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CHAPTER ONE
INTRODUCTION
1.1 	Background of the Study
Advertising has become an essential tool in the telecommunication industry, especially in shaping consumer behavior and influencing brand preference. Telecommunication networks are vital to the socio-economic activities of individuals, particularly students, who rely heavily on these services for academic, social, and personal purposes. In this highly competitive industry, network providers employ various advertising strategies to attract and retain customers. These strategies often include television commercials, radio jingles, social media campaigns, and promotional offers. The effectiveness of these advertisements largely determines the level of consumer patronage and loyalty. For students, advertisements play a crucial role in shaping perceptions about telecommunication brands. Many students make decisions based on factors highlighted in advertisements, such as network coverage, affordability, bonuses, and promotional offers. Research indicates that young people, particularly students, are highly impressionable and respond actively to targeted advertisements that resonate with their preferences and lifestyles (Adebayo, 2020). As a result, telecommunication companies focus their advertising campaigns on youth-oriented platforms like social media and other digital channels.
In Nigeria, the telecommunication sector is one of the most dynamic industries, contributing significantly to the economy and boasting a growing number of active users. According to the Nigerian Communications Commission (NCC), there were over 220 million active mobile subscribers in 2023, with youth constituting a significant percentage of this demographic (NCC, 2023). This underscores the importance of understanding how advertisements influence the choices of students who are among the most active users of telecommunication services. Despite the widespread use of advertising in the telecommunication sector, there is a need to investigate its specific impact on students’ preferences for network providers. Students are often budget-conscious and prioritize services that offer affordability and reliability, as advertised by network providers. Understanding the extent to which advertisements shape their choices will provide valuable insights for telecommunication companies aiming to enhance their marketing strategies. This study, therefore, focuses on assessing the impact of advertisements on telecommunication network preferences among students of Kwara State Polytechnic, Ilorin.
The role of advertising in influencing consumer behavior cannot be overemphasized, especially in competitive industries such as telecommunication. Advertising serves as a critical tool for companies to communicate the unique features and benefits of their products and services to target audiences. In the telecommunication sector, where competition is fierce, network providers leverage various forms of advertisements, including print, electronic, and digital media, to maintain visibility and attract consumers. These advertisements often highlight factors such as pricing, network quality, promotional offers, and customer service as a means of persuading potential users to choose a particular network. Students, as a key demographic in the telecommunications market, exhibit unique behavioral patterns influenced by their exposure to advertisements. They rely on mobile communication for academic research, social interaction, and entertainment, making them highly dependent on telecommunication services. Advertisements targeting students typically emphasize affordability, data bonuses, student-friendly packages, and other incentives that align with their financial limitations and lifestyle preferences. Research by Olaniyi and Akinola (2019) reveals that youth are more likely to respond positively to advertisements that offer clear value propositions and align with their aspirations and daily needs.
In Nigeria, the telecommunication industry has experienced significant growth over the past two decades, contributing immensely to the country’s economy. With the deregulation of the sector in 2001, the entry of major players such as MTN, Airtel, Globacom, and 9mobile has intensified competition, compelling these companies to invest heavily in advertising. According to the Nigerian Communications Commission (NCC), the number of active mobile subscribers reached 220 million as of 2023, with a substantial proportion being youth and students (NCC, 2023). This large student population, particularly in institutions such as Kwara State Polytechnic, represents a valuable market segment for telecommunication companies. Consequently, these companies design tailored advertisements to appeal specifically to this group. Despite the effectiveness of advertising as a marketing tool, there is ongoing debate about its true impact on consumer decision-making, particularly among students. Some studies suggest that while advertisements create awareness, factors such as peer influence, service quality, and brand reputation may have a stronger effect on consumer preferences (Eze & Nwankwo, 2021). Others argue that consistent and well-targeted advertising can significantly shape consumer choices, especially in a market where product differentiation is limited (Adetayo, 2020).
In Kwara State Polytechnic, Ilorin, students have diverse preferences for telecommunication networks, influenced by the variety of advertisements they are exposed to daily. However, it remains unclear whether these advertisements are the primary drivers of their choices or whether other factors, such as peer recommendations, cost considerations, or personal experiences, play a more dominant role. This study seeks to bridge this knowledge gap by investigating the impact of advertisements on telecommunication network preferences among students in the institution. By exploring this dynamic, the study aims to provide valuable insights for telecommunication companies seeking to refine their advertising strategies and effectively capture the student market. The rapid evolution of the telecommunications industry has significantly transformed how individuals connect and interact, particularly among the youth. In today’s highly competitive market, advertising has emerged as one of the most influential tools for attracting and retaining customers. Telecommunication companies deploy a range of advertising techniques, from traditional media such as television and radio to modern approaches like social media campaigns, influencer marketing, and targeted online ads. These efforts are geared toward creating brand awareness, emphasizing network reliability, and offering incentives to sway consumer preferences. Among students, who constitute a significant portion of telecommunication service users, the impact of such advertising is profound due to their frequent engagement with digital platforms and social networks.
Students, especially in tertiary institutions, are highly dependent on mobile networks for academic, social, and recreational activities. The demand for affordable, high-speed internet, seamless voice communication, and innovative value-added services has made students a prime target for telecommunication companies. Advertisements aimed at this demographic are often tailored to highlight affordability, exclusive bonuses, flexible data plans, and rewards for loyalty. For instance, campaigns featuring relatable scenarios, humorous skits, or endorsements by celebrities resonate strongly with students, influencing their perceptions and choices. Ajayi and Ogunlade (2022) observed that the effectiveness of such advertising hinges on its ability to align with students' priorities and lifestyles, making them more receptive to brands that emphasize affordability and value.
Nigeria's telecommunication landscape has seen unprecedented growth since its liberalization in 2001. With over four major network providers—MTN, Airtel, Globacom, and 9mobile—the sector has become a hub of competition. Advertising budgets have skyrocketed, with companies seeking to outdo each other in capturing market share. According to the Nigerian Bureau of Statistics (NBS), the telecommunications sector contributed over 15% to Nigeria’s GDP in 2023, underscoring its economic significance (NBS, 2023). Moreover, the Nigerian Communications Commission (NCC) reports that mobile internet users exceed 154 million, with a substantial portion being young adults and students (NCC, 2023). These statistics highlight the importance of understanding how advertising influences the preferences of this key demographic. The impact of advertising on telecommunication preferences is complex and multifaceted. While advertisements are designed to communicate the benefits of a brand and attract new users, other factors also play a significant role in decision-making. Peer influence, network quality, pricing, promotional offers, and customer service are equally critical determinants of consumer choice. For example, a student may switch networks despite being exposed to compelling advertisements if the service quality of the preferred network does not meet expectations. Conversely, well-crafted advertisements that offer solutions to common pain points—such as data rollovers, reduced call rates, or flexible subscription plans—can successfully foster brand loyalty among students. In Kwara State Polytechnic, Ilorin, students’ preferences for telecommunication networks are influenced by a combination of these factors. This institution, like many others, hosts a diverse population of students with varying needs and spending capacities. The question remains: to what extent do advertisements influence their network preferences compared to other determinants? Addressing this question is crucial for telecommunication companies seeking to design effective, student-focused advertising campaigns. It also provides insights into consumer behavior, helping advertisers fine-tune their messaging to resonate more deeply with their target audience.
This study, therefore, aims to investigate the specific impact of advertising on the telecommunication network preferences of students at Kwara State Polytechnic. By examining the types of advertisements that resonate most with students and exploring other influential factors, the research seeks to contribute to the understanding of effective advertising strategies in the Nigerian telecommunication sector. This understanding is vital for network providers striving to remain competitive in an increasingly saturated market.
1.2 	Statement of the Problem
The telecommunication industry in Nigeria has grown into a highly competitive market, with providers striving to attract and retain customers through various means, including aggressive advertising. Advertisements have become a vital tool for communicating the unique selling points of telecommunication networks, such as affordability, network coverage, data bonuses, and promotional offers. While advertisements are designed to shape consumer preferences, their actual effectiveness remains a subject of debate, especially among students, a key demographic in the telecommunications market. Despite the heavy investment in advertising by major telecommunication providers like MTN, Airtel, Globacom, and 9mobile, it is unclear how much influence these campaigns have on students' decisions when choosing a network. Students often prioritize affordability, service reliability, and value-added services in selecting a telecommunication network. However, telecommunication companies frequently promote these features through advertisements without a clear understanding of how these messages impact the preferences of their target audience. For instance, Adebayo (2020) noted that while advertisements play a significant role in creating awareness, factors such as peer recommendations and personal experiences with network quality may outweigh the effects of advertising. This raises questions about whether advertisements alone are sufficient to sway students' preferences or if other factors are more critical in decision-making.
Furthermore, the effectiveness of advertising is complicated by the diverse nature of students' preferences and financial capabilities. Students at Kwara State Polytechnic, Ilorin, represent a segment of consumers who rely heavily on mobile services for academic and social activities. However, many students face financial constraints and must balance affordability with the need for reliable service. According to Olaniyi and Akinola (2019), young consumers are particularly attracted to advertisements that emphasize discounts, promotional offers, and affordability. Despite this, some students may choose a network based on word-of-mouth or personal experiences, even when the advertising suggests otherwise. Additionally, the over-saturation of advertisements in the telecommunication sector may lead to diminishing returns. Research has shown that excessive exposure to advertisements can result in information overload, causing consumers to ignore or distrust marketing messages (Eze & Nwankwo, 2021). This phenomenon could explain why some students at Kwara State Polytechnic remain indifferent to advertisements and instead base their choices on practical considerations such as service availability and peer influence. The problem, therefore, lies in understanding the precise impact of advertisements on students’ preferences for telecommunication networks and determining whether these advertisements effectively address the needs and expectations of this demographic. Without this understanding, telecommunication companies risk wasting resources on campaigns that fail to achieve their intended outcomes. This study seeks to address this gap by investigating the role of advertising in shaping the preferences of students at Kwara State Polytechnic, Ilorin, while considering other factors that may influence their decisions. By doing so, the research aims to provide insights that can help telecommunication providers develop more effective and targeted advertising strategies.
In the dynamic and competitive landscape of Nigeria’s telecommunication sector, advertising has emerged as a significant tool for influencing consumer behavior. Companies like MTN, Airtel, Globacom, and 9mobile allocate substantial budgets to create compelling advertisements that emphasize affordability, seamless connectivity, data bonuses, and exclusive student packages. However, despite these efforts, the extent to which these advertisements influence consumer preferences, particularly among students, remains ambiguous. While advertising is generally seen as an essential driver of consumer awareness and preference, its actual impact is often overshadowed by other variables, such as personal experiences, peer influence, and perceived service quality. As Ajayi and Ogunlade (2022) argue, the effectiveness of advertising lies not only in its ability to attract attention but also in its capacity to address the specific needs and challenges of the target audience. Students at Kwara State Polytechnic, Ilorin, are a crucial segment of telecommunication network users due to their heavy reliance on mobile services for academic, social, and entertainment purposes. For these students, the decision to choose a network is influenced by multiple factors, including cost-effectiveness, network reliability, and availability of promotional offers. While advertisements aim to project these features, many students still face dissatisfaction with the advertised claims. For instance, a network provider may advertise extensive coverage or high-speed data services, but students often report challenges such as poor connectivity or hidden charges. This discrepancy raises questions about the credibility and influence of advertising in shaping student preferences.
Moreover, the overwhelming presence of advertisements in the telecommunication market can create a sense of skepticism among consumers. Research by Eze and Nwankwo (2021) highlights that overexposure to advertisements can lead to a saturation effect, where consumers begin to distrust the messages conveyed. This challenge is particularly relevant among young audiences, who are more likely to be exposed to multiple advertisements daily through social media, television, and online platforms. As a result, students may rely less on advertisements and more on alternative sources of information, such as peer recommendations and online reviews, when deciding on a network provider. Another issue is the lack of alignment between advertising strategies and the actual needs of students. For instance, while many advertisements focus on entertainment-related offers, such as free access to music or video streaming platforms, these features may not address students' primary concerns, such as affordable data plans for academic research or reliable network coverage in their locality. Olaniyi and Akinola (2019) noted that advertisements that fail to resonate with the immediate needs of consumers are less likely to influence their preferences, even when they are visually appealing or creatively designed.
Given these challenges, it is evident that telecommunication providers may not fully understand the specific factors driving students' preferences for network services. This creates a gap in the effectiveness of advertising campaigns targeted at this demographic. While advertisements are undeniably crucial in creating awareness and promoting brand visibility, their role in actual decision-making among students requires further examination. This study seeks to address this problem by exploring the impact of advertisements on the telecommunication network preferences of students at Kwara State Polytechnic, Ilorin. It aims to evaluate the effectiveness of advertising in influencing their choices, identify the key attributes of advertisements that resonate with students, and investigate other factors that may have a stronger influence on their decisions. By addressing these issues, the study hopes to provide actionable insights for telecommunication companies to refine their advertising strategies and better cater to the needs of the student demographic.
1.3.1 Objectives of the Study
1. To assess the impact of advertisements on students' preferences for telecommunication networks.
2. To identify the most effective advertising strategies used by telecommunication companies.
3. To explore other factors influencing students' choices aside from advertising.
1.3.2 Research Questions
1. How do advertisements influence students' preferences for telecommunication networks?
2. What types of advertisements appeal most to students?
3. What other factors affect students' network preferences?
1.5 	Significance of the study
This study is significant because it provides valuable insights into the influence of advertising on students' telecommunication network preferences, particularly in the context of Kwara State Polytechnic, Ilorin. As students represent a large and vibrant segment of telecommunication network users, understanding how advertisements shape their choices is critical for telecommunication companies, marketers, and policymakers. This research not only contributes to academic discourse but also offers practical implications for stakeholders seeking to optimize their advertising efforts and improve service delivery.
For telecommunication companies, this study provides data-driven insights into the effectiveness of advertising strategies targeted at students. Major service providers like MTN invest heavily in advertising to increase market share and customer retention. By identifying the attributes of advertisements that resonate most with students—such as affordability, promotional bonuses, or celebrity endorsements—the study helps these companies design campaigns that align more closely with the needs and preferences of their target audience. This can lead to more efficient use of advertising budgets and improved customer satisfaction.
Students, as a primary demographic for this research, also benefit significantly. The findings of this study enable students to critically evaluate the claims made in advertisements and make more informed decisions when choosing telecommunication services. By highlighting the key factors influencing their network preferences, the research empowers students to prioritize their needs—such as affordability, network reliability, or service quality—over potentially misleading promotional messages.
Marketers and advertising professionals can leverage this study to refine their strategies and develop more impactful campaigns. The research examines how advertising mediums like social media, radio, and television influence students’ decisions, shedding light on the most effective channels for reaching this demographic. Moreover, by exploring students’ responses to specific advertising features, such as humor, celebrity endorsements, or discount offers, marketers can craft messages that effectively capture attention and drive action. This is especially relevant in the digital age, where consumer engagement is a critical success factor.
Academics and researchers will find the study valuable for advancing knowledge in consumer behavior, advertising effectiveness, and telecommunications marketing. By focusing on a specific and under-researched population—students in a Nigerian polytechnic—the study fills a critical gap in the literature. Its findings provide a foundation for future research on related topics, such as the role of digital advertising in influencing youth behavior or the interplay between network quality and brand loyalty.
Additionally, policymakers and regulatory bodies, such as the Nigerian Communications Commission (NCC), can use the findings to ensure fair and ethical advertising practices in the telecommunications industry. By understanding the factors that drive consumer behavior, regulators can establish guidelines that promote transparency in advertising and protect consumers from misleading claims. This contributes to a more competitive and consumer-friendly telecommunications market.
In summary, this study is significant because it addresses a pressing issue in the telecommunications sector—the effectiveness of advertising in influencing student network preferences. By offering insights that benefit companies, students, marketers, academics, and policymakers, the research provides a holistic contribution to both practice and scholarship. It aims to bridge the gap between advertising strategies and consumer needs, ultimately enhancing the experience of both service providers and users in the telecommunication ecosystem.
1.6 Scope of the Study
The scope of this study is centered on examining the impact of advertisements on the telecommunication network preferences of students at Kwara State Polytechnic, Ilorin. The study focuses specifically on the influence of advertisements as a marketing strategy employed by major telecommunication provider, MTN to attract and retain customers within the student demographic. It aims to assess how advertisements, through various mediums such as television, radio, social media, and campus-targeted promotions, shape the preferences and decision-making processes of students in selecting their telecommunication networks. Geographically, the study is confined to Kwara State Polytechnic, located in Ilorin, Kwara State, Nigeria. This institution was chosen due to its diverse student population, which represents a microcosm of Nigerian tertiary education demographics. The students rely heavily on telecommunication services for academic, social, and recreational purposes, making them a relevant group for investigating the relationship between advertising and consumer behavior. The study does not extend to other tertiary institutions or non-student populations within Ilorin, as its focus is specifically on the polytechnic students' experiences and perceptions.
Thematically, the study examines key advertising attributes, such as message clarity, promotional content, visual appeal, and the channels used to disseminate advertisements. It also explores other factors that may influence telecommunication network preferences, such as peer recommendations, network quality, affordability, and personal experiences. By addressing these themes, the study provides a comprehensive understanding of the relative importance of advertisements in shaping students' choices compared to other influencing factors (Adebayo, 2020). Methodologically, the study uses a combination of quantitative and qualitative approaches to gather data. Surveys and interviews are employed to collect responses from students regarding their perceptions of telecommunication advertisements and their reasons for choosing specific networks. This mixed-methods approach ensures a robust analysis of both numerical trends and nuanced perspectives. However, the scope does not include a detailed analysis of the financial aspects of telecommunication companies’ advertising expenditures or the technical evaluation of network performance metrics. Temporally, the study focuses on recent advertising campaigns and their impact, particularly those within the last five years. This timeframe is selected to reflect the current trends and strategies in telecommunication advertising, particularly the growing emphasis on digital platforms and student-targeted promotions (Eze & Nwankwo, 2021). The study does not delve into historical advertising practices or their long-term impact on brand loyalty, as its objective is to analyze contemporary dynamics.
In terms of limitations, the study is restricted to students currently enrolled at Kwara State Polytechnic, excluding part-time students or alumni who may have different telecommunication needs and experiences. Furthermore, the research does not extend to broader societal impacts of telecommunication advertisements, such as their role in economic development or digital inclusion, as the primary focus is on consumer behavior within the student demographic. This study’s scope is clearly delineated to provide an in-depth analysis of how advertisements influence telecommunication network preferences among students at Kwara State Polytechnic, Ilorin. It aims to offer practical insights that are both relevant to the targeted population and applicable for stakeholders in the telecommunication and marketing sectors.
1.7 Definition of Terms
Advertisement: Advertisement refers to any paid form of communication intended to inform, persuade, or remind target audiences about a product, service, or brand. It includes various formats such as television commercials, radio jingles, billboards, social media posts, and campus-based promotions (Kotler & Keller, 2016).
Telecommunication Network: This term refers to the infrastructure and services provided by telecommunication companies for transmitting voice, data, and multimedia. Examples include MTN, Airtel, Globacom, and 9mobile, which offer mobile communication, internet services, and other value-added features (NCC, 2023).
Impact: In this study, impact refers to the effect or influence that advertisements have on students’ decisions and preferences when selecting a telecommunication network. It encompasses both direct effects (e.g., awareness creation) and indirect effects (e.g., shaping perceptions of network reliability).
Students: For this study, students refer to individuals currently enrolled in academic programs at Kwara State Polytechnic, Ilorin. These students represent a diverse group with varying needs and behaviors regarding telecommunication services.
Kwara State Polytechnic, Ilorin: This refers to a tertiary educational institution located in Ilorin, Kwara State, Nigeria, which offers a range of academic programs. It serves as the geographic and demographic focus of this study.
Preference: Preference refers to the inclination or choice of a consumer toward a particular telecommunication service provider based on factors such as affordability, network quality, promotions, and personal experiences (Olaniyi & Akinola, 2019)

























CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
The conceptual review provides a theoretical and analytical framework to understand the factors shaping telecommunication network preferences among students. This review examines the key concepts and constructs that underpin the study, drawing from established theories and empirical evidence in the fields of marketing, communication, and consumer behavior. Central to this discussion are the advertising strategies employed by telecommunication companies, the role of consumer behavior in decision-making, and the interplay of social, economic, and psychological factors influencing preferences.
Advertising, as a persuasive tool, plays a pivotal role in shaping consumer perceptions and decisions. The effectiveness of advertising strategies in the telecommunications sector is particularly significant given the competitive nature of the industry and the diverse needs of its consumers. Students, as distinct demographic, exhibit unique preferences driven by factors such as affordability, network reliability, and the availability of incentives, making them a key focus for targeted advertising campaigns.
2.1 	Conceptual Review
2.1.1	Advertising and Consumer Behavior
Advertising is a cornerstone of modern marketing and plays a pivotal role in shaping consumer behavior by creating awareness, influencing perceptions, and driving purchasing decisions. According to Kotler and Keller (2016), advertising functions as a persuasive communication tool that showcases the benefits of a product or service with the aim of attracting and retaining customers. In the telecommunications industry, this often involves highlighting critical features such as network reliability, affordability, and promotional offers. These elements are strategically emphasized in advertisements to appeal to diverse consumer segments, including students.
Ajayi and Ogunlade (2022) note that advertising affects consumer behavior by shaping attitudes and preferences through both emotional and rational appeals. Emotional appeals in advertisements may evoke feelings of trust, happiness, or excitement, while rational appeals focus on providing factual information about a product’s advantages, such as cost savings or superior quality. However, the effectiveness of these appeals is influenced by individual circumstances. Factors such as cultural background, economic status, and personal experiences significantly mediate how consumers interpret and respond to advertising messages.
For students, advertising holds particular significance as this demographic often operates under financial constraints. Advertisements that focus on affordability and value-added services, such as free data bonuses or discounted call rates, tend to resonate more strongly with this group (Olaniyi & Akinola, 2019). Students are also heavily influenced by the clarity of the advertising message and the perceived relevance of the offer to their daily communication needs. For instance, promotional campaigns offering student-exclusive packages or highlighting academic benefits such as affordable data for online research are more likely to capture their attention and influence their network preferences.
Despite its apparent benefits, advertising does not uniformly influence all consumers in the same way. Personal preferences, prior experiences with a brand, and the credibility of the advertising medium can either enhance or diminish its impact. Students, for example, may be skeptical of exaggerated advertising claims if they do not align with their actual experiences with a telecommunication network. Therefore, while advertising is a crucial driver of consumer behavior, its success depends on how well it aligns with the target audience’s expectations and priorities.
Advertising is not just about creating awareness; it also serves as a powerful medium to build brand identity and loyalty. By consistently highlighting specific attributes such as reliability, innovation, or affordability, advertisements create a perception of value in the minds of consumers. Kotler and Keller (2016) argue that advertisements, when executed effectively, position a brand as a solution to the audience’s needs and desires. In the telecommunications industry, this means presenting networks not only as service providers but as essential partners in daily communication, academic pursuits, and social interaction.
For students, this role of advertising is especially pronounced due to their reliance on telecommunication services for various aspects of their lives. Many students depend on mobile networks for academic research, social media connectivity, and entertainment. Therefore, advertisements that resonate with their lifestyle and address their specific challenges—such as limited finances—have a profound influence on their preferences. This makes affordability-focused campaigns, including offers like discounted bundles and bonus airtime, particularly appealing. Olaniyi and Akinola (2019) highlight that students often equate affordability with value, which directly impacts how they perceive and prioritize different network providers.
Another critical aspect of advertising’s influence on consumer behavior is its ability to shape trust and credibility. Advertisements that use testimonials, endorsements by celebrities, or user reviews tend to enhance trust among consumers. In the context of students, advertisements that feature relatable scenarios, such as young people discussing their experiences with a network or enjoying its benefits, can create a sense of authenticity. Ajayi and Ogunlade (2022) emphasize that advertisements which tap into shared experiences and emotions are more likely to foster loyalty and long-term preference for a brand.
However, the impact of advertising is not always straightforward. The proliferation of digital media and advertising platforms has exposed students to a barrage of advertisements daily, leading to what some researchers describe as "ad fatigue." When consumers, including students, are bombarded with excessive promotional content, their ability to process and respond to advertisements diminishes. This underscores the importance of quality over quantity in advertising efforts. Effective advertisements are those that stand out by delivering clear, compelling messages that directly address consumer needs.
Moreover, while advertising significantly influences initial preferences, other factors such as actual network performance, customer service, and peer recommendations can either reinforce or contradict the promises made in advertisements. For instance, a student who subscribes to a network due to an attractive advertisement but experiences poor service quality may lose trust in both the brand and its marketing claims. Eze and Nwankwo (2021) argue that while advertisements can attract customers, consistent service quality and fulfillment of advertised promises are essential for retaining them.
In today’s digital age, advertising strategies have also evolved, with a shift toward interactive and personalized campaigns. Social media platforms such as Facebook, Instagram, and Twitter allow telecommunication companies to directly engage with students, offering real-time responses to their queries and concerns. These platforms not only serve as advertising channels but also as tools for building relationships with young consumers. Personalized advertising, where students receive tailored offers based on their usage patterns, has become a game-changer in driving preferences and loyalty.
In summary, advertising is a dynamic force in shaping consumer behavior, particularly among students who rely heavily on telecommunication services. By creating awareness, building trust, and addressing specific needs, advertisements significantly influence students' network preferences. However, their effectiveness is enhanced when they are authentic, relevant, and supported by reliable service delivery. For telecommunication companies targeting students, understanding the interplay between advertising and other factors, such as affordability and network performance, is crucial to achieving long-term success.
2.1.2	Factors Influencing Telecommunication Network Preferences
Although advertisements play a crucial role in shaping consumer awareness and preferences, several other factors significantly influence telecommunication network selection, especially among students. Adebayo (2020) highlights affordability, network reliability, and customer service as the primary determinants in consumer choice. These factors are particularly relevant to students who depend on telecommunication services for essential activities like academic research, online learning, social interaction, and entertainment. Given their often limited financial resources, students prioritize services that deliver value for money, with a focus on cost-effective data bundles, call rates, and promotional packages.
Network reliability is another critical factor that affects consumer preferences. Students rely heavily on uninterrupted connectivity for academic and social activities. Adebayo (2020) emphasizes that poor network coverage, frequent service outages, or slow internet speeds can drive consumers to switch providers, regardless of the appeal of advertisements. Telecommunication companies that invest in expanding and maintaining robust network infrastructures are more likely to retain customers, especially in regions like Kwara State, where connectivity challenges can impact user satisfaction.
Customer service also plays a significant role in influencing network preferences. Students, as part of a younger and tech-savvy demographic, often value responsive and efficient customer support when resolving issues like billing errors or network disruptions. Telecommunication companies that provide accessible, empathetic, and prompt support are more likely to foster brand loyalty. In contrast, poor customer service experiences can alienate consumers and lead to negative word-of-mouth recommendations, which are highly influential among young users.
Another critical factor influencing network choice is peer influence. Eze and Nwankwo (2021) argue that young consumers often rely on the recommendations and experiences of friends and family when selecting a telecommunication provider. For students, peer networks can play a significant role in shaping perceptions of a service's quality, affordability, and reliability. For instance, a recommendation from a trusted friend about a network’s superior data package or promotional offer can outweigh the influence of a persuasive advertisement. Peer influence is particularly relevant in student communities, where social circles often share common preferences and experiences regarding telecommunication services.
Additionally, students’ network preferences are shaped by the availability of promotions and bonuses tailored to their needs. Offers such as student-friendly bundles, loyalty rewards, or referral bonuses often appeal to this demographic, providing both financial savings and a sense of exclusivity. Telecommunication providers that cater specifically to students with customized plans are likely to gain a competitive edge.
Cultural and regional factors also influence network preferences. In areas with limited competition among providers, consumers may have fewer choices and may base their decisions on the availability of basic services rather than promotional campaigns. Conversely, in highly competitive markets, providers must distinguish themselves not only through advertisements but also by delivering consistent service quality. Advertisements serve as an important tool in creating awareness and attracting consumers, factors such as affordability, network reliability, customer service, peer influence, and promotional offers play a decisive role in shaping telecommunication network preferences. For students, these factors are particularly crucial given their unique needs and limited resources. Understanding and addressing these determinants can help telecommunication companies design strategies that not only attract but also retain this vital segment of the market.
In addition to affordability, network reliability, customer service, and peer influence, several other factors shape telecommunication network preferences, particularly among students. One such factor is brand image. A strong and positive brand image often creates a sense of trust and reliability in consumers. Telecommunication companies that establish themselves as reputable and innovative are more likely to attract students, who value modernity and credibility in the brands they associate with. Ajayi and Ogunlade (2022) suggest that brand image, often built through consistent quality and impactful marketing, significantly enhances customer loyalty and preference, especially in competitive markets.
Another important determinant is technological innovation and service offerings. Students are increasingly attracted to networks that offer cutting-edge technology, such as high-speed internet through 4G or 5G networks, mobile banking services, and other value-added features like music streaming or free access to educational platforms. For example, students who require fast and reliable internet for research, video conferencing, or streaming services may prefer networks that guarantee these capabilities. Eze and Nwankwo (2021) emphasize that telecommunication companies that innovate and align their services with evolving consumer demands are better positioned to retain a loyal customer base.
Promotional strategies are also a significant factor. Beyond regular advertisements, telecommunication companies frequently run targeted promotions such as limited-time offers, loyalty rewards, and referral bonuses. For students, such promotions often act as a deciding factor in choosing a network. Seasonal offers, such as bonus data during exam periods or discounted call rates for night plans, tend to appeal to students who prioritize cost-effective solutions. Adebayo (2020) highlights that students are particularly responsive to promotions that address their immediate needs, demonstrating the power of strategic marketing in influencing preferences.
