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Abstract 
Ambient advertising is one of the fastest-growing advertising strategies; 

however, formal research into this field within Nigeria is very limited. This 

study investigated attention and response to ambient advertising of 

telecommunication companies among undergraduate students in Northeast 

region, Nigeria.  The study was anchored Schema Congruity Theory, the 

research method used was quantity descriptive survey.  Three universities 

(Modibbo Adama University, Yola, Taraba State University, Jalingo and 

Kwararafa University, Wukari) in northeast region were randomly 

selected. Furthermore, multi-stage sampling procedure was employed to 

select a sample size of 350 respondents. The data collected was analyzed 

using frequency and simple percentages.  Findings revealed high (70.1%) 

exposure to ambient advertising of telecommunication, among 

undergraduate students in northeast.  Findings also revealed that shop 

paintings (33.1%), vehicle wraps and bodies of tricycles (21%), 

Tables/chairs and handheld materials (13.3%) walkways/bus stop (12.1%) 

sport/event centers (11.2%) and clothing (9.2%) were the popular platforms 

or sources of ambient advertising of telecommunication companies in the 

region. The study further revealed unfavorable perception of the students 

toward ambient advertising of telecommunication companies; 56.8% 
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considered the ambient advertising as insignificant, 41.1% revealed that 

that the advertising messages not captivating while 97.3% revealed that the 

advertising did not in any way influenced them to patronage decision. The 

study recommended amongst other things, that the telecommunication 

companies should be more creative in their design of ambient 

advertisements to make it more captivating as well as improve quality and 

affordability of their goods and services.  

 

Keywords: Ambient Advertising, Attention, Response, Undergraduate, 

Nigeria  

 

 
 

 

Introduction 
Increasing competition in the business 

world and evidences indicating a 

gradual decline of the consumer 

attitudes towards conventional 

advertising rising from issues such as 

clutter, intrusion and familiarity of 

individuals with conventional 

advertising efforts is forcing 

advertisers to seek for effective ways 

to reach out and appeal to their 

customers in order to remain relevant 

in the market (Jurca & Plăiaș, 2013).  

The issue has resulted to some 

innovations in the advertising 

industry; one of these innovations is 

ambient advertising (Alrabeeah & 

Artemisa, 2018).   

 Ambient advertising as the name 

suggest has got a lot to do with the 

ambience or the environment. 

Ambient advertising is a form of 

advertising done in a non-traditional 

media as part of the mainstream 

campaign or as a standalone activity 

(Chatterjee, 2011). It is different from 

the traditional media advertising 

which is printed on pages or 

broadcasted on television.  

Wierzbicki, Sommerschuh, and 

Bernstein (2010) write that ambient 

media is tied to a specific environment 

and can serve or function as 

communication channels only in that 

environment. Generally, ambient 

advertising utilizes the environment in 

a more cost-efficient manner than 

traditional forms of advertising such 

as television, print and radio. The 

environmental channels use for 

communication are numerous and 

unending, such as bodies of animal, 

things and human parts.  Thus, 
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ambient advertising relies heavily on creativity (Gorbet, Jones, Kachur, Peter & 

Saunders, 2010). It is not static rather unpredictable because what is unusual 

today will not be unusual tomorrow and as people get familiarized with old 

ambient tactics, they might likely ignore it. 

According to Seminescu, Martinsson and Gustafsson (2012), ambient 

advertising makes up a smaller part of the advertising budget; it is increasingly 

becoming an important strategy targeting consumers who are mobile and less 

exposed to traditional forms of media. Ambient advertising has introduced 

tremendous innovations in marketing communication, which have imposed 

significant influence on marketing of goods and services in many parts of the 

world (Saa-Aondo, 2017). Rotfeld (2006) also states that ambient advertising 

strategies are fast becoming ubiquitous, with scholarly literatures indicating a 

dramatic shift in advertising budgets from the conventional mass media to 

ambient media.  

Several research studies (Chebat & Michon, 2003, Basera, Mutsikiwa, & 

Dhliwayo, 2013) have further confirmed the influence of ambient advertising 

on patronage of goods and services in most parts of the world mostly in 

developed nations like Canada United States, Britain among others.  These 

studies also established that business organizations in developed nations are 

given significant attention to ambient advertising due to its strategic place in the 

promotional campaign.  However, this does not mean that ambient advertising 

is missing in developing nations like Nigeria. The differences is that in Nigeria 

several ambient advertising tactics are often given general terms like outdoor 

advertising, freebies and promotional activities. 

