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1  Introduction 

 

Marketing is with no doubts very important part of product selling process. Right 

promotion might sell absolutely poor product as well as wrong advertising will cause 

fail of potentially perfect and quality goods. This is not revolutionary news.  Due to this 

fact marketing as field could be hardly disconnected from business so this field will 

grow in a future on linear basis. However it must be constantly one step ahead, 

continuously on the move, coming with new ideas how to successfully sell products. If 

marketing would not have this attribute it would have been history long time ago.  

Purpose of this dissertation research is to justify how dynamic field marketing could be. 

Due to fact that customers must be constantly exposed to new types of advertising,  

must be contacted by new approach, by new technique or new form of advertising. 

Because when exposure is too long customers gradually build up an resistance and 

efficiency is decreasing. Such a new marketing branch is ambient media. It is 

entertaining, interesting, fun, surprising, might be shocking but what mostly, it leaves 

distinct impression on each customer. Indeed it is quite new area for marketers where 

originality and creativity has absolutely no boundaries. Nothing  is unacceptable, there 

are no taboos .The more ambitions idea, the more interesting and possibly more 

successful ad. Goal of this thesis is to examine how and even if is ambient media 

influencing target audience. Is it the men who succumbs its influence rather? Maybe 

women are more vulnerable. Outdoor location can be used to attract attention of 

passers-by. It will potentially bring sufficient awareness so it is worth it to develop 

sophisticated ambient ads. Last thing is that performance should be better in comparison 

with other advertising channels. This paper is divided into five main chapters. Chapter 1 

offers overall view of many authors and introduces a reader into the topic. 

Consequently, research objectives and hypotheses are deduced. Chapter 2 describes 

methods that were applied for a research to collect primary data and declares limitations 

of research. Outline of methods used for analysis is included in this part as well. 

Chapter 3 presents results and findings of research. Chapter 4 discusses these results 

and suggests possible reasons for them. Finally, Chapter 5 summarizes the whole work 

and states whether objectives were realized. 
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2 Characteristics of Ambient media Market  

 

In this chapter will be explained gradual development of marketing market from its very 

beginning to the latest point of modern tools.   

2.1 History of advertising 

 

Advertising is well connected with human society. Its formation was truly unavoidable 

cause people were always trying to sell their goods to a wide range of customers 

categories. History of advertising could be traced to middle ages but formal evidence 

started to appear exactly at the beginning in the 17th century where it was used and 

patented by Stuart King in 1611 and 1637. (Elliott, 1962) 

 "The Intelligentsia as it was first called, was conceived with the purely  benevolent 

 intention of providing a necessary service for the people on a  non-profit.making 

 basis." (Elliott, 1962, p.1) 

As author says the ideal has vanished nevertheless the original conception has remained 

fundamentally the same through the centuries. 

Broader expansion of advertising started after invention of printing and printing 

machine but it should be noted that different forms of promotion were used even earlier.  

It’s not surprising that people were using forms of oral presentation in form of the song 

or story and also pictorial signs were used where the picture delivered the message to 

illiterate audience. This form of publicity took place at the local markets where traders 

were trying to catch attention of passers-by (Turner,1952). 

One century later advertisement started on large scale with the advertising in first 

newspapers. In 1702 the Daily Courant was established in UK, followed by the Tatler 

1709 and the Spectator 1711, all of them provided space for advertisement and got paid 

for that (Turner,1952). It did not take long time for government to realize this activity 

has to be put under taxation so duty stamps were introduced. First daily newspapers in 

America had appeared in 1704, it was called the Boston News Letter and it was also 

offering advertisement space. 
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With growing volume of daily newspapers and weekly based sheets using advertising as 

their component, intelligentsia of that era could no longer disregard the way of the 

presentation that has been used. Truly notable comment to this comes from Dr. Samuel 

Johnson, who wrote in the Idler in 1759 

Advertisements are now so numerous that they are very negligently perused, and it is 

therefore become necessary to gain attention by magnificence on promises, and by 

eloquence sometimes sublime and sometimes pathetic. Promise, large Promise is the 

soul of an advertisement.. (Elliott, 1962, p.110). 

As example Dr. Johnson supports the idea with ad for blankets saying  "Warmer than 

four or five blankets and lighter than one" (Elliott, 1962, p.110) 

Building on what has been stated above  taxes on newspapers and additional taxes on 

every advertisement were increasing constantly until it reached its acceptable level. This 

led to new trend in advertising when advertisers moved from newspaper to  outdoor 

advertising. Around the year 1840 situation stimulated them into this form of promotion 

in such a way that it almost bordered on vandalism. Lettering of dead walls, bill posting 

and stencilling the sidewalks occurred heavily (Turner,1952). By 1855 the border with 

illegality was crossed when specialized groups of billposters worked during night and 

were pasting ads everywhere possible undercover. No wonder agitation against this 

movement was gathering strength and finally have made a change in London society. 

However not in the way you might expect it. Instead of prohibiting and combating these 

activities, city earmarked areas where posting was allowed. This is also known as 

"Golden era" of advertising in London. 

In order to reduce cost of advertising ,advertisers were well motivated to try every new 

possibility that has been given to them. So after bill posting and painting the walls they 

turned their attention to using postal services. Mainly because post realized plight of 

taxation imposed on news papers and introduced penny postage. This led to situation 

which we could boldly described as a start of "direct-mail". Sending papers into mail 

has become very popular form of promotion although it was not much efficient nor 

economical. Many of advertisers paid more for the ink and the paper then they actually 

get in return. Every start of something new is difficult but for those who persevere with 
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hope wonderful turnover came at 1870 when post issued half-penny postage. Increase  

amount of sent mail was immediately evident and direct-mail started to be used heavily 

(Presbrey, 1968). 

