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Abstract  

The study examines the effect of advertising appeal on customer’s patronage of handset phones in 

Yenagoa Metropolis. The study adopted the survey design and a sample of 300 respondents 

consisting of mobile phone consumers were administered with questionnaires. The technique of 

data analysis was the chi square. This technique was employed in testing the hypothesis of the 

study. The findings of the study shows that advertising appeal persuade consumers to make 

purchasing decision, consumer satisfaction from the advertised mobile phones leads to 

communication to friends, advertising appeal enhance customers brand loyalty for a mobile 

phones, advertising appeal stimulates customers brand preference for a particular handset. From 

the findings of the study, the researcher recommended that: advertising company should select 

appropriate approach for advertising campaigns, advertising companies should be carefully 

chosen and evaluate if a more popular celebrity could be identify with the product; marketing 

research should be conducted more in the areas of advertising in order to find out more appealing 

ways of communicating a product to the customers. 

1.0 Introduction 
 

Advertising has become one of the most important commercial activities in the modern 

competitive marketing environment; companies spend a large proportion of their budget to 

produce and run advertisements for promotions and to communicate information about their 

company and products to the people. Companies hope that consumers will purchase their products 

due to the advertisement, which deliver message about a certain brand and its products. Thorson 

and Verma (2009) stated that the best prophet for purchase is advertising. Technologies progress 

rapidly day-by-day, contributing to the constant renewal of changes in broadcasting forms. Among 

those forms, advertising media is widely used. Advertisements are useful for the representation of 

a commodity’s image. They also act as announcements for the corporate image and product 

positioning Advertisements are kind of persuasive communication that offers product information 

to every consumer through institutions in charge of production or supply. In a complete study of 

marketing and promotional activities, advertising usually plays the most important role. Therefore, 

the advertising effect has become a key issue. 

Yim (2011) pointed out in his study that advertising appeal is the theme of an advertisement. To 

make the audience receive a necessary message, advertisers have to put some driving power into 

the message. This driving power is appeal. Every advertising appeal represents an attraction, which 

arouses consumers’ desires. What kind’ of advertising appeal design can attract consumers more 

easily and effectively? To highlight a commodity image, many companies invite famous celebrities 

to be their product spokesperson. It is easier for consumers to identity with celebrities. Expert 

spokespersons help present product differences more effectively by combining their rich 
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professional knowledge with reasonably persuasive appeals. The right choice of advertising 

spokesman is critical element in successful advertising and consumers’ purchase decision making 

strategy. 

Advertising uses appeals as a way of persuading people to buy certain products. Advertising 

appeals are designed in a way so as to create a positive image of the individuals who use certain 

products. Advertising agencies and companies uses different types of advertising appeal to 

influence the purchasing decisions of people. Advertising appeal can be stated as the inducement 

used to stimulate a buying motive. According to Wirson and Pitman (1964), since the buying 

motive is the reason for purchasing, the appeal is the basic ingredient of the advertisement. It is 

thus the focal point under which the entire advertisement is built or constructed. Chandy,et al. 

(2001) defined appeal as the basic idea behind an advert or the basic reasons why an audience 

should act. Appeal needs to be unique and needs to give positive impression about the product to 

the target audience. Every appeal that is used by a company in advertising is as per their 

competitors. Another important aspect of appeal is that it needs to be believable by the audience 

(Brandley, 1995). Audience gets attentive when the advertisement is there, they try to comprehend 

it and then finally their purchase behaviour is inclined towards the brand. 

Handset phone (also known as mobile phone, cellular phone, cell phone, hand or simply a phone) 

is a phone that can make and receive telephone calls over a radio link while moving around a wide 

geographic area, handset phones has replaced the use of land phones in Nigeria. In Nigeria like in 

all other developing countries the mobile phone also known as handset phones has been 

instrumental to the rapid increase in telecommunications accessibility. Before digital mobile 

telephone was introduced in Nigeria in 2001, Nigeria has less than 500 thousand telephone lines. 

Today the story is different with the number of telephone lines in the country now put at more than 

80 million. Nigerian markets have been flooded with handsets produced by GSM companies. 

These companies compete to acquire greater percentage of the market share. These GSM 

companies use advertisement as their main weapon of directing and persuading the consumers to 

buy their products. Some of these companies include: HTC, Nokia, Ice mobile, Lava, Lenovo, LG, 

NEC, O2 Philips, Sagem, Samsung, Sharp, Siemens, Sony, T Mobile etc. 