In Nigeria, ambient advertising has apparently taken central position in the 

marketing strategies of many companies especially among telecommunication 

firms. Today, telecommunication companies like MTN, Airtel, Globacom are 

constantly employing various ambient advertising strategies to maintain market 

share as well as attract new subscribers.  Some of these ambient tactics of 

telecommunications include Vehicle wraps with logos of telecom firms, food 

or table mats, kegs of beer, and paintings of city gates, school signposts, 

inscriptions on shirts and sport arenas and kits among others.  This indicates 

that Ambient advertising has obviously ushered in a new approach for 

telecommunication companies in Nigeria to engage in cost effective marketing 

communication. Despite this development, Saa-Aondo (2017) found that little 

research documentation has been found on this ambient advertising in Nigeria. 

According to him, there are rather few studies and newspaper articles 
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(Akingbolu, 2012; Mogaji, 2014 etc) on outdoor or out-of-home advertising in 

Nigeria.  These works have not provided significant empirical results of 

understanding the phenomenon of ambient advertising in the Nigeria context. 

Therefore, audience perception and attitudes to ambient advertising especially 

of telecommunication companies in Nigeria remain scanty.  It is against this 

backdrop that this study sought to investigate audiences’ perception and attitude 

to ambient advertising messages in Northeast region of Nigeria. 

 

Statement of the Problem 

Today’s Business landscape can be described as the survival of the fittest. 

Suffice to say the increasing competition in the business world and evidences 

indicating a gradual decline of the consumer attitudes towards conventional 

advertising rising from issues such as clutter, intrusion and familiarity of 

individuals with conventional advertising efforts is forcing advertisers to seek 

for effective ways to reach out and appeal to their customers in order to remain 

relevant in the market (Alina & Loan, 2013).  The issue has resulted to some 

innovations in the advertising industry; one of these innovations is ambient 

advertising (Alrabeeah & Artemisa, 2018).   

Today, advertisers like telecommunication companies in Nigeria are adopting 

unconventional advertising (ambient advertising) such as use of vehicle bodies, 

paintings of public places, logo displace in sport arenas and host of other means. 

This act has become very popular lately because of its attention grabbing, low 

cost and its ability to stand out from the cluttered advertising. This indicates that 

ambient advertising has obviously ushered in a new approach for 

telecommunication companies in Nigeria to engage in cost effective marketing 

communication. Despite this development, Saa-Aondo (2017) found that little 

research documentation has been found on this ambient advertising in Nigeria. 

According to him, there are rather few studies and newspaper articles 

(Akingbolu, 2012, Craig, 2014; Mogaji, 2014 etc) on outdoor or out-of-home 

advertising in Nigeria.  These works have not provided significant empirical 

results of understanding the phenomenon of ambient advertising in the Nigeria 

context. Therefore, audience perception and attitudes to ambient advertising 

especially of telecommunication companies in Nigeria remain scanty.  It is 

against this backdrop that this study sought to investigate audiences’ perception 

and attitude to ambient advertising messages in Northeast region of Nigeria.  
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Objectives of the Study 

The specific objectives of this study are as follows: 

i. To determine the extent to which undergraduate students in Northeast 

Nigeria are exposed to ambient advertising messages of 

telecommunication companies. 

ii. To ascertain the sources through which undergraduate students in North-

East are exposed to ambient advertising messages of telecommunication 

companies; 

iii. To gauge the perception of undergraduate students in North-East Nigeria 

towards ambient advertisement of telecommunication companies; 

iv. To determine the behavior of undergraduate students in North-East 

Nigeria towards ambient advertisement messages of telecommunication 

companies.   

 

Research Question 

In order to achieve the above research objectives, the following research 

questions were formulated to guide this study:   

i. To what extent undergraduate students in Northeast Nigeria are exposed to 

ambient advertising messages of telecommunication companies? 

ii. What are the sources through which undergraduate students in North-East 

are exposed to ambient advertising messages of telecommunication 

companies? 

iii. How do undergraduate students in North-East Nigeria perceive ambient 

advertisement of telecommunication companies? 

iv. What is the behavior of undergraduate students in North-East Nigeria 

towards ambient advertisement messages of telecommunication 

companies?   

 

LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

In recent decades, a growing body of research has established significant 

relationship with this current study. For instance, Jeevarathnam, Dayaneethie 

and Waseem (2011) investigated attitudes towards electronic below-the-line 

promotions in terms of their perceived intrusiveness among consumers in the 

Durban area. The respondents were measured on three variables, awareness, 

attitudes towards, and effectiveness of electronic below-the-line promotions. 