At the turn of the century new phenomenon's has appeared. The first advertising 

methods that actually developed in  history were in fact in black and white and therefore 

later developed into coloured advertising in order to make it more outstanding. Instead 

of conservative fonts and typography coloured illustration  drawings were used to 

deliver the message in new interactive way. While in the France at the same time 

advertising was a bit ahead in this field. Not only it was common to use colours, but 

also artistic element was involved. France had always creative spirit in many areas in 

which art is necessary part. This was later known as an Art advertising . England had 

not been outdone for a long time. Despite the fact artists from Royal academy were 

sceptical to lend their talent for such a drooping form of art, as they labelled 

advertisement, they didn't resist for a long time (Turner,1952).  "After persuasion by 

Thomas J. G Barratt painter Stacey Marks drew his picture of two monks cleaning them 

self's with the motto - Cleanliness Is Next To Godliness" (Turner 1952, p.101). Stacey 

Marks had been given interesting sum and this act free minded others from Royal 

Academy to follow. 

 

Second breakthrough of usual conservative practice happened when nudity and 

beautiful women started to appeal on the placard.  At that time it was truly popular in 

cigarette industry. Example for all could be firm Player who advertise with a girl with 

cigarette in hand. For a long time "pretty girl" was associated with this industry and 

everyone who used females in their ads were risking their product promotion will be 

misunderstood a mistaken as a tobacco related offer (Turner,1952). 

With advancing technology and invention of wireless sound transmission and its 

implementation into radio in 1920, new potential was waiting to get explored by 

advertisers. And so it happened indeed. Radio broadcasting industry has become within 

eight years really large and could not be longer ignored. Its estimated market value and 

money flowing thru it exceeded £400m. Radio itself generated funds paid on 
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advertisement in value of £15m.  Pretty soon radio began catch up with a newspapers, 

magazines, outdoor promotion and also direct mail and conquered them all and began 

advertising medium number one.  Its success was achieved due to its network and range 

of broadcasting. Also because it brought advertised content even to people who didn't 

read newspapers or couldn't read at all. (Presbrey, 1968). 

Invention of the TV happened roughly along with the radio. But its practical usage 

needed more time to be developed for commercial purposes. The delay between 

invention and commercial utilization was caused especially due its technical complexity 

and high price of each device. However difficulties were crossed and important 

advertising milestone was lay down in America in 1940 when the Federal 

Communications Commission granted a limited commercial permission to the USA 

television broadcasting stations (Turner,1952). Televisions were not that common at 

that time but their numbers in households increased every year. But companies realized 

one important fact quite soon. 

 "The costs of running  a television was seen to be formidable, and one thing become 

 rapidly obvious: there would have to be commercials at frequently painful 

 intervals...''(Turner 1952, p.281). 

Nowadays  we could say that on some TV stations instead of commercial time during 

film there is a film time during commercials. 

It is remarkable how every new technological invention or innovation is sooner or later 

abused to carry advertisement. Same scenario was applied with invention of  computers 

which resisted relatively long time. Until their expandability has reached point when 

connection into world wide web was possible and took place. Coming now to internet 

advertising. Internet advertising is matter of last 20 years, it started in early 1990 and 

since then it is growing exponentially every year. As an infinite space it also looks like 

it has infinite possibilities for advertising methods and new techniques in targeting the 

right audience (Schumann and Thorson 1999). 
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2.2 Macro environment analysis of UK and Czech market 

 

For ambient media, the market condition are crucial. There are markets where Ambient 

media appears frequently but some where it didn't at all. Since the survey has taken part 

in two countries it is necessary to compare key elements which might have influence 

output of the questionnaire. 

Let us start it Macro analysis of UK market. This market is obviously large for any 

business with big potential grow but there is strong competition and therefore market 

barriers are relatively high. Unemployment rate and interest rates does not really matter 

to ambient media but these goes hand in hand with standards of living and since 

ambient media could be called trend thing, this is important factor. Demographics of 

United Kingdom is also pleasant for ambient media to appear. Population with its 62 

million is massive market and UK is leading economy in Europe and in world itself. 

Inhabitants are structured into large cities and agglomerations, for instance London or 

Manchester where marketing has endless opportunities and ambient media is one of the 

used techniques. Technological factors are also high, UK is leading state when it comes 

to technology and it is always in touch with latest trends in it. From historical point of 

view, UK is surrounded by ocean but that in any way does not mean it is separated from 

all happening. Society is traditional, British are nation who keeps tradition and national 

habits precious. On the other hand they are well acquainted with democracy and 

capitalism model of economy. Legislative is excessively complicated due to fact law 

system has been developed from middle ages and some of that laws are still valid and 

still not canceled In conclusion Ambient media as a marketing tool has friendly 

conditions in UK market 

 

Czech Republic is in many aspects different market. Firstly it experienced robust 

growth during the last 20 years,  caused by change of regime however in comparison 

with UK market it is way behind on many levels. It is small market but with modest 

expectation of potential growth rate. Barriers for Ambient media are not high but 
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complication is small population. Standards of living are reasonable however 

unbalanced between capital city, where it is really high,  and any other part of the 

country where it is much lower. Population is structured in few big cities but again only 

capital city is capable of giving successful ambient campaign. Technology taken into 

account, Czech is highly developed economy. It is in touch with latest news and 

technological inventions. Environment does not strike against marketing ambitions but 

since the country is surrounded by mountains it sometimes feels the same way when it 

comes to absorbing new ideas and trends. Society is traditional as well but there is only 

few main traditions, the rest is slowly declining. Again, well acquainted with democracy 

and capitalism model of economy but still learning how to do it the right way because 

many people is still caring remains of old times. Legislative is complicated due to fact 

law system has been developed two decades ago and it is highly vulnerable ad it 

struggles with corruption. In conclusion ambient media have very good conditions and 

great potential but no in all the Czech 
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3 Literature review 

 

Objective of this chapter is to capture the key milestones of advertising history with its 

most important change causing milestones. The  purpose of this dissertation Is that I 

included all the methods and techniques of advertising and its history throughout the 

centuries.  

