above shows that majority of respondents with a total of 159 (40%)
agreed and 63 (16%) strongly agreed with the statement that Online ads of A/ways sanitary pads
made me switch to A/ways from other sanitary pad brands. The total of 87 (22%) respondents were
undecided, 87 (22%) disagreed, while none strongly disagreed. This clearly shows that online
advertisement encourages change of brand to A/ways among respondents.

Table 4.12. Whether in general, the online ads of Always sanitary pads have positively
influenced respondents’ attitude toward the brand

Responses Frequency Percentage
Strongly Agree 67 17%
Agree 198 50%
Undecided 131 33%
Disagree 0 0%
Strongly Disagree 0 0%
Total 396 100%

Results from Table 4.12 above shows that majority of respondents with a total of 198 (50%)
agreed, and 67 (17%) strongly agreed with the statement that in general, the online ads of Always
sanitary pads have positively influenced their attitude toward the brand. A total of 131 (33%) were
undecided, none disagreed or strongly disagreed.

Hypotheses Testing:

Ho:1i. There is no significant relationship between overall consumer's perception on on-line
advertisements of 4/ways Sanitary pads and purchase intention among consumers in Cross River
State. To test this hypothesis, Pearson Product Correlation Co-efficient (r) analysis was carried
out. The results are presented below:
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Table 14: Overall consumer perception (n=396)

SA A UN D SD Weighted Mean (X
S/N  Research Items ) ) 3) @) ) total 1Y)
1 Ads offer useful information on 44 264 48 20 20 1,480 374
features/benefits
,  Adshelp melearn how to use 44 221 51 40 40 1,387 3.50
the product
3 Adsgive enough info for 48 174 40 54 80 1,244 3.14
informed purchase
4 Online ads make truthful claims 23 198 135 20 20 1,373 3.47
5 Statements in ads are believable 40 134 142 40 40 1,282 3.24
6  ‘Adsuse realistic product 63 158 95 40 40 1,392 3.52
representations
Grand Mean 8,158 3.43

The data reveal that consumers in Cross River State showed a high degree of exposure to
online advertisement of 4/lways sanitary pads. The perceived informativeness sub-scale as captured
in Tables 8 above and addresses the broader consumer perception. Item 1 (ads provide useful
information about features and benefits) has a mean on the agree side (3.65 estimated mean), while
3 (ads provide enough information to make an informed purchase decision) is the lowest at 3.13,
indicating that results are positive that the ads are informative but provide insufficient information
to meet the purchase-stage expectations. Averaged across all dimensions (confidence and
credibility), overall consumer perception was 3.43, above the neutral midpoint of 3.00. Consumers
perceived the A/ways online ads to be somewhat positive overall. Consumers have perceived the
online advertisements to be highly informative, and somewhat credible. However, the undecided
rate was very high: 34% undecided for credibility item 4 and 36% for credibility item 5.

Table 15: Purchase Intention (n=396)

SA A UN D SD Weighted Mean (X /
S/N  Research Items ) @) 3) @) a) total Y)
j  Adsmake me want to 67 182 44 87 16 1,385 3.49
try/continue buying
,  Adsmade meswitch to 63 159 87 87 0 1,380 3.49
Always brand
Ads positively influenced
brand attitude 67 198 131 0 0 1,520 3.84
Grand Mean 5,575 3.52
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The purchase intention cluster gave a combined mean of 3.52, which is above the neutral
point. Interestingly, item 3, which indicate online ads have positive influence toward attitude to
the brand, had the highest mean (3.84) in the purchase cluster without any disagreeing.
Table 16. Pearson Correlation Analysis Between Overall Perception of Consumers and
Purchase Intention

. r r r?> (variance -
Variable Mean calculated critical explained) Decision
Overall Perception (X) & X=3.43/ o Reject
Purchase Intention (Y) Y=3.52 0.762 +0.098 >8.1% Hoz

396N (respondents), 394 Degrees of freedom, r = 0.762Calculated r value £0.098Critical r (a = 0.05).

Table 16 above shows that the PPMCC returned r = 0.762, exceeding the critical value.
The null hypothesis is rejected. Overall consumer perception of A/ways' online advertising has a
strong, significant positive influence on purchase intention. r> = 0.581 implies that 58.1% of
variation in purchase intention is attributable to consumer perception. This means that there is a
significant positive relationship between overall consumer perception of Always’ online
advertisements and purchase intention among consumers in Cross River State.

Discussion

The study investigated the Online Advertisement of A/ways Sanitary Pads and its
implication on buying Intention of Consumers in Cross River State. The data reveals that
Consumers in Cross River State showed a high degree of exposure to online advertisement of
Always sanitary pads. This aligns with the study of Nwokedi, et al. (2024) that there is a significant
level of exposure to online advertisements to sanitary pads among women with respondents
acknowledging this exposure at a cumulative mean of 3.3 with respondents agreeing that the online
advertising of the sanitary pad positively influences the product's patronage among them. Khan
and Akhi (2023) had argued that it is media exposure that is one of the most important indicators
of sanitary pad use among adolescent girls.

The purchase intention cluster indicated that online advertisements have positive influence
toward attitude to the brand, had the highest mean (3.84) in the purchase cluster without any
disagreeing. Findings suggests A/ways improve online visibility. This means that even already-
exposed consumers believe the brand should strengthen its digital presence. The Pearson Product
Moment Correlation Coefficient (r) test for H produced r 0.762 (r 0.581) indicating a strong and
statistically significant positive correlation between overall consumer perception and purchase
intention. This indicates that 58.1% of the purchase intention is determined by consumer's
perception towards the online advertisements. This is consistent with Theory of Planned Behaviour
where consumer's positive perceptions of advertisements lead to adoption of positive attitudes
toward the brand which ultimately influences purchase intention. According to (2022), That online
advertising affect purchase intentions and brand loyalty of customers. Additionally, the results of
the study indicate that online advertising has a significant influence on purchase intentions.
Another study by Nwosu and Nwosu (2020) also confirmed that online ads significantly impact
purchase intentions. It was found that online advert influences online users’ purchasing intentions
and behaviour. Hence, the authors advised corporate organizations to leverage on online
advertising to ensure high patronage.
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Conclusion

This study concludes that online advertising is a significant force used in shaping attitude
and purchase intention. The study shows that consumers in Cross River State have high exposure
to online advertisement of A/ways sanitary pads in Cross River State. These online advertisements
proved to have strong impact on consumer behaviour. It was also clear that sanitary pads
consumers who were exposed to A/ways brand's online advertisements have a moderately positive
yet credibility-ambivalent perception of those advertisements. Such perception significantly and
strongly influences both brand trust and purchase intention among consumers.
Recommendations

Based on the findings from the study, the following recommendations were made:

l. Sanitary brands require a much smarter, culturally appropriate and informational
approach to its online advertisements in Nigerian markets.
2. Sanitary brands should consider celebrity collaborations using local women to
improve the believable of their ads among consumers.
3. Participate in social communities and support programmes.
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