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Abstract 
Customers have become kings in the market sphere because of the availability of 

different products, brands, services and ideas to choose from. Successful 

companies have therefore, been characterized with the commitment to determine 

in advance what customers want and creating products that will satisfy their needs 

and desires. The efforts in putting such beautiful products, concepts and services 

together would be useless if customers/consumers are not aware that they exist, 

this is the essence of advertising; creating awareness through the media about 

products and services just so people can purchase or key into such products and 

ideas. The study therefore, seeks to evaluate Airtel 4G Advertisements and 

patronage among students in Ignatius Ajuru University of Education. The study 

adopts the survey method of research, and the instrument of data collection was 

the questionnaire and focus group discussion, data collected were analyzed using 

simple percentage table and presented in a tabular form. Using the Krejcie and 

Morgan’s table, the cluster sampling technique and multi – stage sampling 

method, the sample size of 372 students was gotten from the total population of 

20,000 undergraduates and postgraduate students. Findings from the study 

revealed a very high exposure to Airtel 4G Gele and Blender Ad by students of 

Ignatius Ajuru University of Education and that IAUOE students like the story 

line, music, personalities and the colourful attires worn by the personalities in the 

airtel 4G advertisement. The study observes that even though the Ad appeals to 

students of Ignatius Ajuru University of Education students because of the Ad’s 

storyline/music and personalities, it doesn’t still lead to upgrade of students’ 

simcard to the 4g network. They however, agree to subscribe to the 4G package 

because it is readily available, has great speed and meets customers’ satisfaction. 

Among the recommendations are: The appeals for the advertisement derived 

through the storylines, music, personalities in the Ad and their colourful attires 

should be followed up keenly as it contributes a whole lot to the success of the ad 
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in gaining the audience attention. Also efforts should be put into ensuring that 

consumer product awareness is moved on to product/service purchase level. 

        

Introduction  

As businesses became aware of the need to know about preferences, prejudices and buying 

habits of those who patronized their products, ideas and use their services, it became 

crucial for firms to consider customers’ satisfaction as the bedrock of their survival. 

Successful companies have therefore, been characterized with the commitment to 

determine in advance what customers want and creating products that will satisfy their 

needs and desires. Consequently, the need to communicate to consumers, the special 

qualities inherent in the products has made advertising very expedient in businesses. 

Advertising, which is the process of planning, creating and placing of paid messages in the 

mass media to inform and persuade a target audience to behave in a particular manner 

towards a particular product, ideas or services as suggested by an identified sponsor is a 

viable marketing tool that is best at identifying and differentiating a product from others, 

building brand preference and loyalty, communicating information about products and 

inducing the trends of new products by new users and also suggests purchasing by 

existing users to increase product use. Advertising is an economic activity. In a free and 

competitive market economy like Nigeria, the need to induce sales in order to remain in 

business has made market owners to incur the extra cost (Ebue, 2007). 

 

Advertising can be carried out for different purposes, there are 

informative advertising (announcing the existence of new products or 

services or a modification of existing brands), institutional advertising (to 

build up the company’s name, image, and goodwill) competitive 

advertising (aimed at fighting competition in the market place) and so on 

…p.5. 

 

 According to Okon (1998) as a means of marketing communication, advertising is the 

best way to get customers attention, create product awareness, build customers’ trust, 

and product recognition or identity. In the business of advertising, creative writers 

brainstorm daily to choose the right message, which will have greater influence on a 

properly selected market segment or group of people. It involves a systematic and non-

haphazard planning, research, creativity and processes to come up with effective 

advertising campaigns. The effectiveness of an advertising campaign is measured 

against the backdrop of sales. 

 

Where advertising is not properly tailored to pass the right message through a suitable 

medium to hit the targeted market, such an activity might not induce sales. People may 
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like an advertisement and may even know the slogan of a particular brand 

advertisement, yet refuse to buy the product. For an advertisement to be successful, it 

must be acted upon.  