Respondents comprised a sample of 384 shoppers across three major retail 
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shopping centres in the Durban area viz. Pavilion, Musgrave, and Gateway, 

using convenience sampling as a basis.  Data were collected via questionnaires 

and analyzed using descriptive statistics. Findings indicate that most of the 

consumers did not consider electronic below-the-line promotions as being 

intrusive or an invasion of their privacy, although, many were unsure in this 

regard. It emerged that attitudes towards electronic below-the-line promotions 

were generally favourable, with the majority of respondents indicating that such 

promotions may drive them to purchase action. This study relates to this study 

in that it focuses on awareness and attitude to advertising which is also of 

interest to this study, however, study did not focus on ambient advertising which 

is the subject of current study.   

Another related study was carried out by Nwankwo, Aboh, Obi, Agu and 

Sydney-Agbor (2013), the study examined the influence of advertising appeals 

and consumer personality on telecoms consumption preferences, using MTN 

telecoms service as the product of study and 150 participants from Enugu 

metropolis and Agbani, Enugu state, Nigeria. The research was empirically 

tested, using a two-way ANOVA (F-test) for the analysis. The findings show a 

significant influence of advertising appeals on telecoms consumption 

preferences but no significant influence of personality on telecoms consumption 

preferences.  The study found relevance to current study in that it examined 

advertising of Telecommunication Company and appeal is a key variable in 

designing ambient advertising. However, it is important to note that the study 

did not specifically consider ambient advertising.  

In another related study Bouzaabia (2014) investigated the effect of ambient 

scents on consumers’ responses and in particular the moderating effect of 

consumer type (hedonic vs utilitarian) and his accompaniment state 

(accompanied vs single). An experiment was conducted in a real business 

context (NIKE store), where 400 customers were surveyed. The results indicate 

that a pleasant ambient scent improves evaluation of store environment, 

products, quality of services provided, the level of pleasure experienced, the 

level of stimulation, their intention to revisit the store and customers’ spending. 

However, ambient scents have no effect on the real time spent in the store. 

Finally, in the presence of an ambient scent, it was found that hedonic customers 

intend more to revisit the store than utilitarian ones and that accompanied 

customers tend to spend more and have more fun shopping than single 

customers. The study above contribute to our understanding of the impact of 
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ambient advertising on target customers, however, the study was not on ambient 

advertising of telecommunication industry in Nigeria but Nike sport company 

in far country (India), hence, the findings cannot be use to describe the situation  

in Nigeria and telecom industry.  

In another study, Nawaz,  Rizwan and  Areeb (2014) investigated the 

association of guerrilla marketing on consumer buying behavior. Questionnaire 

was used in the process of collecting data from 230 respondents. Buying 

behavior of consumer is taken as a dependent variable and guerrilla advertising 

as an independent variable.  Being a causal research, simple regression model 

was used to check the significance effect of guerrilla marketing on consumer 

buying behavior. The study found that there is a significant impact of guerrilla 

advertising on consumer buying behavior. This study relates to current study 

because ambient advertising is a form of guerrilla marketing, however, the study 

was not conducted in Nigeria nor focus on ambient advertising of 

Telecommunication Company.  

The review of empirical studies above shows that ambient advertising is not 

without scores of studies. Majority of the studies revealed  that ambient 

advertising is unique form of advertising which significantly influence positive 

consumer perception and attitude to a given brand. However, it has been 

observed that good number of the studies adopted the term guerrilla advertising 

which is wider term; the studies that used the term ambient advertising were 

conducted outside Nigeria. The few ones conducted in Nigeria did not focus on 

ambient advertising of telecommunication companies nor used undergraduate 

students as subject for data collection.  Telecommunications Company in 

Nigeria failed to categorically investigate ambient form of advertising rather 

dwell on conventional advertising.  These observations indicate that there is 

paucity of studies about audience exposure and attitude to ambient advertising 

of telecommunication companies despite their popularity and adoption of such 

form of advertising. Thus, this study was primarily design to contribute to body 

of literature toward filling this gap by investigating exposure, perception and 

attitude to ambient advertising messages of telecommunication companies 

among undergraduate students in Universities in Northeast Nigeria.  