Ease of subscription and portability is another consideration. In a competitive market, the ease with which a customer can switch to a new network or subscribe to its services often determines their choice. Students, who may not want to navigate complex processes, are more likely to prefer networks with seamless onboarding experiences. The introduction of Mobile Number Portability (MNP) in Nigeria has further empowered consumers by allowing them to retain their numbers while switching providers. This has heightened competition among telecommunication companies to simplify subscription and attract new customers.
Network coverage in specific locations also plays a critical role. Students often choose networks that provide reliable connectivity in their campus areas or residences. For those in semi-urban or rural areas, the availability of consistent network coverage can overshadow the influence of advertising or promotions. Adebayo (2020) notes that consumers are more likely to prioritize a network that provides strong reception in their immediate environment, even if the advertised prices are slightly higher than competitors.
Social media influence has become increasingly significant in shaping network preferences. Telecommunication companies actively engage with students on platforms like Instagram, Twitter, and TikTok, leveraging influencers, memes, and interactive content to establish rapport with younger audiences. Social media not only acts as an advertising medium but also facilitates direct communication between companies and their customers, helping to build trust and address concerns in real time. Students, who are among the most active users of social media, often form opinions about brands based on their online presence and interactions.
Pricing transparency also influences consumer trust and preference. Hidden charges or unclear billing practices can lead to dissatisfaction and cause students to switch networks. Companies that prioritize transparency in their pricing structures and clearly communicate the costs associated with their plans are more likely to gain favor with students. Ajayi and Ogunlade (2022) argue that pricing clarity is a critical component of building long-term loyalty among cost-conscious consumers.
Lastly, environmental and social responsibility is an emerging factor that cannot be overlooked. Many students are becoming more socially conscious and are drawn to brands that demonstrate a commitment to sustainability or community development. Telecommunication companies that engage in corporate social responsibility (CSR) initiatives, such as sponsoring educational programs or promoting environmental conservation, often gain goodwill and preference among socially aware students.
In conclusion, while advertisements significantly contribute to shaping telecommunication network preferences, a holistic understanding of other influential factors is crucial. Affordability, reliability, customer service, and peer influence remain fundamental, but considerations like brand image, technological innovation, promotions, and social responsibility also weigh heavily in students’ decisions. For telecommunication companies, addressing these multifaceted factors is essential to not only attract but also retain students, who represent a dynamic and growing segment of the market.
2.1.3	Effectiveness of Advertising in the Telecommunications Sector
The effectiveness of advertising in the telecommunications sector largely depends on its ability to connect with the needs, expectations, and preferences of the target audience. In the digital age, where students form a significant segment of telecommunication service users, advertising strategies have evolved to focus on platforms and formats that resonate with this demographic. Digital advertising, in particular, has become a dominant tool, leveraging the widespread use of social media by students. Olaniyi and Akinola (2019) note that students' high activity on platforms like Instagram, Twitter, and TikTok has prompted telecommunication companies to adopt influencer marketing, targeted campaigns, and interactive advertisements to capture their attention effectively.
One key factor contributing to the effectiveness of advertising in this sector is the emphasis on promotional offers tailored to the needs of young consumers. Research by Adedayo (2021) underscores that advertisements highlighting free data bonuses, discounted call rates, or loyalty rewards tend to have a significant impact on students' network preferences. Such offers resonate with students who often operate on tight budgets and are constantly looking for cost-effective solutions to their communication needs. These advertisements often create a perception of value, enticing students to either switch providers or deepen their loyalty to an existing one.
However, the effectiveness of advertisements is not without limitations. Overexposure to promotional content can lead to what researchers describe as "advertising fatigue," where consumers become desensitized or even skeptical of the claims made in advertisements. This phenomenon is particularly common among students, who are regularly exposed to numerous advertisements across digital and traditional media. Eze and Nwankwo (2021) emphasize that while advertising can create awareness, its influence diminishes when consumers perceive the messages as repetitive, exaggerated, or unsubstantiated. This skepticism often drives students to rely more on peer recommendations and personal experiences, which are viewed as more authentic and trustworthy compared to advertising claims.
Furthermore, the choice of advertising medium plays a crucial role in determining effectiveness. Traditional media, such as television and radio, are still relevant but are often less impactful for students compared to digital platforms. The interactive nature of online advertising allows telecommunication companies to engage directly with their audience, respond to inquiries in real time, and adjust their strategies based on immediate feedback. For instance, targeted ads on social media platforms that use algorithms to identify student preferences based on their browsing habits are more likely to capture attention and drive action than generic advertisements on traditional media.
Another dimension of advertising effectiveness is emotional and rational appeal. Telecommunication companies often use advertisements that evoke emotions, such as joy, connection, or trust, by showcasing relatable scenarios like friends staying connected or families bridging long distances. At the same time, rational appeals that provide clear and quantifiable benefits, such as affordable rates or extensive network coverage, address the logical decision-making process of consumers. A balance of both appeals enhances the impact of advertising, particularly in competitive markets where students have multiple providers to choose from.
Despite these efforts, the effectiveness of advertising ultimately hinges on the consistency between the promises made in advertisements and the actual service delivery. Students are quick to lose trust in a network if their expectations, shaped by advertisements, are not met in practice. For example, an advertisement promoting "seamless connectivity" may initially attract students, but poor network performance or hidden charges can lead to dissatisfaction and prompt them to switch providers. Thus, effective advertising must be supported by reliable service quality and transparent communication to sustain consumer trust and loyalty. Advertising remains a vital tool for telecommunication companies to influence consumer preferences, particularly among students. By focusing on digital platforms, emphasizing promotional offers, and balancing emotional and rational appeals, companies can create compelling campaigns that resonate with their audience. However, challenges such as advertising fatigue and skepticism highlight the need for authenticity, consistency, and alignment between marketing promises and service delivery. Ultimately, the effectiveness of advertising in the telecommunications sector depends on its ability to build trust, meet consumer expectations, and adapt to the evolving needs of its audience.
The success of advertising in the telecommunications sector is also closely tied to how well it adapts to technological advancements and consumer trends. In recent years, the use of data analytics and artificial intelligence (AI) has significantly enhanced the precision of advertising campaigns. Telecommunication companies now utilize predictive analytics to anticipate consumer behavior, enabling them to create targeted advertisements tailored to specific demographics, such as students. By analyzing students' internet usage patterns and preferences, companies can design offers and campaigns that address their unique needs, such as affordable data bundles or academic-friendly plans. This targeted approach improves the relevance of advertisements, thereby increasing their effectiveness.
Additionally, the integration of personalization in advertising strategies has proven to be a game-changer in the telecommunications sector. Personalized advertisements, which address consumers by name or offer deals based on their individual usage history, tend to foster a stronger connection with the audience. For students, personalized offers that align with their budget and communication needs are more likely to influence decision-making. Adedayo (2021) asserts that personalized campaigns not only enhance the effectiveness of advertisements but also strengthen brand loyalty by making consumers feel valued.
The use of multimedia content in advertisements further amplifies their impact. Videos, animations, and interactive graphics are increasingly being employed to create engaging and memorable campaigns. For instance, a video advertisement showcasing students enjoying seamless online classes or socializing through a network’s affordable and reliable services resonates more powerfully than static or text-based content. Platforms like YouTube and TikTok, which are popular among students, provide telecommunication companies with opportunities to use creative storytelling to showcase their offerings. Olaniyi and Akinola (2019) note that multimedia advertisements, especially those with relatable narratives, have higher recall rates and are more likely to influence preferences.
The shift toward influencer marketing has also transformed the effectiveness of advertising in this sector. Telecommunication companies collaborate with social media influencers, who have significant followings among students, to promote their products and services. Influencers, often seen as relatable and trustworthy, help bridge the gap between corporate brands and their target audience. When a popular influencer endorses a network’s promotional offer or highlights its benefits, students are more inclined to explore that network. This strategy taps into the trust and authenticity associated with peer recommendations, as highlighted by Eze and Nwankwo (2021).
Furthermore, corporate social responsibility (CSR) initiatives integrated into advertisements enhance their impact by associating brands with positive societal contributions. Telecommunication companies that emphasize their role in supporting education, environmental sustainability, or community development often win the favor of socially conscious students. Advertisements that highlight CSR activities, such as providing free internet access to underserved schools or planting trees to offset environmental impact, appeal to students’ values and encourage loyalty.
While digital advertising has grown in prominence, traditional forms of advertising such as billboards and radio ads still hold relevance, particularly in semi-urban and rural areas. These mediums often complement digital strategies by reinforcing brand visibility and message consistency. For students in areas with limited internet penetration, traditional advertisements serve as a primary source of information about available telecommunication services. However, the challenge lies in ensuring that traditional advertisements remain engaging and relevant to modern audiences.
Challenges to Effectiveness: Despite its potential, the effectiveness of advertising in the telecommunications sector faces several challenges. One major issue is the growing consumer skepticism toward advertising claims. Over the years, exaggerated promises in advertisements—such as guarantees of "100% network coverage" or "unlimited data"—have led to disillusionment among consumers. Students, in particular, are quick to share negative experiences on social media, which can undermine the credibility of a brand's advertising. This makes it imperative for telecommunication companies to align their marketing messages with actual service performance.
Another challenge is ad clutter, where the sheer volume of advertisements bombards consumers, making it difficult for any single message to stand out. Students, who are constantly exposed to digital and traditional ads, often tune out generic campaigns, rendering them ineffective. To address this, companies must focus on creating unique and creative advertisements that capture attention and maintain interest.
Finally, cultural relevance is a key factor in determining the effectiveness of advertising. Campaigns that fail to resonate with the local culture or language may struggle to connect with their audience. For instance, advertisements that incorporate local dialects, customs, or relatable scenarios tend to perform better in Nigeria's diverse cultural landscape.
The effectiveness of advertising in the telecommunications sector is multifaceted, driven by a combination of strategic creativity, technological integration, and audience alignment. Digital platforms, personalization, influencer marketing, and multimedia content have revolutionized how telecommunication companies engage with consumers, especially students. However, challenges such as skepticism, ad clutter, and cultural disconnect must be addressed to maximize the impact of advertising campaigns. Ultimately, the most effective advertisements are those that not only capture attention but also build trust, deliver on promises, and align with the evolving needs of their target audience.