 

3.1 Ambient media 

 

As seen in previous chapter , marketers were always very creative. Especially in times 

when they were pushed to do something new. Such time is nowadays all the time not 

because of need to come up with new ideas and ways how to deliver message to the 

target audience, but because of the world is over advertised and it crucial to have more 

visible, distinctive and different advertisement from others, to catch customer's 

attention. 

With time , customers developed almost resistance to ads because for them it's simply 

annoying and no one has time finding something in those quantum's of ads. Marketing 

agencies have to catch customers attention in first few seconds and standard approaches 

are less and less effective. 

That  has been the stimulus thanks to which ambient media has been invented because it 

uses such a delivery form that  could not be overlook if its placed properly. Most of the 

times it surprises customers on the places they least expect it and finds them 

unprepared.  And that is the perfect moment to convey anything to customers because 

being not ready means having "no shield on" to filtrate or bounce away unwanted 

promotion (Burtenshaw, 2006). 

 Once this happens customers will remember the ad's content and also the  message of it 

better than they would from normal ad. It has also positive effect especially when 

ambient media ad is made so that amuses , there is also good chance it will go viral and 
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everybody is going to talk about it. The result will be the same if it's made with 

controversy or shock. 

The first mention of ambient media came at 1999 when gentlemen Shankar and Horton 

published their academic article about it in  International Journal Of Advertising.  

Actually they were first who somehow define and characterize this kind of advertising. 

The way they have described it was  "media according to the environment in which such 

a media may be consumed (Shankar and Horton, 1999) 

Further described several major environment and assigned typical media to them as 

shown in following table 2.1 

Describing Ambient media 

Environment Locations Ambient media vehicles 

Retail Shopping centres, car parks, 

petrol stations, supermarkets, 

post offices, fast food outles 

Trolley advertsing, ticket advertising, 

takave lid advertising, poscard racks, 

floor advertising, carrier bags 

      

Leisure Cinemas, sports, stadiums, 

pubs, clubs and restaurants, 

fitness studios, music venues 

poscard racks, toilet wall advertising, beer 

mat advertising, washroom floor 

dvertising. 

      

Travel Underground, train and 

buses/coaches 

Posters on lorries, coaches, buses etc. 

  (vehicles and stations), bus-

stops, petrol and service 

stations, airpotrs etc. 

Petrol pump nozzles, stair riser 

advertising, car park barrier advertising, 

ticket advertising. 

      

Other Aerial and mobile media sponsored ballons, sky writting 

  Schools, universities and 

colleges, libraries 

Posters, video screens, payroll advertsing, 

bookmarks, litter bins 
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Community Playgrounds, emergency 

services 

Sponsorship opportunities 

      

Corporate Council offices, company 

buildings etc. 

Payroll advertising. 

 

Tab 3.1 - Describing Ambient media     Source: Concord, 1998 

 

Surprisingly almost everybody has met with such a ambient media without hearing 

about it and without even realizing it something special. Because there are some forms 

of it which were used so frequently they lost its exclusivity. For example beer mats, taxi 

side prints, carrier bags, bus and train tickets, payroll statements, ashtrays and many 

more (Burtenshaw, 2006) 

The Point is that it is   supposed to be something special. Newer definition from year 

2010 made by Reyburn indicates that defining this marketing area is quite complicated: 

 "It’s easier to define the category of ambient advertising—unexpected 

 place-based marketing—than it is to make a clear list of what falls 

 under it." (Reburn, 2010) 

But Reyburn used wonderful words  there saying its "unexpected place-based 

marketing". Idea might be really simple.  As long as it is surprising it should be an 

ambient media. But the problem is this advertising sector is fast growing because its 

constantly on the move forward. So what surprised us once, might do it few more times 

if the location is changed and the stunt is shown to the new audience .It could do the 

trick again. However this state is not sustainable for a longer time. After the time it will 

be like watching favourite movie for the tenth times -  you are still going to like it but 

the surprise aspect is going to disappear. This process could be named as  "media 

became unremarkable". And instead of being special is now part of ordinary advertising 

(Burtenshaw, 2006) 
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Improvisation and constant creative innovation is absolutely necessary. 

Seems we are getting closer in characterising this creative marketing.  The characteristic  

which sounded the most precise and the most modern was featured in the article written 

by Australian reporter Tanya Ryan-Segger. Who has interviewed among others also 

Nintendo's marketing manager Greg Arthurton who talked about ambient media as 

about : 

''Non-traditional media formats without direct interaction, Whereas  

  experiential  goes a step further and actually interacts with the   

  consumer -engaging them directly.'' (Ryan-Segger, 2007) 

 

Greg Arthurton  is right. When searching on the internet for the pictures of ambient 

media examples it has never found anything like carrier bag or taxi side print. These 

kind of advertisements marketers simply do not count among ambient media anymore. 