1.1 Statement of the Problem 
 

The researcher has observed that there is competitive market among these companies that produces 

handset phones with each company seeking for relevance and to elicit patronage for their products, 

in order to be a leader in their chosen lines of businesses. This has resulted in some kind of rivalry 

that the target has resulted in some kind of rivalry that the target market is put at wits end. Various 

claims have been made by these companies some of which are genuine, while a number of them 

appear deceptive. There is assumption that the ability of the consumer to take final decision thereof 

is influenced by the nature of the advertising appeal used. This is where the graphic artists and 

copywriter use of their creative ingenuity not only to draw immediate attention to their products 

but attract large patronage that will bring maximum returns for their investments. It is on this 

backdrop that the researcher seeks to examine the effect of advertising appeal on customers’ 

patronage of handset phones in Yenagoa metropolis. 

1.2  Aim and Objectives of the Study 

The aim of this study is to examine the effect of advertising appeal on customer’s patronage of 

handset phones in Yenagoa metropolis. The specific objectives of the study are stated below: 
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i. To determine the effect of advertising appeal on customers purchasing decision making for 

handset phones. 

ii. To examine the effectiveness of advertising appeal on customers’ recommendation of 

handset phones to others. 

iii. To investigate the role of advertising appeal on repeat purchase of handset phones 

1.3  Research Questions 

The following research questions were formulated to guide the study; 

i. How does advertising appeal affect customer’s purchasing decision making? 

ii. To what extent does advertising appeal affect customers’ recommendation of a handset 

phones to others? 

iii. How does advertising appeal influence customers’ repeat purchase of handset phones? 

1.4  Hypotheses of the Study 

The hypotheses of the study are stated below; 

1. H01: Advertising appeal has no effect on customer’s purchasing decision making for handset 

phones. 

HA1:Advertising appeal has effect on customers’ purchasing decision making for handset 

phones. 

2. H02: Advertising appeal has no effect on customers’ recommendation ofa handset phones to 

others. 

HA2: Advertising appeal has effect on customers’ recommendation of a handset phones to 

other. 

3. H03:Advertising appeal has no influence on customers repeat purchase of a handset phones 

HA3: Advertising appeal influence customer’s repeat purchase of a handset phones. 

2.1 Theoretical Framework 
 

The theoretical assumption underlying this study is the DAGMAR. Russel Colley created 

DAGMAR when he prepared a report for the Association of National Advertisers, United State of 

America. This report was entitled Defining Advertising Goals for Measured Advertising Results, 

shortened down to DAGMAR and thereof the name (Belch and Belch, 1995), and was later in 

1969 published as a book with the same title (Mackay, 2005).DAGMAR was created to encourage 

measurable objectives for each stage of the communication (Smith and Taylor, 2002) focuses on 

the levels of understanding that a customer must have for the organization and on how to measure 

the results and advertising campaign (Belch and Belch, 1995). The main conclusion on the 

DAGMAR theory was expressed in the following equation: 
 

Awareness  comprehension   conviction   Action 

“All commercial communications that weigh on the ultimate objective of a sale must carry a 

prospect through four levels of understanding. 

1. The prospect must first be aware of the existence of a brand or organization. 

2. He must have a comprehension of what the product is and what it will do for him. 

3. He must arrive at a mental suspicion or conviction to buy the product. 
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4. Finally he must stir himself to action (Nam-Hyun 2008). 

The communication has to be specific and measurable, and is therefore based on a hierarchical 

model containing the four stages set out above in the equation the DAGMAR approach has had a 

huge influence on how to set objectives in the advertising and planning process and many planners 

use this model as their base. 

3.0  Materials/Method 

3.1  Research Design 
 

Research design refers to plans that show how research data were collected, presented and 

analyzed. In this study, the survey design was employed in obtaining accurate report for the study. 

The survey design is a method of collecting information or data based on the report by individuals. 

The survey method was adopted because the study centres on the opinion of individual users and 

owners of handset phones in Yenagoa metropolis. 

3.2 Area of Study 
 

The Area of study is Yenagoa metropolis comprising Azikoro, Ekpetiama, Okolobiri, Nedugo, 

Ogbia, Famgbe. 