2.2	Theoretical Framework
2.2.1	The Source Credibility Theory
The source credibility theory was adopted to give this study a perspective. This theory was propounded by Hovland, Janis and Kelley in 1953. It states that people are more likely to be persuaded by a communication message when the source of the information is credible. In order words, source credibility theory is the believability of the communicator by the recipient of the message. The theory is an approach that allows individuals to look at issues presented from their own perspective. In this way, the source credibility theory deals with communication as value-laden, and takes into consideration the differences in opinions exhibited by individuals. According to Gilbert, Fiske, and Lindzey (1998), different elements may comprise a communicator’s credibility. However, two elements commonly identified are perceived expertise and trustworthiness of the source.
Initially, the source credibility model developed by Hovland, Janis and Kelley (1953) indicated the relevance of trustworthiness and expertise of the source in message dissemination. However, McGuire (1985) improved on it with his source attractiveness model which may be perceived through physical attractiveness, lifestyle and or personality, and how similar, familiar and likeable the consumer considers the source.
Source credibility is believed to mediate influence and also has impact on message receivers’ attitudes, intentions and behaviour (Eisend, 2006). Since the introduction of the model, several studies have found evidence suggesting that perceived attractiveness can lead to an increase in attitude change towards the product, brand and advertisements and that purchase intention may also increase (Amos, Holmes and Strutton, 2008; Liu, Huang and Minghua, 2007). And for this reason has been significant in psychology and consumer research (Shuster, 2012).
In advertising, trustworthiness is likely to be particularly important as a source variable since it is always almost an attempt to get the receiver to do something that is of benefit to the source. This makes the objective of advertising questionable because consumers tend to be skeptical of the source of advertising message (Calfee, 1997). On the other hand, Nan and Faber (2004) note that what distinguishes advertising from other form of communication is the particular importance of perceived trustworthiness and consumer skepticism in the formation or change of attitude or behaviour. In this regard, Chao, Wuhrer, and Werani (2005) argued that sources that are perceived to be trustworthy are able to generate a more positive attitude towards the product, brand and advertisement than source that is perceived to be less trustworthy. Therefore, a source that is identified as expert and trustworthy will result in more attitude change following the advocated message than a low credibility source.
Goldberg and Hartwick (1990) assert that companies with positive reputations would seem to be in better position to get consumers to believe their advertising claims. According to Goldsmith, Lafferty and Newell (2000a) credibility is only one component, albeit a crucial component of corporate reputation because reputation is the overall impression of the company. Thus, the terms advertiser or corporate credibility are used frequently to refer to organizational sources in credibility studies.
Advertising credibility has been defined as the perceived trustworthiness or honesty of the sponsor of an advertisement (Mackenzie and Lutz, 1989). Similarly, corporate credibility refers to stakeholders’ perceptions of the company’s trustworthiness and expertise-the believability of its intentions and communications at a particular moment in time (Goldsmith, Lafferty and Newell, 2000b).
Goldberg and Hartwich (1990) found participants in the negative sponsor reputation treatment rated the credibility of the advertisement presented more strongly negative than did participants in the positive reputation treatment. Ohanian (1991) equally conducted a study using a student sample exposed to advertisements of product endorsed by celebrities. While there were some effects of trustworthiness, they found that the factor was significantly related to intention to purchase the product.
In advertising and consumer marketing, the desired message effect is purchase behaviour resulting from message acceptance. Message acceptance has been shown to mediate the relationship between source credibility and behaviour intentions. Hence, greater message acceptance is positively related to increase purchase intentions (Lafferty and Goldsmith, 1999; Goldsmith, Lafferty and Newell, 2000a). Message acceptance has been measured as attitude-towards-the-advertisements, whether positive or negative, and as advertisement credibility, the extent to which a consumer perceives the claims made about a given brand to be truthful (Mackenzie and Lutz, 1989).
The source credibility theory provides insight to this study in that the service providers are the sources from which advertising messages about GSM products and services emanates. Service providers advertised their products and services to subscribers as well as provide information to them. Through information provided, consumers become aware of the brand and act in accordance to the information received. If consumers are convinced by claims in the advertisements, and try the advertised product, it eventually leads to trust of the advertiser (source) from which the message emanates. On the other hand, when such messages are contrary to its claims in the advertisement, it may lead to mistrust of source. Therefore, subscribers may be influenced by messages of the GSM service providers if they trust the brand. This could lead to a negative perception of the source which may also impact on the patronage of the brand products.
2.2.2	Uses and Gratifications Theory
The Uses and Gratifications Theory offers a valuable lens for examining why students choose specific telecommunication networks. Unlike other models that often view consumers as passive recipients of messages, the Uses and Gratifications Theory emphasizes that consumers are active participants in their media interactions, seeking out services and information that fulfill their personal needs and desires (Blumler & Katz, 1974). This theory suggests that students deliberately select telecommunication services that align with their preferences and specific requirements, such as affordability, network reliability, entertainment, and social connectivity.
According to Blumler and Katz (1974), consumers actively search for media and services that satisfy distinct personal needs. In the context of telecommunication networks, these needs can include affordability, service reliability, entertainment, communication, and information access. For students, who typically operate on tight budgets, cost considerations are a primary factor in selecting a network. Telecommunication companies that advertise affordable data bundles, discounted call rates, and low-cost subscription plans often attract student interest because they address their economic constraints. When advertisements highlight price incentives, students see an immediate benefit, which makes switching to a new network a more attractive proposition.
In addition to affordability, network reliability is another crucial need for students. A dependable network ensures that students can attend online classes, participate in virtual meetings, conduct research, and access educational materials without interruptions. When telecommunication companies emphasize high-speed internet, consistent service coverage, and minimal downtime in their advertisements, they create a compelling reason for students to prefer their services. This focus on reliability aligns with Blumler and Katz's (1974) assertion that consumers seek services that meet their practical and functional requirements.
The Uses and Gratifications Theory also highlights the importance of entertainment and social interaction in the decision-making process for students. Today’s students use telecommunication services not only for communication but also for entertainment purposes, such as streaming videos, listening to music, or engaging with social media. Telecommunication advertisements that focus on entertainment-related services, like video streaming bonuses, social media packs, or gaming subscriptions, are more likely to capture attention and influence preferences. These offerings appeal to students' desire for leisure and relaxation, providing entertainment value alongside utility.
Moreover, the need for social interaction plays a significant role in network selection. Communication platforms that facilitate connections with peers, family, and mentors are crucial for students' social and academic interactions. Telecommunication companies that highlight features such as group calls, video conferencing tools, and social sharing capabilities in their advertisements meet this need. Such features align with Blumler and Katz's (1974) view that consumers actively seek media that strengthen their social bonds and relationships.
Students also seek telecommunication services that support academic research and learning. In a world where online education and virtual learning have become commonplace, internet access, educational apps, and e-learning tools are in high demand. Telecommunication networks that offer high data speeds, free educational content, and academic discounts in their advertisements attract students by addressing their academic needs. These services enable students to access research materials, participate in webinars, and collaborate on projects without obstacles. The ability to seamlessly access educational resources reinforces Blumler and Katz's (1974) concept of consumers actively seeking media that enhances their knowledge and information acquisition.
The social dynamics among students also mean that peer recommendations significantly influence telecommunication choices. In line with the Uses and Gratifications Theory, students often rely on recommendations from friends, influencers, and social circles rather than advertising alone. Recommendations about network performance, affordability, and reliability create a sense of trust and authenticity. Peer interactions serve as a form of social gratification, where the choice of a network is influenced by community experiences and shared benefits rather than just promotional claims.
The Uses and Gratifications Theory offers a robust framework for understanding why students prefer specific telecommunication networks. It underscores that students are active consumers who seek services that meet their personal and practical needs, such as affordability, network reliability, entertainment, social interaction, and educational resources. Advertisements that align with these needs and present tangible benefits are more likely to influence consumer preferences and loyalty. Telecommunication companies must, therefore, design marketing strategies that address these specific desires and provide clear, functional, and emotional value to attract and retain student consumers effectively. This approach not only enhances brand loyalty but also ensures sustained engagement and a competitive market presence among student demographics.
2.3 Empirical Framework
The Empirical Framework for this study draws on previous research and studies that explore the relationship between advertising, consumer behavior, and telecommunication network preferences, with a particular focus on student demographics. Various empirical studies have examined factors such as advertising effectiveness, affordability, social influence, peer recommendations, network reliability, and brand loyalty in shaping consumer choices in the telecommunications sector. These studies provide a foundation for understanding how advertising influences students’ preferences for telecommunication networks and highlight the significance of the Uses and Gratifications Theory and Hierarchy of Effects Model in the decision-making process.
Kotler and Keller (2016) have long emphasized that advertising serves as a persuasive communication tool, aimed at informing, convincing, and motivating consumers. Their research suggests that effective advertisements focus on showcasing product features, promotional offers, and benefits that directly address consumer needs and expectations. In the telecommunications sector, this means highlighting features such as network speed, cost efficiency, service coverage, and value-added bonuses like free data or call discounts. Empirical studies by Adedayo (2021) support this, revealing that promotional offers and discounts have a strong influence on students' choices because these offers align with their need for affordability and quick gratification.
However, Eze and Nwankwo (2021) argue that advertisements alone may not be sufficient to drive consumer loyalty, especially among young consumers like students. They emphasize that word-of-mouth communication and peer recommendations often have a stronger influence than advertising claims. For instance, a student may be more likely to choose a telecommunication network if a friend recommends it based on their personal experience with service quality, rather than relying solely on promotional claims in advertisements.
Blumler and Katz (1974) laid the foundation for the Uses and Gratifications Theory, suggesting that consumers seek media and services that fulfill their personal needs. Empirical studies aligned with this theory highlight that students actively search for telecommunications services that address specific requirements such as network affordability, entertainment, social interaction, and educational accessibility. Olaniyi and Akinola (2019) conducted research that showed students preferred telecom networks that provided free social media access, entertainment subscriptions, and educational tools, meeting their desire for social engagement, academic research, and entertainment.
Several studies have demonstrated that students’ preferences for telecommunication networks are influenced by factors beyond just advertising. Adebayo (2020) identifies affordability, network reliability, customer service, and peer influence as key determinants in network choice. This means that while advertisements emphasize benefits like low prices and promotional deals, actual choices are also shaped by service quality, technical reliability, and customer satisfaction, which are assessed through personal experience and peer recommendations.
Digital platforms have transformed the way students interact with telecommunication advertisements. Research by Ajayi and Ogunlade (2022) suggests that social media influencers play a crucial role in shaping network preferences among students. Telecommunication companies that partner with influencers create relatable and engaging content that often resonates more strongly with students than traditional advertisements. Influencers bring a sense of authenticity and trust, which is more likely to influence subscription decisions.
Moreover, the targeted nature of digital advertising campaigns, using tools like Google Analytics and social media algorithms, allows telecommunication companies to personalize advertisements based on students' location, interests, and browsing history. Adedayo (2021) highlights that personalized digital campaigns are more effective in driving subscriptions because they offer tailored incentives and highlight services that meet individual needs, making the offers more appealing and relevant.
Empirical evidence from Eze and Nwankwo (2021) and other studies suggests that peer influence and word-of-mouth communication have a significant impact on network selection among students. Positive experiences shared by friends and family members build trust and loyalty to a network, whereas negative experiences spread rapidly on social media and within peer groups, which can deter potential users. This dynamic highlights that students often rely on social interactions and community experiences rather than promotional claims in advertisements, which calls for telecommunication companies to maintain high service quality and customer satisfaction to retain loyalty and build long-term relationships with student consumers.
Several studies, including research by Adebayo (2020), have shown that network reliability is a critical factor in student preferences. A reliable network ensures that students can meet their academic and social commitments without disruption, whether it is attending online classes, collaborating on group projects, or streaming entertainment content. Empirical research has consistently demonstrated that students prioritize a telecommunication network's technical efficiency and service consistency over mere promotional discounts.
Telecommunication companies must, therefore, combine their advertising strategies with commitments to service upgrades, technical support, and transparent communication about network features. Promotions must be backed by actual service performance to maintain consumer trust and loyalty.
Affordability remains a central consideration in students' choices of telecommunication networks. Research by Olaniyi and Akinola (2019) and Adebayo (2020) highlights that students often prioritize network options that offer lower prices, discounts, and value-added services. The cost-conscious nature of student consumers means that affordable data plans, reduced call rates, and special student packages are highly attractive. A study by Adedayo (2021) reveals that promotional campaigns offering free data, discounted rates, and bundled packages resonate strongly with students, as these promotions meet their desire for cost-effective communication solutions.
Moreover, student financial constraints make them more likely to respond positively to time-sensitive offers, such as flash sales or limited-time promotions. Telecommunication companies that offer loyalty bonuses, student discounts, and free trials effectively cater to this economic need. Empirical studies have shown that telecommunication networks that deliver tangible economic value not only attract new subscribers but also retain them for a long-term relationship, ensuring continued loyalty and engagement.
Peer influence is another critical factor that shapes network preferences among students. According to Blumler and Katz (1974) and Eze and Nwankwo (2021), social interactions and word-of-mouth recommendations among friends and peers often carry more weight than traditional advertising messages. This suggests that students place high trust in experiences shared by friends, social circles, and online influencers, as these interactions are seen as more authentic and relatable. For example, a student may prefer a network recommended by a friend who praises its network reliability, data speed, and affordable pricing, rather than relying solely on corporate advertisements. This highlights the importance of telecommunication companies investing in customer satisfaction and service performance, as positive experiences shared through word-of-mouth can drive referrals and increase subscription rates. Furthermore, peer influence demonstrates that social media platforms and campus interactions serve as crucial channels for information dissemination, influencing students’ choices based on real-life experiences rather than corporate claims.
In today’s digital landscape, social media platforms have become powerful tools for advertising, especially in targeting the student demographic. Empirical research by Olaniyi and Akinola (2019) and Adedayo (2021) shows that students spend significant time on social media platforms like Instagram, TikTok, Facebook, and Twitter, making these channels ideal for telecommunication companies to engage them. Telecommunication companies leverage social media influencers, interactive content, and personalized digital campaigns to drive engagement and subscription rates. Influencers often showcase how they use a telecommunication network in their daily lives, highlighting features like high-speed internet access, social media bonuses, and entertainment subscriptions. These interactions create a sense of relatability and trust, encouraging students to consider switching to the recommended network. Additionally, social media engagement enables companies to gather real-time feedback, monitor trends, and tailor advertisements to match students' preferences and behaviors, ensuring higher engagement rates and better customer retention.
Brand loyalty is a result of consistent positive experiences, trust, and satisfaction with a telecommunications service. Research by Kotler and Keller (2016) and Adedayo (2021) emphasizes that advertising campaigns must align with actual service performance to build long-term loyalty. Students who experience reliable service quality, good customer support, and seamless communication often remain loyal to a network, even if competitors offer better promotions. Empirical studies by Adebayo (2020) show that customer satisfaction is influenced by factors such as call connectivity, internet speed, technical support, and billing transparency. Telecommunication companies that maintain transparent billing practices and reliable service delivery build trust and loyalty, which ultimately translate into long-term customer relationships. Satisfied students often become brand advocates, recommending their network choice to peers and increasing word-of-mouth influence, which is more powerful than traditional advertising campaigns.
With the increasing importance of online learning, virtual classes, and digital research, students also prioritize telecommunication networks that offer reliable educational tools and connectivity. Research by Blumler and Katz (1974) and Olaniyi and Akinola (2019) indicates that telecommunication services that offer high-speed internet access, e-learning subscriptions, and free educational resources appeal strongly to students. Empirical studies show that networks that integrate tools like video conferencing platforms, research databases, and collaborative apps facilitate academic success, making these networks more attractive to students. A reliable telecommunication network ensures uninterrupted access to virtual classrooms, research materials, and collaborative group activities, which are critical for academic performance. Therefore, companies that focus their advertising on the integration of educational and academic tools not only attract students but also build long-term loyalty by positioning their services as indispensable for academic and personal development.
The empirical framework suggests that while advertising is a crucial tool for influencing telecommunication network preferences, factors such as peer influence, social interactions, customer service, and service performance are equally significant. Future research should explore more in-depth the following areas:
1. Long-term loyalty factors – What keeps students loyal to a network beyond promotions and advertisements?
2. Digital engagement effectiveness – How do social media influencers and personalized digital campaigns drive student engagement and subscription rates?
3. Service feedback mechanisms – What role does customer service responsiveness play in network preference among students?
4. Technological accessibility and student behavior – How do technological advancements influence students’ dependence on telecommunications services for education, entertainment, and social interactions?
The empirical framework for this study integrates insights from multiple research studies, theories, and practical observations, highlighting the interplay of affordability, peer influence, social engagement, service reliability, and digital accessibility in telecommunication network preferences among students. The insights provided by the Uses and Gratifications Theory, peer interactions, and modern digital marketing strategies indicate that telecommunication companies must combine effective advertising campaigns with superior service delivery, strong customer support, and personalized engagement strategies. By doing so, they can build long-lasting relationships with students, ensuring brand loyalty, high subscription rates, and positive community influence, which ultimately drive sustained success in the competitive telecommunications market.














CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	Research Design 
The research designs adopted for this study was the survey method. The approach involved drawing up a set of questions on various aspects of the subject and a questionnaire which was administered to the sample. 
3.2 	Population of Study 
Population of study refers to the target of the study which specifies the aggregate of items or persons from whom data pertinent to the study collected. Moreover, it is the acted or definite population to be studied. The population of the study encompassed the student in Kwara State Polytechnic, Ilorin. 
3.3 	Sample Size and Sample Techniques
Sample is defined as a small group of elements or subjects drawn through or definite procedure from the specified. 
In other words, it is the actual number or part of a study population that is objectively selected for the study. Moreover, we sample because the entire population cannot be studied. The researcher used purposive sampling method to get the sampling size which is 100. The choice of purposive sampling technique is due to certain constraints that would inhibit alternative sampling technique from being used. Factors like money and time could not allow the researcher to meet up, so she simply used purposive which is employed for the purpose of selecting a handy sampling size. 
3.4 	Instrumentation 
This involves a description of the instrument used in collecting data for the study. The researcher used the questionnaire instrument because it is a self reporting system of evaluation. The questionnaire for this study is in two parts; the first part takes care of the demographic information while the second part considers the real research questions with a view to solving them. 
3.5 	Validity and Reliability of the Instrument 
The instrument for data collection in the study was well structured and approved by the project supervisor as being valid for eliciting information. The questionnaire instrument used was reliable because of the appropriateness in measuring what they intended to measure. The instrument used in this research to gather data is valid because of its direct applicability to the course of study. It enabled the researcher to arrive at a quick result with accurate information without much difficulty. The instrument has being used in several studies and repeatedly yielded the same result so therefore the reliability of the instrument is assured. 
3.6 	Method of Data Collection
The data for this research work will be collected through the administration of questionnaires to respondents in the study areas. This instrument will used to elicit demographic data for specific questions for the study. To ensure accurate data collection, questionnaires will be administered by researcher to respondents in their various locations. The above instrument that will be used will help in collecting an aggregate amount of data used for the study.
3.8 	Method of data analysis
The method of data analysis that is used is simple percentage and frequency tabular presentation in which descriptive analysis will be used to infer meaning to the data in each table. 
