 

Theoretical Framework: Schema congruity Theory 

The leading frameworks used to examine the effectiveness of advertising 

messages are the Stimulus-Organism-Response of Mehrabian and Russell in 
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1974, Hierarchy of effects model of Lavidge and Steiner in 1961 and the 

Elaboration Likelihood Model by Petty and Cacioppo in 1986 (Barry and 

Howard 1990).  The above theories have significantly help researchers in the 

field of advertising to explain the influence of advertising messages via 

conventional media. Since, this study is ambient advertising and since ambient 

advertising does not employ the use of conventional media, the researcher took 

a departure from the three prominent theories.  Thus, the researcher adopted 

Schema congruity theory as a more suitable theory to provide a clear 

understanding of the working of ambient advertising among undergraduates’ 

students in Northeast, Nigeria.   

Schema congruity Theory was developed by George Mandler, an American 

Psychologist in 1982, and made prominent with the publication of his book 

“Mind and Body: Psychology of emotion and stress” in 1984 (Ferris, 2004).  

Schema-congruity theory assumes that cognitive processing is guided by 

schemas or schemata. That is, an organized structure of prior knowledge, or 

accumulated knowledge that is stored in human memory about the world. It 

holds that when people encounter new information that is congruent with prior 

knowledge structures (schemata), the schema becomes an aid to fast evaluate 

the new information and that if however, the new information is incongruent 

with existing schemata, it will challenge prior knowledge structures, thereby 

causing extra cognitive processing. 

The above implies that audience familiarity with media determines how they 

evaluate, interpret, and classify such messages on the media. For instance, 

familiarity with conventional media and cluttered advertising messages via 

television, radio, newspaper and billboard among other conventional media 

might easily lead audience to ignore the messages through what Jurca (2014) 

calls flipping, zipping and zapping of advertisements. On the other hand, non-

familiarity of ambient advertising means that when an advertising message uses 

an ambient strategy, the audience members cannot easily classify such message 

because it is incongruous with their advertising schemata. Therefore, are more 

likely to take time to evaluate such message, thereby becoming involved 

through a deeper cognitive processing and action.  

The Schema congruity theory is therefore relevant in understanding the 

influence of ambient advertising on consumers in Nigeria especially 

undergraduate students in Northeast universities. The outcome of the study 

would proof whether ambient advertising messages of telecommunication 
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companies which audience (students) are exposed have overcome schemas that 

act as protective shields against promotional messages. 

 

METHODOLOGY  

This study adopted quantitative research approach. Moreover, the research 

adopted the descriptive survey design in collecting the data. The population of 

the study was undergraduate students in Universities within Northeast region of 

Nigeria. For the purpose of this study, population frame was regular 

undergraduate students within three selected universities: Taraba State 

University, Jalingo (State Government owned), Modibbo Adama University, 

Yola (Federal Government owned) and Kwararafa University, Wukari (private 

university).  These Universities represented the three categories (State, Federal 

and private) of University system available in the region. The existing records 

from authorities in the selected institutions show that the total number of regular 

undergraduate students as of 2019/2020 academic session was 25, 7220.  

A study sample of 350 students was drawn from a total student’s population of 

25,722. The sample size was drawn based on the recommendation of Krejcie 

and Morgan (1970) which recommend a sample size of at least 335 for a 

population of above 25,000. This implies that the sample size used was 

sufficient enough to represent the entire population frame.  It is important to 

note that the sample size was divided proportionally according to population of 

each of the selected university.  

The study adopted Multi-stage random sampling technique. This is because the 

technique is flexible enough to accommodate other sampling methods in a more 

systematic manner. In the first stage the selected universities were divided into 

Faculties or schools depending on the nomenclature adopted by each university. 

In this stage the following Faculties/School emerged: School of Management 

Technology was picked in Modibbo Adama University, Faculty of Arts and 

Humanities was selected in Taraba State University, Jalingo and Faculty of 

Social Sciences was picked in Kwarrafa University. The next stage, one 

department is randomly selected from each Faculty or school. The third stage 

was dividing each department into levels and each level was allocated sample 

unit based on numeric strength. The fourth stage was selection of study unit 

which was done using table of random digit.   

Out of the 350 copies of questionnaire administered, 200 copies were 

administered in Modibbo Adama University, (MAU), Yola, out of which 192 
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copies were returned while 8 were missing. In Taraba State University, Jalingo 

(TSUJ), 123 copies were administered, 119 copies were returned while 4 copies 

were missing while in Kwararafa University Wukari (KUW), all the 27 copies 

administered were returned valid.  The data indicated a relationship between 

missing questionnaire and high number of respondents in any given area under 

study.  