3.3 Population of the Study 
 

Population of study refers to the universe from which samples are drawn for a study. The 

population of study in this study consists of all the individual house hold users and owners of 

handset phones in Yenagoa metropolis. The number of handset owners is infinite that is unknown. 
 

3.4 Sample Size 
 

The study adopted the Topman’s technique of sample size determination. The Topman formula 

for sample size determination is stated below: 

 

N= Z2PXQ 

E2 
 

Where; 

N= sample size 

Z = degree of confidence 

P = probability of positive response  

Q= probability of negative response  

E = Tolerable error 
 

In a pilot study of fifty (50) individual household users and owners of handset phones by the 

researcher, 35 consumers interviewed indicated that the variables outlined in the pilot survey 

instrument are strongly considered in their brand patronage of handset phones, while 15 of them 

indicated that the various outlines are not strongly considered. Therefore, the sample size was 

determine thus: 

N = Z2PXQ 

E2 
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From the study, 
 

Z = (1.96)2 
 

P= 35 

50 

Q =  15 

50 

E= 0.052 
 

N = (1.96)2 

 

Therefore, 

N =  (1.96)2 X 0.7 x 0.3 

(0.05)2 

N =   3.8416 x 0.7 x 0.3 

0.0025 

 

= 0.806736         = 322.6944 

0.25     
 

N=322 

3.5 Sampling Technique 
 

The measuring instrument adopted in this study is the questionnaire. The choice of the 

questionnaire over other measuring instruments was prompted by its benefits. The questionnaire 

facilitates the analysis of data without covering the facts of the result of study.The questionnaire 

is referred to as a set of questions based on the topic of study which are drawn and administered 

on the respondents for their responses. This is more suitable in survey measurement of public 

opinion, attitudes and perceptions of a particular group of people. 

 

3.6 Validation of Instrument 
 

Validation of instrument refers to the extent or degree to which the instrument of data collection 

actually measures what it is designed to measure.In this study, a careful attempt was made to ensure 

that the instrument contained what it ought to contain by applying the theoretical knowledge in the 

field of study. The validation was done through face content validity. The structured questionnaire 

before final use was subjected to cross checking and evaluating by the colleagues and other 

scholars. 

 

3.7 Reliability of the Instrument 
 

Reliability refers to the extent to which an instrument is capable of producing the same consistent 

result over time. When applied to the same sample. The test-re-test technique was employed by 

the researcher. The test-retest technique is a process whereby the researcher administers the 

structured questionnaire on the respondents more than once with the view of discovering how 

consistent each element of the group is in the scoring of the instrument at different time.To this 

effect, the researcher administered the structured questionnaire to the respondents twice in two 

weeks interval. After the last collection, it was discovered that the respondents scored the same 
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thing as in the first time. However, the consistency of the result collected from the respondents 

made the researcher conclude that the instrument is reliable. 

3.8 Administration of Instrument 
 

The researcher with the help of two research assistance administered the questionnaires to the 

respondents. 

 

3.9  Analytical Technique 
 

The completed and returned questionnaires were organized, arranged and presented in tables to 

show absolute numbers and their percentages. The chi-square technique was applied in testing the 

hypothesis. 
 

The chi-square (x2) test of statistics is given as follows; 

X2 = ∑ (fo-fe)2 

    fe2 

Where: 

Fo = observed frequency 

Fo = expected frequency 

X2 = chi-square statistics 

∑= addition (sigma notation)  

 

4.0  Analysis of Data 

Table 1: Hypothesis 1 

X2 Calculated 

Fo Fe Fo-Fe (fo-fe)2 (fo-fe)2 

   Fe 

123 75 48 2304 30.72 

98 75 23 529 7.05 

36 75 -39 1521 20.28 

43 75 -32 1024 13.65 

300 300 0 X2 71.7 

Degree of freedom = n – 1 

2 at 0.05 level of significance = 7.81 

X2ca1 = 71.7 

X2tab= 71.81 
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Decision Rule: Reject Ho: If x2 cal >tab and accept HA. But accept H0: if X2cal < X2 and reject 

HA. 

From the results shown above, the researcher rejected H0 and accepted HA that advertising appeal 

affects customers purchasing decision making for handset phones. 

Testing the Hypothesis 2 

H02: Advertising appeal has no effect on customer’s recommendation of a handset phone to others. 

HA2: Advertising appeal influence customers’ recommendation of a handset phone to other. 