 

Bharti Airtel Limited also known as Airtel is an Indian global telecommunications services 

company based in Delhi, India and operating in 18 countries across South Asia and Africa, 

and also in Channel Islands. Worldwide, Airtel is the 3rd largest telecommunications 

company based on subscribership. Airtel Networks Limited in Nigeria has its 

headquarters in plot L2 Banana Island, Foreshore Estate Ikoyi, Lagos State. In Nigeria, the 

company is second largest telecommunications company by revenue, serving over 30 

million subscribers and generating about 1.5 billion dollars revenues (TMT Finance 

AFRICA, 2016). 

 

Over the years, Airtel has continued to use media advertisement, especially television to 

ensure market penetration, customer retention, goodwill and economic profitability. The 

company has also used various television Ads such as the Airtel 4G Blender and the Airtel 

4G Gele to introduce new products like the 4g LTE mobile services and to sustain their 

already established products and services such as the 3G and fixed line broadband.  

 

The New Airtel 4g Blender Ad showed its audience a relatable kitchen rivalry experience, 

a dark aged lady stressfully grinding pepper with a grinding stone while a much younger 

light skinned lady blended her ingredient using a blender with ease. The next scene 

showed when the same dark lady was hectically pounding her ogbono with a small mortar 

while the other light skinned lady blended her ogbono in excitement using a blending 

machine. The Ad was a depiction of innovation as a replacement to old crude kitchen 

practices as the last scene showed were the older lady attempted to blend her leaf with a 

blender but messed the entire kitchen up because she didn’t know how to use it. The Ad 

then ended with the caption ``Life evolves, we should too, 3G is good but 4G is better’’ 

The  Airtel 4G Gele Ad showed an aged lady preparing for a party and trying to wear her 

Gele (Head-tie) in the traditional way, a young woman then draws her attention to the 

easy to wear auto-gele but she insists on trado-gele. The following scene showed the aged 

lady arriving while the party was already ongoing because she had wasted time tying her 

gele in the traditional style. Further scenes showed how the gele fell off her head while 

dancing and how she finally wore the auto-gele, which gave her a better fitting and 

confidence to dance. The Ad ended with the voice note ``3G is great, 4G is better, you 

don’t know what you are missing till you experience it’’ Both television Ads were aimed 

at raising prospective customers’ attention to the evolving trends in Airtel networks from 

3G to 4G, and the innovations that such trends promise. The Ads depicted how tedious 
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and time consuming using the mechanical ways of doing things could be compared to the 

ease that go with innovative products that are self-manipulated and faultless in service 

delivery, while keeping users trendy and in vogue, hence the caption ``life evolves, you 

should too’’ 

 

Statement of Objectives  

To elicit viable responses, the study sought to find out: 

1. Ignatius Ajuru University of Education students’ exposure and appeal for Airtel 

4G advertisement. 

2. If the students’ exposure to Airtel 4G advertisement led them to patronize its 

brands and services. 

 

Consequently, the following research questions were asked: 

1. Are Ignatius Ajuru University of Education students hugely exposed to Airtel 4G 

advertisements? 

2.   How has such exposure translated into the patronage of Airtel services and 

products? 

 

The focus of the study was on undergraduate and postgraduate students of Ignatius Ajuru 

University of Education, the reason being that students constitute a remarkable chunk of 

telecommunications clientele due to their usage of data for assignments and research work. 

This study will be significant in a variety of ways, although the advertisement is relatively 

new, business owners and advertisers of 4g Lite product will be interested to know how 

well the Airtel products and services are doing in the market. It will make a significant 

contribution in filling knowledge gaps, especially in the area of marketing and promotions.   

 

Thesis Statement 

Advertisements are mainly created to elicit customer loyalty and patronage, the Airtel 4G 

Blender and 4G Gele are two trending Ads that have pooled huge viewership, especially 

on Internet-based platforms such as YouTube. In some quarters it is said that exposure to 

advertisements does not necessarily spur patronage. This study seeks to ascertain the 

exposure level of Ignatius Ajuru University of Education’s students to this advertisement 

on television and whether such exposure has in anyway led them to patronizing the 

brand’s services and products. 
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Review of Related Literature 

The Role of Advertising in Marketing. 

Advertising is a powerful communication tool used by companies to fulfill the 

promotional task. Many companies put advertising first before considering personal 

selling, sales promotion and publicity, this is because advertising provides multiple 

presentation to as masses of people with one message. Advertising must blend with other 

promotional mix variables and marketing concerns, even research before its effective 

because the best advertisement cannot sell an unavailable product, nor will it convince 

people to buy unavailable products. 