 

DATA PRESENTATION AND ANALYSIS  

Respondents’ Demography   

Result of this study indicated that the male students that participated in the study 

made 59% while females made 41%. It implies that female respondents were 

little under sampled.  This might have relationship with lower female enrolment 

into formal education in northeast Nigeria.  

Similarly, majority of the respondents were youths within the age bracket of 21 

- 30. This is not surprising because majority of university undergraduates 

nowadays are between this age brackets of 17 - 30. This coincided with the 

findings of the study of the International World Statistics (2011) which 

observed that youths constitute the majority of the mobile phone users as well 

as target of mobile phones and telecommunication advertising messages.  

Therefore, how the responses of advertising messages particularly ambient is 

useful to these advertisers or companies.    

Based on the data retrieved, 22.8% of the respondents were in 100 Level, 29.9% 

were in 200 Level, 32.8% were in 300 Level while 26.9% were in 400 Level.  

This therefore means that the findings are fair enough for generalization. 

However, it is important to note that undergraduate programmes having five 

years was randomly missed in the selection, hence, the absent of 500 Level.  

 

Table 1: Awareness on ambient advertising messages of telecommunication 

companies  

Responses  Frequency  Percentage (%) 

Yes 338 100 

No 0 0 

Can’t say 0 0 

Total 338 100 

Source: Survey, 2019 
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On Table 1 above, it can be seen that all the 338 respondents whose response 

were considered valid and used in this study agreed that telecommunication 

companies in Nigeria engage in ambient advertising strategy. This implies that 

the respondents can provide useful data about the effectiveness of ambient 

advertising of telecommunication companies around them.   

 

Table 2: Extent telecommunication companies in Nigeria engage in 

Ambient Advertising  

Responses  Frequency  Percentage (%) 

Very high extent 47 13.9 

High extent 162 49.9 

Average extent 92 27.2 

Very low Extent   7 2.1 

Low extent 30 8.8 

Total 338 100 

Source: Survey, 2019 

 

Data on Table 2 above show the extent telecommunication companies operating 

in northeast Nigeria engage in Ambient advertising strategies. The result shows 

that 13.9% of the respondents revealed that the telecommunication companies 

have a very high engagement in ambient advertising, 49.9% said the 

engagement is to a high extent. Furthermore, 27.2% described the engagement 

as average extent, 2.1% said very low extent while 8.8% said low extent. The 

outcome implies that there is high adoption of ambient advertising strategies 

among the telecommunication communication companies.   This therefore, 

justified the relevance of the problem of this study. Since the concept of ambient 

advertising has been adopted by telecommunication in Northeast, Nigeria, 

assessment of perception and attitude towards is justified. 

 

Table 3: Respondents’ opinion about telecommunication companies with 

higher engagement in ambient advertising    

Responses  Frequency  Percentage  

Airtel 110 32.5 

Globacom 81 24 

MTN 138 40.8 
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9mobile 9 2.7 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 3 above revealed that 32.5% of the respondents opined that Airtel 

Telecommunication Company has higher engagement in ambient advertising, 

24% identified Globacom, 40.8% said MTN while 2.7% said 9mobile. Going 

by the result, MTN telecommunication employed the use of ambient advertising 

more than any telecommunication company operating in northeast Nigeria.   

 

Table 4: Extent of Exposure to Ambient Advertising of Telecommunication 

Companies among Respondents  

Responses  Frequency  Percentage (%) 

Very High 101 29.9 

High 237 70.1 

Low 0 - 

Rarely 0 - 

Total 338 100 

Source: Survey, 2019 

 

Result of data in Table 4 above revealed that 29.9% of the respondents were 

exposed to Ambient advertising of telecommunication very often while 

majority 70.1% were exposed to the advertising often. None of the respondents 

indicated that they rarely get expose to ambient advertising. The result further 

implies that there is high exposure to ambient advertising among 

undergraduates students in Northeast, Nigeria. This situation further shows that 

they can provide useful data needed about the subject matter.   