Table 2 

Fo Fe Fo-Fe (fo-fe)2 (fo-fe)2 

   Fe 

99 75 24 576 7.68 

49 75 -26 676 9.01 

74 75 -1 1 0.01 

78 75 3 9 0.12 

300 300 0 X2 71.7 

Degree of freedom = n – 1 

= 4-1=3 

2 at 0.05 level of significance = 7.81 

X2cal = 16.82 

X2tab= 7.81 

Decision Rule: Reject H0: if X2 cal > X2tab and accept HA. But reject HA: if X2cal, x2tab at0.05 

level of significance. 

From the results shown above, the researcher rejected H0 and accepted 

HA that advertising appeal influence customer’s recommendation of ahandset phones to others. 

Testing the Hypothesis 3 

X2 Calculated 

Fo Fe Fo-Fe (fo-fe)2 (fo-fe)2 

   Fe 

123 75 60 3600 48 

42 75 -33 1089 14.52 

87 75 12 144 1.92 

36 75 -39 1521 20.28 

300 300 0 X2 84.72 

Degree of freedom = n – 1 

4-1=3 
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3 at 0.05 level of significance = 7.81  

X2caI = 84.92 

X2tab= 7.81 

Decision Rule: Since x2 cal > x2tab, the researcher reject Ho and accept Hi that advertising appeal 

influences customers repeat purchase of a handset phone. 

4.1 Discussion of Results 

From the results of the study, it can be observed that: 

a. Advertising appeal enhance consumers purchasing decision for a mobile phones. 

b. Advertising appeal influences customers’ recommendation of a handset phones to others. 

c. Advertising appeal influences customer repeat purchase of a handset phones. 

 

5.0 Summary of Findings, Conclusions and Recommendations 

5.1 Summary of Findings 

The study examines the effect of advertising appeal on customer’s patronage of handset phones in 

Yenagoa metropolis. The study shows that advertising appeal brings out the uniqueness of the 

product and serves as a strong reason for when an advertisement fails to persuade, it is because the 

advertiser failed to give adequate selling points to convince the prospective buyer that the product 

will satisfy his or her needs. Unique selling point definitely plays a vital role in the effectiveness 

of advertising campaigns and the advertising industry benefits immensely if the technique is more 

widely appeal. Wider application of advertising appeal necessitates a more detailed knowledge of 

the products, in order to determine the salient and unique product attributes that consumers will 

use to satisfy their needs. Advertising appeal arouses the customers’ desire and motivates 

purchasing intention. Customers are clearly given the reasons why they require the product. 

Though, an appeal can be emotional, it awakens the desire to purchase the product. The findings 

of the study shows that advertising appeal persuade consumers to make purchasing decision on 

mobile phones. 

Advertising appeal enhance positive word of mouth from the consumers. This shows that when 

consumers are satisfied with a certain brand of mobile phone, they have positive word of mouth 

about the handset. Consumer satisfaction from the use of an advertised handset leads to 

recommendation of such phone to friends. Also, it was indicated in the study, that advertising 

appeal increases the market share for a brand of mobile phones. An appeal persuades customers to 

make purchasing decision, recommend the brand to others and as well have positive word of mouth 

about the brand. 

 

5.2 Conclusions 

The findings of the study show that advertising appeal enhances customer loyalty for a mobile 

phone. This appeal sells out the image of the firm and the product to the public. Advertising appeals 

not only inform the customers about a brand but also persuade the customers to make purchasing 

decision in favour of the brand advertised.The use of celebrity and popular people in this form of 

advertising creates extra image of the product in the mind of the customers. When celebrity is used 
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in advertising a mobile phone, customers are motivated to buy the handset since the product has a 

link with a notable person which they look as a role model. As such, stimulates customers brand 

preference for the hand set. 

 

5.3 Recommendations  

From the findings, the researcher recommends the following: 

1. The advertising company should select appropriate approaches for advertising campaigns. The 

company should determine the type and attributes of the product instead of immediately 

emphasizing consumer’s dependence on emotions. 

2. The companies should carefully select advertising agencies. Advertising companies should 

carefully and properly identify with the product being advertised. 

3. Advertising personnel should employ newly marketed brands as the promotion target. 

4. Marketing research should be conducted more on the area of advertising in order to find out 

more appealing ways of communicating a product to the customers. 
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