 

Effective advertising makes personal selling and sales promotion easier. Stanton (1975) 

identified some specific objectives of advertising as follows, supporting personal selling 

programmes by watering the grounds, reaching out to prospects that are inaccessible to 

salesmen, improving  dealer relations, entering a new geographic market or attract new 

group and introducing a new product. Stanton further listed product sales increase 

through improves usage, counter-reaction against substitution and building of goodwill 

for the company as other objectives that advertisers seek to achieve through 

advertisements. 

 

Television Advertising and Consumers’ Responses   

Television remains an essential and prominent development in the world of advertising. 

Its unique quality lies in its ability to combine many of the functions performed 

individually by other media. Its audio/visual quality catches its audience effortlessly 

(Ebue, 2007). Television is highly ubiquitous and a lively medium that can reach a mass 

audience by creating drama, suspense, colour and emotions through its ability to combine 

sound and visuals in message dissemination. On getting exposed to television messages 

such as advertisements, consumers are bound to react in a variety of ways. This reaction 

to messages received about an event, occurrence or situation is referred to as response. 

 

 Once an organization passes a message through a channel to a customer or subscriber, 

they naturally should expect a response from the receiver. The response whether good or 

bad which the organization expects is known as the feedback (Ndimele and Kasarachi, 

2016). Subscribers’ response can be purchase, repeated purchase, non-purchase or 

indifference to the product or services.  Consumers’ response is the positive or negative 

feedback a company receives about its products, services or business ethics (Kotler, 2001). 
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A Short Profile of Ignatius Ajuru University of Education 

Ignatius Ajuru University of Education was first established in June 1971 as Rivers State 

College of Education in the Catholic Mission’s Stella Maris College, with an initial intake 

of 116 students, under the headship of Dr. William Maxwell Jnr, a USAID representative 

then serving in the state. Ignatius Ajuru University was established by the University of 

Education Law NO. 8 of 2009 of the Rivers State Government passed by the Rivers State 

House of Assembly on 15th October 2009 and assented to by His Excellency Chief Rotimi 

Amaechi, the Executive Governor of Rivers State on the 20th October 2009. In 2016, the 

institution started offering post graduate courses. The institutions has six faculties as ; 

faculty of Humanities, Social Sciences, Education, Business Studies, Natural and Applied 

Sciences and Vocational and technical Education. 

 

Consumers Response to Television Advertisement of Peak Milk: A study of Port 

Harcourt Residents 

 The study appraised consumers’ exposure, influences, frequency, and appeals to Peak 

milk Ad and if the sales recorded in peak milk was as a result of the Ad or the product 

itself. The study adopted descriptive survey design using a sample of 400 drawn from the 

residents of Obio/Akpor Local Government Area of Port Harcourt. The sampling 

procedure was conducted through multi-stage, quota and purposive sampling technique. 

Findings revealed that the advertisement’s slogan, music and demonstration has been able 

to build a strong audience appeal for the Ad but sales recorded were because of product 

quality and not the TV Ad. Among the recommendations made were that the appeals 

gotten from the peak milk Ads should be followed up keenly while keeping their product 

quality at a top notch. This research reviewed already assumed that peak milk was making 

good sales and so its objectives are slightly different from this study. While the research 

on peak milk aimed at finding if its Ad was responsible for sales made, this study aims at 

finding out whether or not airtel 4G TV Ad elicit patronage from customers. While the 

research reviewed focuses on Obio/Akpor local government, this study is focused on 

students of Ignatius Ajuru University of Education. 

 

Another study was carried out by Rishante, S.P in 2014 (Mediterranean Journal of Social 

Sciences) on the Effect of Television Advertisement of Mobile Telecommunication 

companies in Nigeria on Viewer’s choice preference. 127 participants were randomly 

selected from a University community using Television Advertisement Influence Scale and 

Brand Preference Scale and self-report questionnaire the study therefore suggested that 

advertising messages should be persuasive and reminder-oriented. Rishante study is 

similar to mine in that it also seeks to evaluate the effect of Television Ad but it differs in 

the following: 127 participants were used as sample size for a survey that should represent 
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a large population like Nigeria, such may not adequately represent the views of the entire 

population. Again, results were based on a self-report questionnaire, this can create bias 

and the participants may exaggerate, underreport or misunderstand a question. 