CHAPTER FOUR
DATA ANAYLSIS AND PRESENTATION
4.1 Introduction. 	
This chapter is analysis of data collected through the use of questionnaire, handed out to 100 respondents. For clarity, simple percentages, tables and explanations are used in presenting the data collected. 
	ITEM
	FREQUENCY 
	PERCENTAGES %

	No. distributed
	100
	100

	No. returned
	100
	100

	No not returned
	0
	0


Source: field survey, 2025
In table 1above, a total of 100 questionnaires was distributed to the respondents and about 100(100%) were returned. The total number returned were considered appropriate to provide the necessary data for this research. 
4.2 Data Presentation and Analysis Demographic Data 
Table 1: Sex distribution of respondents
	Sex
	Frequency
	Percentages

	Male
	75
	75

	Female
	25
	25

	Total
	100
	100


Source: field survey, 2025
An analysis of data in table 2 shows that of the 100 respondents, 75(75%) were male while 25 (25%) were female. 
Table 2: Age distribution of respondents Age range (Years) Frequency Percentage%
	Age
	Frequency
	Percentages

	16-20
	16
	16

	21-25
	21
	21

	26-30
	25
	25

	31-35
	23
	23

	36 and above
	15
	15

	Total
	100
	100


Source: field survey, 2025
The above table shows that 16(16%) were within the age bracket of 16-20 yrs and 21 (21%) were of the age bracket of 21-25, while 25 (25%) were of the age range of 26-30 and 23 (23%) were the age range of 31-35 while 15 (15%) were the age range of 36 and above. 
Table 3: Occupation Distribution of Respondents
	Occupation
	Frequency
	Percentages