 

Table 5 Dominant Sources of Ambient advertising messages of 

telecommunication companies 

Responses  Frequency  Percentage  

Body of vehicles 71 21 

Ambient Light displays - - 

Paintings of Shops and Malls   112 33.1 

Clothing  31 9.2 
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Walkway messages/bus stops 41 12.1 

Chairs/Tables & hand-held 

materials 

45 13.3 

Stadia/Event arenas 38 11.2 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 5  above represent the various sources or platforms of ambient 

advertising of telecommunication companies in Northeast Nigeria. The results 

show that 21% of the respondents indentified body of vehicles as major source 

or platform of ambient advertising; 33.1% identified paintings of shops and 

malls; 9.2% said clothing like sport wears or jerseys. Furthermore, 12.1 

identified walkways and bus-stops as major source or platform 

telecommunication companies maximized for ambient advertising; 13.2% said 

chairs/tables and other handheld materials like umbrellas and key holders while 

11.2% identified stadia and events arenas. Respondents who further comment 

in the open ended question identified background platform of red-carpets 

events, signpost of schools and writing materials as some sources of ambient 

advertising. The result means that though there are numerous platforms 

telecommunication companies utilized for ambient advertising, paintings of 

structures such as road shops remain more popular in northeast Nigeria.      

 

Table 6: Respondents’ opinion on attractiveness of Ambient advertising of 

telecommunication companies 

Responses  Frequency  Percentage  

Always very attractive 30 8.9 

Attractive 63 18.6 

Normal 159 47 

Not attractive 18 5.3 

Outrageous 72 21.3 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 6 present perception of the respondents on the state of appeal or 

attractiveness of ambient advertising of telecommunication companies in 



14  africanscholarpublications@gmail.com                                                                               

 2021 

 

Northeast, Nigeria. The results revealed that 8.9% opined that the advertising 

were always very attractive, 18.6% described the advertising as attractive, 47% 

said normal. Furthermore, 5.3% said the advertising were not attractive while 

21.3% said the advertising were outrageous. The result implies that there is 

unfavourable opinion toward ambient advertising of telecommunication 

companies among majority of undergraduate students in Northeast Nigeria.  

 

Table 7 Respondents’ opinion about the Necessity of Ambient advertising 

of telecommunication companies  

Responses  Frequency  Percentage  

Very Significant 9 2.7 

Significant  137  40.5  

Not Significant 192 56.8 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 7 above revealed that out of the 338 respondents of this study, 

only 2.7% perceive ambient advertising of telecommunication companies as 

very significant, 40.5% said the advertising are significant while 56.8% 

perceived the advertising as insignificant. This implies that more than half of 

the respondents did not considered ambient advertising of telecommunication 

significant.   

 

Table 8: Perception of Respondents on Ambient advertising and promotion 

of sales of telecom goods and services  

Responses  Frequency  Percentage  

It promotes sales  26 7.7 

Does not promote 

sales  

42 12.4 

Can’t say  270 79.9 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 8 above shows opinion of the respondents regarding the influence 

of ambient advertising in promoting sales of goods and services of 
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telecommunication companies. The results revealed that only 7.7% believed 

ambient advertising of telecommunication companies in northeast Nigeria 

promotes sales, 12.4% said the advertising did not promotes sales while 79.9% 

opined that they could not opined on the implication of ambient advertising in 

sales promotion.  The result also indicates unfavorable perception toward 

ambient advertising among undergraduate students in northeast Nigeria.   

 

Table 9: Ambient advertising of Telecom Companies and awareness 

creation  

Responses  Frequency  Percentage  

It creates brand 

awareness.   

200 59.2 

It does not create 

brand awareness.   

- - 

 It great way for 

publicity.  

138 40.8 

Total 338 100 

Source: Survey, 2019 

 

Table 9 presents perception of the respondents regarding the relationship 

between ambient advertising of telecommunication companies in Northeast 

Nigeria and awareness creation. It can be deduce that 59.2% of the respondents 

believed ambient advertising strategy help telecommunication companies 

create brand awareness and 40.8% said ambient advertising is a great tool for 

publicity. In the open ended questions, respondents revealed that ambient 

advertising is a reminder to a customer that certain brand or service exists or is 

available.   The result of the data in this direction indicated that the respondents 

have favorable perception about the link between ambient advertising and 

creation of awareness about goods and service in the telecommunication 

industry.  

 

Table 10:  Ambient Advertising of Telecom Companies and recall of brand 

among respondents    

Responses  Frequency  Percentage  

It arouses my thinking about brand 

advertised. 

101 29.9 

It does not in any way arouse my 

think about brand advertised.  

139 41.1 
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Can’t say  39 11.5 

Total 338 100 

Source: Survey, 2019 

 

From Table 10 above, data revealed that 29.9% of the respondents have been 

aroused toward thinking about Telecommunication goods and brand service 

advertised via ambient strategy. However, 41.1% indicated that ambient 

advertising of telecommunication companies do not in any way arouse their 

thinking about brand advertised. Furthermore, 11.5% could not comment on the 

item. The result implies that ambient advertising of telecommunication 

companies in Northeast, Nigeria lack needed creativity to induced or arouse 

thoughts of most target audience toward brands advertised.   