 

Unakwe Vitus carried out an evaluation of the impact of advertising on consumer 

behavior, case study of De-United Industries LTD: makers of Indomie noodles in 2010. 

39 persons were interviewed out of the 50 staffs (HR, Account and Marketing department) 

in De-united Company. Data was collected using primary and secondary data and 

analyzed using tables and simple percentage. Findings revealed that Indomie Ad has 

helped to improve consumer preference for the product to other noodles, also, De-United 

Company has been able to overcome competitors as a result of continued advertising. 

Unakwe’s study is similar to mine in seeking to find the effectiveness of a product Ad, but 

I think that this study should have been strictly empirical, again, the source of primary 

data isn’t complete, for instance the audience weren’t interviewed and you do not expect 

the member of staff especially in the marketing/accounting department to explain that an 

Ad they created and sponsored isn’t making wave in the market place. Data may have 

been given on the basis of sentiments. 

 

Theoretical Framework 

Information Processing Theory 

Information processing theory is a cognitive approach towards understanding how the 

human mind transforms sensory information into meanings. The cognitive revolution in 

late 1950’s sparked the emergence of the information processing theory. One major catalyst 

of the cognitive revolution was the invention of the computer. The theory is constructed to 

represent mental processes much like that of a computer. No one theorist had laid claims 

to the propounding of the theory. Information processing theory views humans as 

information processing systems, with memory systems, who are able to encode and 

decode information (Miller, 2011). It combines elements of both quantitative and 

qualitative development. The qualitative and the quantitative components often interact 

to develop new and more efficient strategies within the human processing system. 

 

According to Baran & Davies (2009) the information processing theory offers fresh insight 

into our routine handling of information. It challenges some basic assumptions about the 

way we take in and use sensory information. The theory also asserts that information that 

comes from the environment is subject to mental processes beyond a simple stimulus 

response pattern. One’s culture greatly influences how one remembers bits of information 

by how the culture emphasizes various elements, emotions or even events (Shaki & 

Gevers, 2011). The information processing theory is important to this research because it 
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asserts that individuals are capable of making sense from messages. Information received 

is subject to mental processes beyond a simple mental pattern. This implies that subscribers 

do not just respond to advertisements on impulse, but attend to stimulus, recognize 

patterns, encode and retrieve information based on their culture, environment and 

psychological makeup. 

 

Research Methodology  

The study adopted survey method because survey can be used to elicit responses on issues, 

concepts and patterns. Survey method will aid to document public opinion or behaviour 

towards GSM unsolicited promo texts. For the purpose of this research, all undergraduate 

and postgraduate students of the Ignatius Ajuru University of Education served as the 

research population. According to the office of the ICT director of Ignatius Ajuru 

University of Education, the University has over twenty thousand (20,000) registered 

undergraduate and postgraduate students in six faculties as follows: Faculty of Education, 

Faculty of Sciences, Faculty of Vocational and technical Education, Faculty of Humanities, 

Faculty of Social Sciences, Faculty of Natural and Applied Sciences and School of Graduate 

Studies. 

 

The sample size for this research is 377 students of Ignatius Ajuru University of Education 

students. The sample size is based on Krejcie & Morgan’s (1970) table for the choice of a 

sample size. The population sampling table goes as follows; 

S N S N S N 

440 205 1500 306 9000 368 

460 210 1600 310 10000 373 

480 214 1700 313 15000 375 

500 217 1800 317 20000 377 

550 225 1900 320 30000 379 

Note that N represents the population size while S stands for sample size. 

 

The researcher employed the cluster sampling technique and the multi-stage sampling 

procedure for the study. According to Ihejirika and Omego (2013, p.108), ‘in cluster 

sampling the various elements that make up the population are first sampled and then a 

final sample is drawn from these’ Firstly, 4 faculties were selected by ballot from the 6 

faculties in Ignatius Ajuru University of Education, before 3 departments were further 

selected from the 4 faculties making a total of 12 departments. In the final stage, 31 students 

were selected from the 12 departments to make up the sample size of 372 students. 372 

questionnaires were drafted and administered to students to elicit response from them. 
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The study adopts questionnaire and focus group discussion to elicit information from the 

respondents. A structured questionnaire was developed by the researcher and given to the 

respondents to answer. The questionnaire was divided into two sections: Section A and B. 