But instead, it was pleasant surprise that every picture found was really original idea , 

could be almost said little marketing master piece. From observation I have noticed 

there are two main types of ambient media . First type is static, such as ambient ad is 

placed in the city centre or somewhere where is considerable movement of people. And 

it uses part of the urban environment as a part of the ad body. In such a way it's 

absolutely fitting, explains and highlights the message of the medium at the same time. 

 

For example these : 

Shown at image 2.1 is J. A. Henckel's advertising 

campaign for their knife Zwilling.  Placed on busy 

road  as if sliced lamp column into two separate 

lamps. Similarity with cutting is obvious and 

customer gets felling that the knife is really sharp. 

 

Image 3.1 - Zwilling ad   source: 

CREATIVEGUERRILLAMARKETING 
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On the image2.2 we could see Tooth 

paste ad placed on the ceiling half-way 

covering ceiling light. Mortice in ad's 

body significantly reminds bright shining 

smile and light coming out of it supports 

the feeling of snow white teeth. 

 

Last static example at image 2.3 shows ad 

for new fitness Gym in town. Again dumbbells 

weights placed on tram pole are looking a like 

almost as real fitness dumbbells. Interactivity with 

potential customer created when bus is in move is 

brilliant. Hands high reminds weightlifter while 

exercising. 

 

Image  number 2.4 shows perfect way how 

to cover part of the expenses of the 

demolition. Old building had to be torn 

down and Ravensburger nicely used lying 

ruins for their ad, 10 metres high scale 

model of their puzzle. Pieces of concrete 

were reminding pieces of puzzle very well. 

Second type is using motion.  Most of 

these were build in highly visible places as 

a part of anything that is on the move , or it moves sometimes or needs to be moved to 

express the marketing message. Again sophistication and brilliance is breathtaking. All 

of them has common denominator - apparent external similarity  between the real object 

Image 3.2 - Toothpaste ad  source: 

CREATIVEGUERRILLAMARKETING 

Image 3.3 - Fitness ad   source: 

CREATIVEGUERRILLAMARKETING 

Image 3.4 - Ravensburger  ad source: 

CREATIVEGUERRILLAMARKETING 
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on which marketing stunt is placed , and the object into which is original object 

transformed and carries the message. 

This remarkable feature could be seen on these examples: 

Railway barrier at image 2.5 shaped 

as big knife is using up and down 

movement. Connection with cutting 

is obvious. We could discuss if the 

right audience is going to spot this 

ad. Fortunately there are other 

positive aspects about ambient media 

so It necessarily does not needs to be 

seen at the location. That will be 

analyzed later. But one is for sure,  

      nobody on the road could possibly miss it. 

 

Using escalators for promotions is quite popular. Promotion on image 2.6 7 is for Juice 

Salon. When escalator is operating, Last bottom step is placed on the hard pavement so 

illusion is changing the young man's hair every few seconds as the stairs move. 

 

 

 

 

 

 

 

Image 3.5 - Railway knife ad   source: 

CREATIVEGUERRILLAMARKETING 

Image 3.6 - Juice Salon ad    source: 

CREATIVEGUERRILLAMARKETING 
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Airport carousels are also favourite spot for ambient media due to its rotating character. 

Advertisement placed on them is using round movement as we can see on the image 2.7 

Casino promotion for roulette. According the size of the airport its great place for such 

ad. 

 

 

 

 

 

 

 

Last example of motion ambient media is fountain full of "blood" which is apparently 

coloured water but still it is something that unique people cannot miss it.  Another 

superlative is constant movement. This stunt is advertisement for vampire television 

series called True Blood. Image 2.8 

 

 

 

 

 

 

 

 

Image 3.7 - Casino Venetian ad   source: 

CREATIVEGUERRILLAMARKETING 

Image 3.8 - True Blood ad  source: 

PHOTOBUCKET 
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3.2 Guerrilla Advertising 

 

As name indicates, this advertising discipline is definitely not a passive strategy in any 

way. It is really active approach how to address customers. When guerrilla advertising 

is used it is hard to avoid it and its message. Reason for is that guerrilla is trying to 

surprise passersby in moments when they least expect it. As according to unnamed 

research people these days are exposed at around 3000 ads per they during their daily 

routine. Which means one thing ad that is customer are taking ads as a part of the 

environment, meaning they do not pay much attention to it. Guerrilla advertising is a 

large mix of techniques, almost anything could be used to carry the message. For 

example it could be shocking modification of print promotion displayed at some 

unusual position or location. It could be song or signature tune. As well as abundantly 

used campaigns of humanitarian organizations, for example : Landmine stickers in the 

streets, giving out tea saying "For you its tea, for them its water from local source", 

picture of children playing with hard tools campaigning against child labour etc. 

Guerrilla is often used not to sell products but to point at some social problem, that 

needs to be solved. Someone must start the discussion and guerrilla advertising is often 

trying to be the initiator. Essentially, it creates positive word-of-mouth environment 

whereby selected consumers become spontaneous carriers of the message. (Kaikati and 

Kaikati, 2004) 

 

But there is another mutual aspect with guerrilla forces other than being aggressive. 

And that is these soldiers never  really had financial fortune. Guerrilla marketing is 

applying the same, it is trying to be effective approach by using limited resources. To 

win the competition for attention, many marketers promote their products more 

aggressively by using more and more advertising. This attempt however appears 

counterproductive, because it requires a higher advertising budget (Hutter and 

Hoffmann, 2011). 