 

Table 11:  Ambient Advertising of telecommunication companies and 

purchase decision of Respondents   

Responses  Frequency  Percentage  

It motivate me to patronize given 

telecom service or goods  

21 6.2 

It does not motivate me to patronize 

given telecom service or goods 

169 50 

Can’t say  148 43.8 

Total 338 100 

Source: Survey, 2019 

 

Data in Table 11 above revealed that only 6.2% of the respondents have ever 

been motivated to patronize goods and services of telecommunication 

companies. In the other hand, 50% indicated that did not motivate them to 

patronize given telecom service or goods. The study implies poor attitude to 

ambient advertising of telecommunication companies.  
 

Table 12:  Ambient Advertising of telecom companies and extent of 

patronage of telecom goods and services among Respondents   

Responses  Frequency  Percentage  

I can recall that I ever patronized 

telecom products based on ambient 

advertising message I encountered.  

9 2.7 

I can never recall when I patronize 

telecom products based on ambient 

advertising message I encountered. 

329 97.3 

Total 338 100 

Source: Survey, 2019 
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From the data in Table 12, it can be deduced that only 2.7% of the respondents 

recalled that they ever patronized telecom goods and service based on exposure 

to ambient advertising; however, 97.3% could not link ambient advertising to 

their purchase decision or patronage of any telecommunication goods or 

service. In addition, follow-up responses from open ended question also attested 

that ambient advertising does not directly influence patronage of telecom 

products or service. The respondents wrote that ambient advertising can 

significantly enhance awareness and knowledge of a given telecom product 

such as specialized Smartphone, data packages and lots but inducing decision 

depends on several factors such as quality of the product and service as well as 

price. The implication of the data above is that ambient advertising do not 

induced favorable attitude among the respondents.  

 

Discussion of Major Findings  

This study examined undergraduate students’ attention and response to ambient 

advertising in Northeast Nigeria. The results revealed that undergraduates’ 

students in Northeast Nigeria are aware of ambient advertising and that they 

have observed that telecommunication companies in region have engaged in the 

use of ambient advertising. The study further found that majority of ambient 

advertising by Telecommunication Companies in the region were from MTN 

(40.8%) followed by Airtel (32.5%). The companies with lower engagement in 

ambient advertising were Globacom (24%) and the least was 9mobile (2.7%).  

On general note, the study found high (70.1%) exposure to ambient advertising 

among undergraduate students in northeast.   

The findings above is in line with that of Chatterjee  (2011) who earlier noted 

that Ambient advertisements are effective means at pushing a brand message in 

front of consumers and can develop even better top of mind recall within target 

audiences. He added that ambient advertising can produce mass attention in 

centralized locations, or directly interact with consumers during normal every 

day activities.  

It was also revealed that the dominant platform on which telecommunication 

utilized for their ambient advertising in northeast Nigeria include paintings of 

shops and malls (33.1%),  bodies of vehicles and /tricycles (21%), these were 

followed by the use of  key-holders/handheld materials (13.3%) and use of 

walkways/bus stop. The least sources of ambient advertising utilized by 

telecommunication company sport/event centers (11.2%) and clothing (9.2%). 
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There was total non use of ambient light among telecommunication companies 

operating in northeast Nigeria. The finding support that of Saa-Aondo (2017) 

who previously revealed that Ambient Advertising Benue State, Nigeria 

majorly maximize vehicle bodies, clothes/ hand-held materials, walkway 

messages, and pictorial slabs.  

It was found that undergraduates’ students in north east, Nigeria have 

unfavorable perception toward ambient advertising of telecommunication 

companies. Specifically, only 18.6% viewed the ambient advertising of 

telecommunication companies as attractive while majority (47%) saw the 

advertising messages as normal. Furthermore, 56.8% revealed that ambient 

advertising of telecommunication companies in the northeast region are 

insignificant and 79.9% opined that the advertising messages could not promote 

sales of goods and services of the telecommunication companies. In addition, 

50% of the respondents viewed ambient advertising of telecommunication 

companies in the region as a form of physical pollution.  However, 59.2% 

believed that   ambient advertising creates brand awareness and thus, 40.8% 

viewed the advertising as great way of publicity.  