	Students
	41
	41

	Civil servant
	28
	28

	Business man
	24
	24

	Farmer
	7
	7

	Total 
	100
	100


Source: field survey, 2025
Table 4 above shows that 41 (41%) respondents were students, 28 (28%) respondents were civil servants, 24 (24%) respondents were businessmen while 7 (7%) respondents were farmers. 
Table 4: Martial Status of Respondents
	Marital status
	Frequency
	Percentages

	Single
	59
	59

	Married
	33
	33

	Divorced
	8
	8

	Total
	100
	100


Source: field survey, 2025
In table 4 the majority of the respondents are single 59 (59%), 33 (33%) are married while 8 (8%) are divorced. 
Table 5: Education Attainment of Respondents
	Education attainment 
	Frequency
	Percentages

	FSLC
	20
	20

	WAEC
	24
	24

	OND/HND
	32
	32

	B.SC
	20
	20

	P.HD
	4
	4

	Total
	100
	100


Source: field survey, 2025
From table 5, it is observed that 20 (20%) respondents have FSLC as their highest qualification while 24 (24%) respondent have WAEC as their highest qualification, also 32 (32%) have respondents OND/HND as their highest qualification, while 20 (20%) respondents have B.Sc. as their highest qualification, finally 4 (4%) respondents have Ph.D as their highest qualification. 
Table 6: Location of Respondents
	Location
	Frequency
	Percentages

	Taiwo 
	23
	23

	Adeta
	18
	18

	Sango
	21
	21

	Gaa Akanbi
	16
	16

	Post Office
	22
	22

	Total
	100
	100


Source: field survey, 2025
From table 6, 23 (23%) live in Taiwo, 18 (18%) respondents live in Adeta, 21(21%) live in Sango 16(16%) respondents live in Gaa Akanbi and finally 22 (22%) live in Post office. 
Table 7: Do you own a Television Set
	Responses
	Frequency
	Percentages 

	Yes
	86
	86

	No
	14
	14

	Total
	100
	100


Source: field survey, 2025
From table 7, 86 (86%) respondents owns a television set, while 14 (14%) respondents said they do not. 
Table 8: What Channels are Available to you?
	Channels
	Frequency
	Percentages 

	AIT
	21
	21

	NTA 
	13
	13

	Silver bird
	23
	23

	Channels
	25
	25

	CNN
	18
	18

	Total
	100
	100


Source; Field Survey 2025 
From table 8, it can be deduced that 21 (21%) views MTN advert messages mostly on AIT, 13 (13%) respondents get their exposure through NTA, 23 (23%) respondents get MTN advert messages mostly on Silver bird, 25 (25%) respondents get MTN adverts messages on Channels, 18 (18%) respondents get theirs on CNN. 
Table 9: How often do you watch MTN adverts on Television?
	Responses
	Frequency
	Percentages

	Often
	38
	38

	Very often
	25
	25

	Not often
	21
	21

	Not at all
	16
	16

	Total
	100
	100


In the table above, it is observed that 38 (38%) persons often watch MTN adverts on television, while 25 (25%) persons very often watches MTN adverts on television. Also 21(21%) persons do not often watch while 16 (16%) persons do not watch MTN adverts on television at all. 
Table 10: Are the MTN Advert Messages clear?
	Responses
	Frequency
	Percentages

	Yes
	75
	75

	No
	25
	25

	Total
	100
	100


Source: Field Survey 2025. 
From table 10, 75 (75%) persons accepted that MTN advert messages are clear while 25 (25%) do not accept. 
Table 11: What can you say about MTN television adverts?
	Responses
	Frequency
	Percentages

	They entertain
	24
	24

	They induce me to buy MTN products
	32
	32

	They introduce me to new packages and services
	15
	15

	They motivate me
	29
	29

	I don’t know
	0
	0


Source: Field Survey 2025 
From table 11, 24 (24%) persons are of the opinion that MTN adverts on television are entertaining, while 32 (32%) persons are of the opinion that MTN adverts on television induces them to buy MTN products, also 15 (15%) persons opined that MTN adverts on television helps introduce them to new packages and services, while 29 (29%) persons stressed that MTN adverts on television motivates them, finally 0(0%) persons have no opinion. 
Table 12: Do you believe in MTN Advert Messages?
	Response 
	Frequency
	Percentages

	Yes
	75
	75

	No
	25
	25

	Total
	100
	100


Source: Field Survey 2025 
From the above table, 75(75%) respondents believe in MTN adverts messages, while 25 (25%) respondents do not. 
Table 13: If yes, then why?
	Response 
	Frequency
	Percentages

	Because they are true
	21
	21

	I am satisfied with MTN services
	25
	25

	They offer proof
	23
	23

	They are verifiable
	18
	18

	No opinion
	13
	13

	Total
	100
	100


Source: Field Survey 2025 
Table 13 shows that 21 (21%) respondents said MTN adverts are true, while 25 (25%) respondents said they are satisfied with MTN services, also 23 (23%) respondents said they offer proof, while 18 (18%) respondents said the messages are verifiable; finally 13 (13%) respondents were of no opinion. 
Table 14: If No, then what is your reason?
	Responses
	Frequency 
	Percentages

	It is boring
	59
	59

	It is unrealistic
	8
	8

	It is not simplified
	33
	33

	Total 
	100
	100


Source: Field Survey 2025 
In table 14, 59 (59%) persons were of the opinion that MTN television adverts is boring, 8 (8%) person opined that the adverts is unrealistic while 33 (33%) stressed that MTN advert messages are not simplified. 
Table 15: Do you think that MTN Television Advertisement has Improved your Patronage of MTN Products?
	Responses
	Frequency 
	Percentages

	Strongly agree
	25
	25

	Agree
	20
	8

	It is not simplified
	21
	21

	Disagree
	18
	18

	Strongly disagree
	16
	16

	Total
	100
	100


Source: Field Survey 2025
From table 16 above, 25 (25%) respondents strongly agrees that MTN television advertisements has improved their patronage of MTN product, 20 (20%) respondents agrees, 21 (21%) respondents said not simplified, 18 (18%) respondents disagree, while 16 (16%) strongly disagree. 
Table 16: How would you generally rate MTN adverts on Television?
	Responses
	Frequency 
	Percentages

	Very effective
	59
	59

	Effective
	33
	33

	Less effective
	8
	8

	Not effective
	-
	-

	
	
	

	Total
	100
	100


Source: Field Survey 2025 
Table 17 above shows that 59 (59%) are of the opinion that MTN adverts are very effective, while 33 (33%) opined that it is effective. Also 8 (8%) respondents said it is less effective while 0(0%) opined not effective. 
4.3 Discussion of Findings 
The section of the study discusses the findings in relation to the research questions. 
How do advertisements influence students' preferences for telecommunication networks?
The data indicates that MTN advertisements significantly influence student preferences, primarily through clarity, persuasion, and emotional engagement. From Table 10, 75% of respondents affirmed that MTN advert messages are clear, showing that message clarity contributes to better understanding and likely influences their preference.
Furthermore, Table 11 reveals that 32% of respondents are induced to buy MTN products, while 29% say the adverts motivate them, and 15% believe the adverts introduce them to new services and packages. This supports the Hierarchy of Effects Model, where advertisement transitions through stages of awareness, interest, desire, and action (Kotler & Keller, 2016).
Also, 75% of students believe in MTN adverts (Table 12), with reasons such as satisfaction with services (25%), perceived truthfulness (21%), and proof/verifiability (41% combined from “they offer proof” and “they are verifiable” in Table 13). These factors suggest that advertising not only informs but reinforces brand trust, ultimately shaping preferences.
Moreover, 45% of respondents (Table 15) (25% strongly agree, 20% agree) affirmed that MTN advertising has improved their patronage, indicating a direct link between ad exposure and consumer behavior.
What types of advertisements appeal most to students?
From Table 11, the types of MTN adverts that appeal most to students are those that:
Induce purchase (32%) – suggesting that action-oriented and benefit-driven ads are effective.
Motivate them (29%) – indicating emotional appeals and aspirational messaging resonate well.
Entertain (24%) – showing that creativity and humor contribute to viewer engagement.
Introduce new packages/services (15%) – suggesting students’ value informative content as well.
In Table 13, respondents cite reasons like “they are true (21%),” “they offer proof (23%),” and “they are verifiable (18%).” This shows students prefer advertisements that are credible, transparent, and relevant to their needs.
Additionally, Table 16 supports this, with 92% rating MTN ads as either effective (33%) or very effective (59%), reinforcing the notion that appealing ad content includes trustworthiness, clarity, relevance, and creativity.
What other factors affect students' network preferences?
While advertising plays a vital role, other factors also influence students' telecommunication preferences, as suggested by Tables 12, 13, and 14.
Service satisfaction: In Table 13, 25% of respondents state satisfaction with MTN services as a reason for believing in their adverts, implying that actual service performance impacts preference.
Clarity and simplicity: Table 14 shows 33% of students say MTN ads are not simplified, suggesting that complex messages may hinder engagement, which could lead to preference shifts.
Perceived credibility: 59% of respondents (Table 14) say the ads are boring, and 8% consider them unrealistic, showing that message tone, style, and perceived authenticity also influence students’ reception.
Channel accessibility: Table 8 reveals that student’s access MTN ads on different channels (Channels TV – 25%, Silverbird – 23%, AIT – 21%), indicating that network preferences may be influenced by media exposure and channel availability.
The findings from this study reveal that advertising plays a significant role in shaping students’ preferences for telecommunication networks, particularly MTN. The data showed that a large majority of respondents (86%) own a television set, which provides them direct access to television advertisements. This wide accessibility allows MTN adverts to reach a broad student audience at Kwara State Polytechnic, Ilorin. Among the television channels, Channels TV (25%) and Silverbird (23%) were the most common platforms where students encountered MTN adverts, indicating that these media platforms are strategic for targeting students.
Moreover, the study reveals a strong exposure and engagement with MTN advertisements. 38% of the respondents reported watching MTN adverts often, while 25% said they watched them very often, suggesting consistent interaction with the brand’s marketing content. Notably, 75% of the respondents agreed that MTN’s advert messages were clear, showing that clarity and simplicity of message delivery are essential in capturing student attention and ensuring comprehension. This supports the Hierarchy of Effects Model, which posits that clear and appealing advertisements are likely to stimulate awareness, interest, desire, and eventually consumer action (Kotler & Keller, 2016).
Furthermore, the findings highlight the impact of content appeal. 32% of the respondents stated that MTN adverts induce them to purchase products, and 29% claimed they are motivated by the adverts, while 24% said the adverts are entertaining. These responses underscore the importance of emotionally engaging, persuasive, and value-driven messages in advertising. This aligns with the Uses and Gratifications Theory which explains that consumers, especially students, are attracted to content that meets their personal needs such as entertainment, motivation, and information (Blumler & Katz, 1974).
Another critical observation is the level of trust in MTN advertisements, where 75% of students reported belief in the adverts, citing reasons such as service satisfaction (25%), truthfulness (21%), and verifiability (18%). This suggests that beyond the advertisement itself, actual service quality and previous experiences significantly influence the perceived credibility of advertising. This supports Social Influence Theory which suggests that consumer behavior is shaped not only by direct messaging but also by peer influence and social validation (Bandura, 1986).
However, the study also identifies some limitations in the effectiveness of MTN advertising. A notable 33% of respondents claimed that the adverts are not simplified, while 59% described them as boring. This implies that while many students find the adverts clear, others find them unengaging or lacking innovation. This feedback is crucial for advertisers as it highlights the need to continuously adapt content to remain engaging, informative, and youth-focused.
Importantly, when asked if MTN advertisements have improved their patronage, 45% (25% strongly agree and 20% agree) confirmed positively, suggesting a tangible influence of advertising on behavior. Furthermore, 92% of students rated the adverts as either very effective or effective, validating the overall impact of the campaigns.
In conclusion, the study finds that advertising, particularly when clear, engaging, and credible, significantly influences student preferences for telecommunication services. However, the presence of dissenting views regarding boredom and lack of simplicity signals the need for continuous innovation and audience-specific tailoring of advertisements. Telecommunication firms like MTN must combine emotional appeal, clarity, service satisfaction, and strategic media placement to maintain relevance and preference among the student demographic.