Several different unconventional advertising instruments have evolved from guerrilla 

marketing, which promised to generate a big outcome with relatively small financial 

effort (Ay and Nardali, 2010). So main objective of guerrilla advertising is to keep costs 
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down. It is the priority not to spend excessive amounts of many as for example billboard 

campaign. 

 

3.3 Ambient media similarities with Guerrilla advertising 

 

Ambient media could be clearly taken as developed from guerrilla advertising. These 

two marketing way of addressing customers share really a lot of mutual characteristics.  

First of all it is mostly outdoor type of advertising although not 100 %. There are even 

some indoor activities. Second common thing is the way of the approach, now it is 

meant emotional induction using humour, shock, aggression etc. Message is in most 

cases delivered to customers in moments when they least expect it so it is delivered by 

surprise and shock. Costs are also important factor for ambient media because when 

used, the most costly item is the idea, placing ad itself in the middle of the street on the 

canal hatch or parking fence does not cost almost nothing but permission. Ambient 

media might as well create spontaneous spreading by word of mouth because if the idea 

is worth talking, people will do so.    

 

3.4 Viral advertising 

 

Viral could be taken as new trend as well, it basically working on human trait which is 

tendency to flaunt. Now it is meant tendency to show some interesting thing you just 

seen online to your friends, relatives and acquaintance. That is how viral is disseminated 

so it is obvious where this marketing branch got its name. The most significant benefit 

of viral marketing is that it allows consumers to pass along a marketing message in an 

easy manner by spreading it like a biological virus. (Grifoni and Ferri, 2013) 

 

It simply spreads like an disease because it is shared by people on social networks, by 

emails or in chat windows. After a good laugh everybody would like to share the 

experience from a good joke as well as seeing something shocking. or simply 
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emotional. Factors why content is shared online is obviously many as Berger states in 

his article: 

 

 ''Importantly, however, the social transmission of emotional content may be driven by 

 more than just valence. In addition to being positive or negative, emotions also differ on 

 the level of physiological arousal or activation they evoke''  

        (Berger and Milkman,  2012) 

 

 

Reasons behind that are simple as well, in most cases content of viral ad is interesting. 

Such an viral thing might be funny picture, funny or horrifying web page but in most 

cases it is video. Consistent with this notion, conventional wisdom suggests that 

products need to be interesting to spur discussion (Berger and Schwartz, 2011). What 

must be realized is the fact that commercial content should be in absolute minority 

otherwise people will get upset and do not share it, if possible at the end of it and for a 

short time.  For viral is absolutely crucial to isolate elements that cause people to stop 

watching and support ones that keep them engaged. Biggest problem is not to lose 

viewers before video matures to its advertising content. To avoid loosing of viewers 

attention surprise or shock must come in first few seconds of the viral video and in the 

way it is surprising but not much shocking. Viewers are most likely to continue 

watching a video ad if they experience emotional ups and downs. This fits with 

psychological-research findings about human adaptability (Teixeira, 2012). In some rare 

cases even the ad by itself could get viral. 
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3.5 Ambient media similarities with Viral advertising 

 

Cannot be directly said ambient media is based on viral basis, but there are few mutual 

characteristics. Especially way of spreading between people. Even though velocity and 

efficiency of this process is significantly lower compared with viral video. But still 

there are people who share interesting ads and even specialized websites where the most 

creative ads appear. For example website Adsoftheworld.com. This a very inspiring 

source and few of later examined images was found on this server.  Another  shared 

aspect is that the ad must be outstanding in any way, otherwise it will not get viral 

(Yuping, 2012). 

 Average ads are not much virally disseminated, might have caught attention, make 

people laugh or leave them in surprise, but as long as its impressive but yet still 

ordinary, virality  does not take place. 
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4 Methodology 

 

This section of the dissertation has great importance to research and without its 

contribution it would be difficult to explain all research questions and hypothesis. 

Interception of views of people on the ambient media is a complex task and quite 

ambitious. However ambient media as an advertising area will acquire more attention in 

future so admittedly it is worth studying. 

At the very beginning it was unclear which research strategy to use as there were a few 

significant techniques and each had its own specific approach for data collection. Final 

decision has been made and questionnaire has been chosen. Asking respondents about 

this marketing topic, it was assumed that most people would not know it by its name, so 

it would be counterproductive unless some pictures and examples of ambient ads were 

shown. Without it, collected data would have no value for analysis. Therefore, a 

presentation was created that explained the questionnaire a lot better. To avoid 

misunderstandings and possible failure in real survey, both presentation and 

questionnaire have undergone a pilot study performed on small group of people really 

close to future survey audience. 

All analysis will be made in SPSS analytical program which is a sophisticated tool for 

processing coded data from questionnaire survey. Hopefully this analysis will help 

explain objectives aimed at men and women separately, especially with regards to the 

influence caused by ambient media. 

 

4.1  Research strategy 

 

Choosing the research strategy and validating research goes hand in hand. Therefore 

such a method should be chosen that provides enough sufficient results which can be 

statistically evaluated. It is necessary to build conclusion on quality data not speculative 

information. Data collecting method is crucially important.  Suitable group of 

respondents must be chosen wisely, to cover all men and women in appropriate ration. 
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Respondents must be easily reachable. To assure their willingness to participate in the 

research, composition of the questions cannot be long to fill and it must be very 

understandable. Data collection should not be time consuming and its output is 

preferred to be easily analysed. All this can be achieved when right method is searched 

and studied.  