Section A consisted of the demographic data of the respondents, while section B deals with 

the research questions. The questionnaire consists of open and close ended questions from 

which the researcher got information that helped to answer the research questions.  

 

The questionnaire was used to gather first-hand information about the subject matter from 

the respondents. For this research, 372 copies of questionnaire was administered to the 

respondents and returned within a stipulated time frame through the help of the Student’s 

Union Executives from the departments selected for the study.  

 

Data were analyzed using frequency table and percentage. The table presents the research 

questions and responses from the respondents while the percentage helps to ascertain the 

level of the respondent’s answers to the research questions and their variables. This helps 

to present data for easy understanding. 

 

Data Analysis/Discussion 

A total of 372 copies of questionnaires were administered on the respondents. Out of this 

number, 369 were returned giving a return rate of (99.1%). However, of the copies 

returned, 7 copies (1.8%) were wrongly filled and so not useful for the analysis of this 

study. Thus, the data presentation was based on 362 copies (97.3 %) of the questionnaire 

which were properly filled and returned. 

 

Table 1.i Sex distribution of the respondents 

Sex No. of Respondents Percentage 

Male 150 41.43% 

Female 212 58.56% 

Total 362 100 

There are more female respondents than male because there are more female students in 

Ignatius Ajuru University of Education. 

 

Table 1.ii Distribution of respondents’ age 

Marital status No. of respondents Percentage 

Single  254 70.1% 

Married  89 24.5% 

Divorced  11 3.0% 

Widowed 8 2.2% 
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Total  362 Total 

There are more single respondents because there are more single students in Ignatius 

Ajuru University of Education. 

 

 

Table 1.iii Distribution of respondents’ educational level 

Level  No. of Respondents Percentage 

Undergraduate  244 67.40% 

Postgraduate 118 32.59% 

Total  362 100 

There are more undergraduate students than Postgraduate students in Ignatius Ajuru 

University of Education. 

 

Section B. Research Questions 

Table 1.1 Respondents exposure to Airtel 4G Ad 

Response  Frequency  Percentage 

Daily  192 53.03% 

Twice a week 83 22.92% 

Thrice a week 36 9.94% 

Weekly 34 9.39% 

Rarely  17 4.69% 

Total 362 100 

Airtel 4G Ads receives high reception from audience. 

 

Table 1.2 Respondents attraction to Airtel 4G Ad 

Response  Frequency Percentage 

The drama 69 19.06% 

The music 75 20.71% 

The personalities in the Ad 45 12.43% 

Option A and B 111 30.66% 

Option A and C 62 17.127% 

Total  362 100 

The personality in the airtel 4G Ad plays a lesser role in attracting audience to the Ad 

compares to the Ad’s Drama and music role. 
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Table 1.3 Respondents reaction to Airtel 4G Ad 

Response Frequency Percentage 

Watch the Ad till it ends 259 71.54% 

Tune to other stations 23 6.35% 

Continue with another activity 34 9.39% 

Ignore completely till another programme 

comes up 

19 5.24% 

Call others to join in seeing the Ad 29 8.01% 

Total  362 100 

Respondents have a positive behavior towards Airtel 4G Ad. 

 

Table 1.4 Respondents likes for Airtel 4G Ad 

Response  Frequency  Percentage 

The storyline/music 78 21.54% 

The personalities 64 17.67% 

The colourful attires 53 14.64% 

All of the above 111 30.66% 

None of the above 56 15.46% 

Total 362 100 

 

Table 1. 5 influences to consumers choice of Airtel 4G service 

Respondents  Frequency Percentage  

The airtel 4G Ad 47 12.98% 

Product quality/consumer satisfaction 78 21.54% 

Availability  126 34.80% 

Durability  19 5.24% 

All of the above 31 8.56% 

None of the above 61 16.85% 

Total  362 100 

The airtel 4G upgrade is always available at the nearest airtel dealer stand and as such 

influences customers choice for the service. 