The finding concurs with that of Chatterjee (2011) who earlier observed that 

that ambient advertising provides the ability to advertisers to maintain brand 

awareness created by other advertising efforts. However, the findings contradict 

that of Jeevarathnam, Dayaneethie and Waseem (2011) who found that attitudes 

towards electronic below-the-line promotions (ambient advertising inclusive) 

were generally favourable, with the majority of respondents indicating that such 

promotions may drive them to purchase action. Similarly, the findings of this 

study in respect to perception toward ambient advertising also negates that of  

Rudzewicz and Grzybowska-Brzezinska (2015) who also established that 

Ambient Advertising of some Global Brands (Nike, IKEA and Panasonic) were 

perceived positively and their message, in the respondents' opinion, was 

effective. The differences between ambient messages of global brands 

perceived to be effective by respondents and that of telecommunication 

companies in northeast might be the creativity involves arousing curiosity and 

holding attention of the audience. Ambient advertising of telecommunication 

companies in northeast Nigeria were considered by majority of the respondents 

to be normal while that of global brands studied by Rudzewicz and 

Grzybowska-Brzezinska (2015) were considered attention grapping and 

appealing.   
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The study also found that undergraduates in Northeast Nigeria do not have 

positive attitude toward ambient advertising of telecommunication companies. 

This was based on the findings that majority (41.1%) of the respondents 

revealed that ambient advertising of the companies do not arouse their thinking 

toward advertised brand, 50% indicated that ambient advertising of the 

companies do not motivates them toward patronizing advertised brand and 

97.3% revealed that they can never link their purchase or patronage of 

telecommunication services to ambient advertising. The finding above 

disagrees with that of Nawaz, Rizwan and Areeb (2014) who found significant 

impact of guerrilla advertising (ambient advertising) on consumer buying 

behavior. Also, Ankita (2015) demonstrated that there is a significant impact of 

ambient advertising towards the perception and purchase intention of 

individuals with its limitations, such as a short-timeframe. However in line with 

the findings of this study, Shekhar and Jaidev (2017) empirically examine the 

relationship between ambient ad attitude, brand attitude & purchase intentions. 

The results reveal that both ambient advertising has a weak positive relationship 

with the purchase intention. Similarly, Kunal (2018) after examining the 

relationships between ambient light color, consumer spending, and perceptions 

in a hotel lobby bar revealed that ambient advertising (color and light) did not 

significantly affect customer spending. This indicates that consumers’ behavior 

is not significantly influence by ambient advertising as it is with conventional 

advertising.   

 

CONCLUSION  

As earlier stated, this study sought to examine whether undergraduates students 

in northeast Nigeria are exposed to ambient advertising of telecommunication 

companies, the main platform or sources of such advertising and the perception 

and behavior or attitude to the advertising messages. Having brought the 

findings to fore above, it can be concludes that undergraduate students in 

northeast Nigeria are well exposed to ambient advertising of telecommunication 

companies but the exposure has no significant link to their purchase or 

patronage decision. This is premised on the fact that the students are not 

favorably disposed to ambient advertising. 

 

RECOMMENDATIONS 

Based on the finding from the study and the conclusion drawn, the following 

recommendations are made: 
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i. Brand managers and advertising agencies contracted by 

telecommunication companies in Northeast region, Nigeria  should be 

more creative in their design of ambient advertisements. This is because 

creativity lead to surprise, humour and other elements that have been 

established as ingredient for attracting and sustaining audience 

attention toward advertising messages and might contribute to 

favorable perception and response.  

ii. Telecommunication companies in northeast Nigeria should expand 

their investment in ambient advertising strategies to include 3-D 

artefact-based media and 4-D motion-based media, which come in 

more unusual, out-of-place context thereby creating more surprise 

effect, more audience-involving and more effective in promoting 

patronage of goods and service. 

iii. Telecommunication companies must study and understand certain key 

factors such as culture of their target audiences and tilt their ambient 

advertising messages to appeal to such factors or cultures.  

iv. Telecommunication companies in northeast Nigeria should go beyond 

paintings of structures and decoration of vehicles’ bodies rather 

produce more appealing ambient strategies such as ambient lights in 

strategic places like high ways, motor parks among others. 

v. Telecommunication companies particularly 9mobile which was found 

to be the least in utilizing ambient advertising should take advantage of 

the cost effectiveness of ambient advertising to engage in promotional 

activities in order to expand its markets.  

vi. Telecommunication companies should not only dedicate time and 

resources creating ambient advertising and carrying out other 

promotional strategies but also give attention to satisfying customers 

through provision of quality and affordable goods and services. This is 

necessary considering the fact that studies have established that 

customer satisfaction has significant link with purchase decision.   
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