 

4.2  Online survey 

 

Online survey is a fixed star in marketing research feedback sky. It is a suitable way of 

collecting data from customers anonymously. But due to its length and extensive use in 

today’s climate, respondents are unwilling to complete them (Puleston, 2011). A 

decrease in the number of respondents is noticeable every year. The various methods 

used to attract respondent from the very beginning make online survey much more 

interesting than they actually are and also time spent fulfilling them matters (Hansen 

and Smith, 2012). Questions must be highly interesting, set in a logical order and the 

answers should not be hard to think of(Puleston, 2011). The questions may be about 

emotionally charged topics related to public affairs, court cases, celebrity happenings, or 

national events, etc. In any event it is highly important that respondents are seriously 

motivated to fill the questionnaire (Hansen and Smith, 2012). In other words, online 

survey has become a victim of its own success(Terhanian and Bremer, 2012). So if 

researchers want to avoid remuneration of respondents, new approaches have to be 

devised and implemented. Such an approach is sampling. Sampling means narrowing of 

the total population into small groups and then questioning them(Terhanian and Bremer, 

2012). Online survey as itself has few disadvantages for purposes of this dissertation. 

Firstly, the limitation of respondents only to my friends and relatives, which would have 

certainly influenced the results since completion would be based on their sympathies. 

And secondly, the impossibility of asking respondents questions related to pictures. And 

that is a huge disadvantage for my chosen topic which simply cannot be explained for 

its rareness. 
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4.3  Research method 

 

When all methods have been studied a final decision is made. After long considerations, 

creating a questionnaire was chosen as the right method which suits perfectly for 

research needs. It has many advantages such as, it’s easy to design, it is recognized by 

people so completion is without complication and it is not difficult to analyse responses 

either.(Adigüzel and Wedel, 2008). However it was necessary to choose a suitable 

version of the questionnaire. Questioning in person was out of question due to its time 

consuming character, online survey which could have reached masses of the people was 

not chosen for its inability to display pictures and connect the related questions to them. 

The principles of marketing research appear more as a process of evolution than of 

deliberate design (Ambrose and Anstey, 2010). I came with a version of the 

questionnaire that when combined with the presentation, made understanding the 

questions a lot easier. So paper questionnaire was handed personally to the respondents 

and the presentation was launched. In this case, they were able to watch all the photos 

on whom the questions were based, with no problems. Rate of return of questionnaire 

was relatively high, almost 100% because not a single person refused to answer. 

Another thing is quality of the answers. Some people in the survey have filled 

questionnaire inappropriately in the way that some answers were missing. Hard to 

speculate what was the reason for it. It might have been fast slides timing, willingness 

from the beginning with subsequent loss of will to cooperate or misunderstanding of the 

questions.(Ergu and Kou, 2012). 

Target audience for fulfilling research objectives were selected to be men and women 

over 18 years of age. Due to its time consuming nature, the data collection was resorted 

into group questionnaire sessions where audience would fill the questionnaire while 

watching the presentation at the lecture theatre. As a result large samples of answers 

were attained at the same time. The ratio of the respondents were more or less balanced 

between male and female, representing many nationalities and ranging from ages 18 to 

30 years old.  

Invalid or bad results of a questionnaire survey may cause the decision makers to make 

wrong decision(Ergu and Kou, 2012). Nevertheless it was only a small percentage of 
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respondents who answered wrongly/ didn’t answer. These responses will be excluded 

from analysing. 

Respondents were accessed in few groups. Fortunately I have been allowed to ask 

schoolmates for cooperation during lectures by two kind lecturers, Lisa Du-lieu (from 

the United Kingdom) and Marketa Zajarosova (from Czech Republic).  Many thanks to 

both; I'm very grateful for that opportunity. Once completed, questionnaire was then 

collected and transcribed from paper form into digital version. In coded form it was 

ready to be analysed in statistical program SPSS. 

 

4.4  Design of the questionnaire 

 

Because the questionnaire research method was chosen as the final technique for data 

collection, its design important Differences in the questionnaire design yield only one 

significant effect preconditions for good fulfilment.(Enzmann, 2013).Combination of 

the questions is not complicated for respondents to understand. In the first part the 

questions are asked in the way where yes or no answer is expected, following which 

they will be asked which is scale battery where answers are in a range of 1 to 4. Number 

1 is good, number 4 is bad. The thing that was most important when designing 

questionnaires was the order of the questions. It was decided to be done in a way that 

would not make guessing the research hypothesis any easier. Thereby, eliminating the 

respondent’s efforts of trying to answer the questions cautiously to reach a favourable 

result. Validity of the research admittedly increased. Design had to be subordinated to 

meet expectations of important objective which is to keep questionnaire short yet 

providing substantive information. That is why there are only 17 questions. In general, 

both the online and offline survey literatures suggest that the number of questions 

adversely affects not only the response rate but also the response quality (Okazaki, 

2007). Respondents were tricked a little because from question 9 till question 13 they 

are actually asked for 3 in 1 question without noticing. This manipulation caused few 

positive effects in the way number of question has been reduced from 27 to current 17. 

Lower numbers mean higher motivation and willingness to complete the 
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questionnaire.(Ambrose and Anstey, 2010).Also all these questions relate to pictures so 

that enables to observe statistical phenomenon such is correlation or some other 

conjunctions. The questionnaire was of 2 pages and enough time was allocated in the 

presentation for research participants to be able to answer all questions successfully. 

Each slide timer in the presentation ranged from 15-30 seconds, depending on the 

complexity of the questions. The last question is an open question and its aim is to find 

out brand recognition and brand remembering amongst the respondents by showing 

them 10 adverts with 5 seconds time intervals and at the end asking them to write down 

the names they could recollect. As they did not receive this instruction when they were 

being shown the adverts, surprised reactions were expected. 