 

Table 1.6 Respondents purchase decisions after viewing Airtel 4G Ad 

Response  Frequency  Percentage 

Purchase  83 22.92% 

Do not purchase  126 34.80% 

Indifference  63 17.40% 
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Ignore  66 18.23% 

Convince others purchase 24 6.62% 

Total  362 100 

A sizeable number of respondents still ignore the airtel 4G Ad. 

 

Table 1.7 Respondents dislikes for Airtel 4G Ad 

Response  Frequency Percentage 

Tend to promote gele and blender instead of Airtel 4G 

upgrade 

57 15.74% 

Ethnic sentiments 35 9.66% 

Producers of the traditional gele and mortar may lose 

sales 

40 11.04% 

All of the above 43 11.87% 

None of the above 187 51.65% 

Total 362 100 

Respondents are of the view that the Ad tends to promote sales of Gele and Blender than 

the Airtel 4G service itself. 

 

Data Analysis/Discussion 

Research question 1: What are audience exposure and appeals for Airtel 4G Ad? 

From the study, there is a frequent exposure of respondents to Airtel 4G advertisement. 

Dibb, Simkin, Pride & Ferrell (2012, p.526) listed the following as the components that can 

give a high viewers frequency for an advertisement: “the copy must identify a specific 

desire or problem for consumers , suggest the goods or services as the best way to satisfy 

that desire or solve the problem, state the advantages and benefits of the product, indicate 

why the advertisement product is the best for the buyer’s particular situation, substantiate 

the claims and advantages and prompt the buyer into actions.” 

 

Study also indicates that most respondents like the story line, music, personalities and the 

colourful attires worn by the personalities in the Ad. Kotler (2001) opines that “people will 

forget much about what they have learned but will tend to retain information that supports 

their attitudes and beliefs. They are likely to remember good points mentioned about a 

product they like and forget good points mentioned about competing products.” 

 

Appeals must be in accordance with consumer taste, wants and attitude, in short in 

harmony with the prevailing mentality of the market. In some countries, models are 

predominantly used to advertise products and services but advertising agencies in Nigeria 
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are careful in the use of celebrities because Nigerians fans have ethnic sentiments Ebue 

2007.  

 

Research question 2: Does exposure to Airtel 4G Ad elicit patronage among students in 

Ignatius Ajuru University? 

Findings from the study indicates that even though respondents likes the Ad because of 

the storyline/music and personalities in the Ad, merely viewing the Ad does not make 

most of them purchase. They however, agree to subscribe to the 4G package because it is 

readily available, has great quality and meets customers’ satisfaction. Ebue  (2007, p.153) 

buttresses that “most often, an advertisement is ineffective, irritating, misunderstood or 

simply ignored because it is not based on the result of effective research as research is the 

vital bridge that links the firm’s advertising strategy to its market.” Gilligan & Growther 

(1976, p. 192) also added that “using sales as a means of assessing advertising effectiveness 

is only realistic where advertising is a dominant contributor of sales, where other variables 

that affect sales are held constant or are unimportant and where sales response are 

immediate”. 

 

Marketers have to try hard to attract customers and most importantly to make them 

purchase. Even noticed stimuli do not always come across in the way the senders intended 

as customers have the tendency to twist information into personal meanings and interpret 

information in ways that will fit into their preconception. This is why customers may like 

an Ad yet are not tilted to buy the products or services the Ad promotes Kotler (2001). 

However, using only sales to measure the effectiveness of an advertisement has its 

limitations because advertising is not only designed to achieve immediate sales, so 

advertising effectiveness needs to be measured in the context of advertising goals and 

communication objectives.  

 

To examine respondents further on their purchase of products on viewing the airtel 4G 

Ad, they were asked open- ended questions as a follow up. From the open-ended questions 

that the researchers used to prod the respondents further, the respondents attributed the 

seeming reluctance to use the airtel 4G upgrade to the following factors: 

 

Respondent 1: Even though the Ad is very entertaining, we are told that the upgrade could 

cost us more data. 

 

Respondent 2: when I see the Ad, I think of blender and Gele and not even airtel but it’s 

all good, I love the ad. 
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Respondent 3: I have no problems with my 3G and don’t see why I need to uprade even 

though my children enjoy and dance to the Ad a lot. 