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Introduction 
The main objective of this study was to determine the Impact of Advertisement on Telecommunication Network Preference among Student using Kwara State Polytechnic students as a focus. The survey research design was used for data collection with questionnaires. Following the analysis of data and discussion of findings, this chapter presents the summary of findings, the conclusion and recommendations. 
5.2 Summary of Findings 
Summary
This study set out to investigate the impact of advertisement on telecommunication network preference among students, using Kwara State Polytechnic, Ilorin, as a case study. The research aimed to understand how advertisements influence students’ choices, what types of adverts appeal most to them, and what other factors affect their network preferences. The findings have shown that advertisements, particularly those by MTN, play a significant role in shaping students’ awareness, interest, and eventual decision to patronize a particular telecommunication network.
A major finding from the study is that the majority of students (86%) own a television set, giving them direct access to television-based advertisements. Among the various TV channels, Channels TV, Silverbird, and AIT were the most common sources through which students were exposed to MTN adverts. Furthermore, a significant proportion of students stated that they often or very often see MTN adverts, and most of them find the adverts clear and believable. This suggests that the clarity and frequency of exposure positively influence students’ perception and trust in the brand.
The study also revealed that students are influenced by advertisements that are entertaining, motivational, and informative. Many respondents noted that MTN adverts induce them to purchase products, introduce them to new packages, and motivate their continued usage of MTN services. This aligns with advertising and consumer behavior theories such as the Hierarchy of Effects Model and Uses and Gratifications Theory, which highlight the importance of aligning messages with consumers’ needs and moving them from awareness to action.
Additionally, trust and personal experience with the network service itself were shown to enhance the credibility of advertisements. However, a portion of respondents also criticized the adverts for being boring or not simplified, suggesting the need for better creativity and clearer messaging. Despite this, a large number of respondents rated MTN advertisements as effective or very effective, and a considerable proportion agreed that the adverts influenced their decision to patronize MTN products.
In summary, advertising remains a powerful tool in influencing students’ preferences for telecommunication networks. While it is effective in generating interest and encouraging usage, its impact is strengthened when combined with satisfactory service delivery, relatable content, and peer influence. Therefore, telecommunication companies must continuously improve their marketing strategies to remain relevant, engaging, and trustworthy to the student population.
5.3 Conclusion 
This study concludes that advertising has a significant influence on students’ telecommunication network preferences, particularly within the context of Kwara State Polytechnic, Ilorin. The findings revealed that the majority of students are regularly exposed to MTN advertisements on television, and many of them find these adverts to be clear, believable, and persuasive. This suggests that strategic advertising—when well-designed and delivered through the right channels—can effectively shape students’ perceptions and usage patterns regarding telecommunication services.
The study also demonstrated that students are not passive consumers of advertisements. Instead, they evaluate messages based on clarity, relevance, emotional appeal, and alignment with their specific needs—such as affordability, network reliability, and entertainment. Advertisements that entertain, motivate, and provide useful information were found to be the most appealing and impactful. However, some criticisms also emerged, particularly around adverts being perceived as boring or not simplified, which indicates the importance of innovation, creativity, and simplicity in message design.
Furthermore, the research supports the idea that advertising alone does not determine consumer choice. Personal experiences with a network’s service quality, satisfaction, and peer influence also play a critical role in shaping preferences. Therefore, while advertisements are essential in building awareness and generating interest, they must be backed by consistent service delivery and customer satisfaction to foster long-term loyalty.
In conclusion, effective advertising is a necessary and influential tool in the highly competitive telecommunication sector. For companies like MTN, understanding their student audience and tailoring adverts to their expectations—while integrating social proof and maintaining excellent service—can significantly enhance brand preference and customer retention.


5.4 	Recommendations 
Based on the findings and conclusion of this study, the following recommendations are made to enhance the effectiveness of advertising in influencing students’ telecommunication network preferences:
1. Enhance Message Clarity and Simplicity; Telecommunication companies, particularly MTN, should ensure that their advert messages are clear, easy to understand, and straight to the point. The study revealed that a portion of the respondents found the adverts unclear or not simplified. Using everyday language, relatable scenarios, and visual aids can improve message comprehension among students.
2. Incorporate More Engaging and Creative Content; To address concerns that some adverts are boring, companies should infuse more creativity and entertainment into their advertising. Humor, storytelling, music, and relatable youth culture themes can make adverts more engaging. This will help capture students’ attention and make the message more memorable.
3. Use Influencers and Peer Endorsements; Since students are significantly influenced by their peers, telecommunication companies should consider leveraging campus influencers and student ambassadors to promote their services. Testimonials and real-life stories from fellow students can increase trust and the perceived authenticity of advertisements.
4. Focus on Student-Centered Benefits; Advertisements should highlight features and services that directly appeal to students, such as affordable data bundles, night plans, bonuses, and student discounts. Messages that resonate with their daily challenges and lifestyle will be more effective in influencing their choices.
5. Ensure Consistent Service Delivery; Advertising promises must be backed by reliable service. The belief in MTN adverts was linked to user satisfaction with their services. Telecommunication companies should maintain strong customer service, reliable network coverage, and affordable rates to sustain the trust generated through advertising.
6. Utilize Preferred Media Channels; Since students commonly access adverts through specific TV stations like Channels TV, Silverbird, and AIT, companies should continue to use these platforms and expand to digital channels such as Instagram, TikTok, and YouTube, where students spend a lot of time. Multi-platform campaigns will ensure wider reach and better audience engagement.
7. Monitor Feedback and Continuously Improve; Finally, companies should actively collect and analyze customer feedback about their advertisements. This will help them understand what works and what does not. Regular updates and adjustments to their advertising strategy will keep the content fresh and aligned with students’ evolving preferences.
By implementing these recommendations, telecommunication companies can increase the effectiveness of their advertising strategies, improve brand perception, and strengthen student loyalty in a competitive market.
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QUESTIONNAIRE
Department of Mass Communication
Institute of Information Communication Technology
Illorin, Kwara State

Dear respondent,
I am a student of Kwara State Polytechnic department of mass communication conducting a research on the topic “Impact of Advertisement on Telecommunication Network Preference among Student. A Case Study of Kwara State Polytechnic, Ilorin”.
I hereby request your assistance in answering the following questions as true as possible. We assure you that all information provided by you will be treated with almost confidentially and shall be used for academic purpose only.
Thanks. 
SECTION A: DEMOGRAPHIC INFORMATION.
(1) Sex:  (a) Male (b) Female 
(2) Age: (a) 16 – 20 (b) 21 – 25 (c) 26 – 30 (d). 31 - 35 (e). 35 and above 
(3) Occupation:  (a) Student (b) Civil servant (c) Business man  (d) Farmer 
(4) Marital status:  (a) Single (b) Married (c) Divorced 
(5) Education attainment:  (a) First school leaving certificate (b) WAEC (c) OND/HND (d) B.sc (e) Ph.D


SECTION B
(6) Do you own a television set?  (a) Yes (b) No 
(7) Which channels are available to the residents of Ilorin metropolis? 
(a) AIT (b) NTA channel 8  (c) Silver bird  (d) Channels  (e) CNN 
(8) How often do you watch MTN television adverts?  (a)  Often (b) Very often  (c) Not often  (d) Not very often 
(9) Are the MTN advert messages’ clear? (a) Yes (b) No 
(10) What can you say about MTN television adverts?  (a) They entertain  (b) They induce me to buy MTN products  (c) They introduce me to new packages and services offered by MTN products (d) They motivate me  (e) I don’t know 
(11) Do you believe in MTN television advert messages? (a) Yes (b) No 
(12) If yes, why?  (a) Because they are true (b) Because I am satisfied with MTN services  (c) Because they offer proof  (d) They are verifiable  (e) No opinion 
(13) If No, then what is your reason?  (a) It is boring (b) It is unrealistic  (c) It is not simplified 
(14) Do you agree that MTN television advertisement has improved your patronage of MTN products? (a) Strongly agree (b) Agree (c) Disagree (d) Strongly disagree 
(15) How would you rate MTN television adverts generally? (a) Very effective (b) Effective (c) Less effective (d) Not effective.
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