 

4.5  Population and sampling 

 

Targeting on all audience is absolutely impossible so sampling must have been applied. 

Basically ambient media is targeting to wide range of people mostly both genders at the 

same time. For this research has been available to do qualitative testing on university 

students. It has been done at two universities, one in Czech Republic and one in United 

Kingdom. That contributed to enlargement of the respondents sample. Survey  has been 

tested on students mostly at age 18-20 and 20-25. There was some students which were 

actually older but it absolute minority. it has not been unintentional but men to women 

ration was achieved really close to 50:50. 

Regarding the questionnaire return ration it is hard to calculated due to fact that 

questionnaires has been handed large lecture theatres and collected  all at once, it is 

impossible to trace amount of those which came back unfilled. But I believe percentage 

of filed ones is fairly high.  
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4.6  Distribution of questionnaire 

  

Distribution of the questionnaire was relatively easy. The lecturers, Lisa Du-Lieu and 

Marketa Zajarosova from the University of Huddersfield and the Technical University 

of Ostrava respectively, asked for the cooperation of the students present during the 

lecture.  

Thankfully to them it was possible to hand questionnaire right at the lectures and 

address a large amount of student respondents this way. I was allowed to spend 

beginning of the lecture with my presentation so students could voluntarily fill the 

questionnaire. Presentation has been shown at the big screen for lecture presenting and 

questionnaire itself has been printed out so each respondent could have its own paper 

copy. After querying all sheets were collected and transferred to Excel table so it would 

be ready for statistical analysis 

 

4.7  Pilot study 

 

Pilot study is preliminary survey in small scale foregoing main research. Its purpose is 

to verify feasibility of main study or to find possible areas where improvement might be 

needed. In many cases is pilot study run before quantitative research in an effort to save 

time and money for incorrectly designed questions, questionnaire distribution or errors 

of all kinds. Pilot study is done on small population closely similar to future 

respondents. After pilot study there is a space for implementation of the changes 

(Terhanian and Bremer, 2012). 

Pilot study has been crucial to this dissertation research. It started long time before 

actual data collection, reason was simple, there is to many ambient media pictures on 

the internet to choose from. Over the time I collected above 60 pictures and it was more 

than obvious it cannot be all used. So I randomly approached my friends, 10 men and 

10 women and asked to choose as many as they find interesting or the ones which left 

some impression. Overlapping responses has been used. This helped to reduce number 
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of images and  avoid using pictures with neutral character. As it was mentioned 

previously questionnaire in combination with presentation was an ambitious idea 

especially when limited number of attempts was possible. Therefore everything had to 

go smoothly for the first time.  My pilot study was done on 9 classmates in few groups. 

First group of tree women, where it was expected that they will have different point of 

view than men. First shortcomings in slide timing set up was detected because women 

wanted to stare at pictures longer time rather than filling answers.  In session with men 

was spotted few flaws related to questions and its structure and composition. Whereas 

first two trials were done in quiet environment with each gender separately, last 

experiment survey has been done in almost identical conditions of library study hub. 

And what has become as a problem was 'cool' factor or pictures shown in the 

presentation. People were actually more interested in making fun of them and sharing 

the fun moment with others then filling the questions. Therefore time lapse of the slide 

must have been extended again and this time quite extensively. 

 

4.8 Data analysis 

 

In this paragraph I am going to present what analysis are going to be done, what are the 

hypothesis and on what questions will be applied.  

For this research I have state four main hypothesis: 

1 -  Creative ambient advertising influences men more than women 

2 - Ambient advertising  induces customers to purchase successfully than print 

promotion 

3 - Humour and Insult are strong factors influencing customers purchasing behaviour                                                               

4 - In general ambient advertising helps to  strengthen brand recognition and  

All analysis will be done by SPSS which is multifunction statistical software tool. H1 is 

going to clarify differences between men and women purchasing behaviour on all 

questions concerning this subject. As statistical test providing validity of this hypothesis 
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is going to be used t testing. For H2 will be used direct comparison of 2 sets of 

questions, questions no. 5,6 and 7 will be compared with questions 14,15,16. Statistical 

evidence will be supported with frequency tables and charts obtained from first grade 

measurement and from cross tabulation. For evaluation of emotional aspects and their 

connection with purchasing behaviour in H3 correlation will be made. Statistical 

measurement will be done on questions 9 to 13. Last hypothesis H4 will use simple 

frequencies count done on question 17. Frequency and percentage charts will be 

displayed.  

 

4.9 Reliability validity practicality and ethical issues 

 

To ensure that the reliability of the results won’t be unique but instead when repeatedly 

researched would be more or less comparable.  This actually could be stimulus to a 

discussion due to ambient media and its influence and mostly its interest and ability to 

slip under customer's attention radar is limited with amount of application. It is fragile 

because it will work properly only few times and it is important to be original and 

creative with every use. In this case respondents are shown pictures which they have 

most likely seen for the first time so surprise effect should not be affected. 

Validity is provided by the fact that respondents filled the questionnaire by themselves 

and with no help. It must be noted that each respondent had only one attempt so there 

are no duplicated entries. In terms of questions, none of them is written in misleading 

version nor version which could be understood to have several meanings. Answers are 

straight forward and simple to understand and it is known beforehand what answer is 

expected by the respondent, respectively from which set of answers could be chosen. If 

question has been suspected to be complicated, oral explanation has been given to the 

audience in the course of the presentation. 