Respondent 4:  the 3G Ad consumes a lot of data and I wonder what the 4G upgrade would 

do. 

 

Respondent 5: Airtel’s network can be really slow and frustrating, don’t want to upgrade, 

buy data and not get value from it. 

 

Discussion                                               

The study has been able to evaluate the patronage or non-patronage of Ignatius Ajuru 

students of airtel 4G product on viewing the airtel 4G advertisement using the responses 

of some selected students. The study adopted the survey design methodology whereby the 

exposure, appeal and patronage for the airtel 4G Ad were all explored using the individual 

difference theory as the theoretical framework. The conceptual review centered on 

consumers’ response to television advertisement of peak milk: A study of Port Harcourt 

Residents. The study focused on finding out consumers’ exposure and appeals to Peak 

milk Ad. The study found that peak milk Ads didn’t have specific influence on consumer 

buying behavior towards the product, rather the products quality stood as the most crucial 

factor in swaying customers’ choices. Among the recommendations made were that the 

appeals gotten from the peak milk Ads should be followed up keenly while keeping their 

product quality at a top notch. The population of the study was put at an approximation 

of twenty thousand undergraduate and post graduate students and then scaled down a 

sample size totaling three hundred and seventy two students using the cluster sampling 

with multi-stage technique. 

 

Data from the study were generated from copies of the questionnaires administered on the 

sample size for the study and focus group discussion. Findings indicated a high frequency 

of exposure to Airtel 4G advertisement by students. Study further reveals that most 

respondents like the story line, music, personalities and the colourful attires worn by the 

personalities in the Ad. 

 

The data at our disposal observes further that even though respondents likes the Ad 

because of the storyline/music and personalities in the Ad, merely viewing the Ad does 

not make most of them purchase. They however, agree to subscribe to the 4G package 

because it is readily available, has great quality and meets customers’ satisfaction. It suffice 

to state here that customers’ likes for an advertisement might not lead to purchase as 

advertising is merely a communication tool and cannot cover up for product deficiency or 

poorly developed marketing strategy. 
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Another striking observation put forward in this study is that Ignatius Ajuru university of 

Education students hardly purchase from viewing the Airtel 4G Ad as 34% respondents 

agree not to purchase, 18 percent ignore the Ad while 17% are indifferent about the Ad. 

Only 22 % purchase and the other 6% convince others to try the upgrade. 

 

Conclusion  

1) There is a frequent exposure of Ignatius Ajuru University of Education students 

to Airtel 4G advertisements as over 50% respondents attest to view the Ad daily, 

while others claim to see the Ad twice or thrice a week. Only a few respondents 

claimed not to be exposed to the Ad. Ignatius Ajuru University of Education 

students like the story line, music, personalities and the colourful attires worn by 

the personalities in the airtel 4G advertisement. 

2) The study observes that even though the Ad appeals to students of Ignatius Ajuru 

University of Education students because of the Ad’s storyline/music and 

personalities, it doesn’t still the lead to upgrade of students’ simcard to the 4g 

network. They however, agree to subscribe to the 4G package because it is readily 

available, has great speed and meets customers’ satisfaction. Study further reveals 

that the airtel 4G advertisement does not immediately lead to purchase, even 

though it has brought a huge awareness of the product to the market space as most 

respondents agree to be aware of the upgrade. 

 

Based on the findings, the following recommendations are considered useful: 

1. The appeals for the advertisement derived through the storylines, music, 

personalities in the Ad and their colouful attires should be followed up keenly as 

it contributes a whole lot to the success of the ad in gaining the audience attention. 

2. Efforts should be put in at this level in strategizing to ensure that consumer 

product awareness is moved on to product/service purchase. As stated in the 

study, the success of an Ad isn’t solely dependent on purchase, but if the 

communication objective of this Ad is to ensure that students view and have the 

strong desire to upgrade their simcard to the airtel 4G package, then now is the 

time to efficiently strategize so as to meet up goals. The potentials of exploiting 

airtel 4G advertisement for greater sales are high and shouldn’t be undermined. 

There is need to spice up its current advertising approach to woo more customers 

for higher purchase of the products. 
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