All research and its results essentially have a potential to be practically used by 

someone else, because ambient media is quite an unexplored area of marketing 

presentation. However it is done relatively on unprofessional basis so with appropriate 
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budget could have been reached more respondents from wider age range thereby, 

making the results more varied and thus valid and accurate. 

As in every research where the respondent’s private data is involved, a number of 

ethical issues is connected.  It was necessary to ask respondents for voluntary 

cooperation. Nobody has been pushed to fill the questionnaire by force. All students 

have been informed what data will be collected and what is the purpose of it. Also 

audience has been asked for consent under condition that all data will stay anonymous, 

will stay unexposed to the third party and used solely and exclusively as a data source 

for this dissertation. All this actually contributed to mutual trust and higher cooperation 

and willingness of respondents to complete the questionnaire thereby increasing the rate 

of return. As a legal document, Ethical form is part of the Appendix. 

 

4.10 Limitation of the research 

 

Despite the detailed preparation of the questionnaire there were a few areas where 

deficiencies can be spotted. Even withal the attempt to find the correct slide show 

timing, few respondents have failed while filling due lack of time. So data collected 

from them are not complete and reduce the communicative value of total sample. 

Second limitation could be misunderstanding of the questions from international 

students who do not completely understand English very well. Next negative aspect is 

with no doubts unbalanced ratio between men and women. This imperfection will be 

necessary to statistically outweigh in SPSS, but again communicative value of the men 

sample is significantly lower with respect to the number of the male respondents. Also 

in the last question where respondents were asked how many brands they remembered 

from the slides, many of them were surprised after not paying sufficient attentions, so 

they wrote last picture. Ignoring of the last picture is under serious consideration. Some 

of the respondents might have discovered logical order or connection between 

questions, and subsequently answer according what they felt is favourable. The next 

limitation would be the age of the respondents. The main groups involved with the 
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research were young university student who’s answers in no way guarantee any 

similarity with the answers of other age groups such as older target groups. 

 

5 Results and Analysis 

 

5.1 Results of the questionnaire  

Finally dissertation have matured to its most important part. Following chapter is going 

to present and explain collected data from the questionnaire. Research brought 

interesting results so  all outputs will be commented, including hypothesis and 

everything will be supported with charts and tables.  

At first there will be evaluation of each single question as it came from research, 

thereafter continuing with results analysing all hypothesis.   

Gender distribution 

 

 

 

 

 

 

 

 

 

Table 5.1 

 

In image (4.1) it can be seen  how many men and women have participated in the 

research. Quantified it was 96 men which is 51.3 % of total sample, and 91 women 

which is remaining 48.7 %. It might be surprising why there is more men than women 

Image 4.1  
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as it is quite unusual.  Normally in questionnaires women participation is significantly 

higher. It has been the same with this research but because of bad completion many 

women responses has been excluded. Totally there was 187 quality completed 

questionnaires. 

Age distribution 

5 - What is your age 

 

  

 

 

 

Table 5.2 

 

 

Given the logical sequence I took the liberty to skip to question 5 - What is your age. As 

seen above in table (4.2). It makes more sense here while evaluating , although in 

questionnaire it was at the bottom of  personal information collecting questions due to 

graphically better appearance. However, it is evident that research has been done on 

young people. Expressed in figures,  there has been 104 respondents in age category 18-

20 which is 55.6 % , 77 respondents in age category 21-25 which is 41.7 %, and 

negligible amount of respondents in age categories 26-30 and 31+. 

 

 

 

 

Image 4.2  
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Questions investigating awareness about Ambient media 

 

 

 

 

 

 

 

 

 

This is the first question from series of questions exploring ambient media awareness as 

a sector. Pie chart (4.1) shows distribution in the sample. The vast majority of 

respondents didn't know. Numerically 89.3% of them. Only 10.7 % of respondents 

knew what it is. Despite the fact all respondents were business studies students. 

Pie chart(4.2) for question 3 shows quite expected values in view of previous question. 

Totally 96.2 % have not seen 

ambient media live, only 3.8 % 

have.  

  

 

Neither question 4 , on chart (4.3) 

did not bring any surprising 

findings. With identical values as 

previous question, 96.2 % have not 

seen it online, and only 3.8% have. 

It is understandable that who didn't know what it is also could see it neither live nor 

online. 

Chart 5.1 
Chart 5.2 

Chart 5.3 
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Evaluation of level of temptation caused by presented adverts  

 

 

 

 

 

Question 6 was investigating influence of classical printed advertising on customers. 

Respondents were asked if they would buy product, in this case it was Orbit chewing  

 

gum. Picture of the ad is attached to Appendix (B) in supporting presentation. Results 

are 86,1 % of respondents expressed negative attitude while only 13.9 expressed 

opinion that ad had positive effect on them. Unisex product has been chosen 

intentionally because it will be later compared with question no. 15 which is again Orbit 

ad but this time Ambient.  

Question no. 7 is similar nature. This time advertised product is women mascara made 

by CoverGirl. Results are 63 % of respondents would not buy it and 37 % would. We 

can observe noticeable increase of 

interest. Question will be later 

compared with question no. 14 

which CoverGirl ambient ad.  

In displayed chart (4.6) are results 

from question no. 8. This question 

was related to men advertising for 

Gillette men razor. As we can see 

71.9 % of respondents expressed 

negative attitude and 28.1  of them 

expressed positive. As well as 

previous questions, even this one is going to be compared later with question no. 16. 

Chart 5.4 Chart 5.5 

Chart 5.6 
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Illustration of level of impression induced by ads  

  

 

 

Chart 5.7 

Now I am presenting part of the questionnaire where respondents were asked for their 

personal opinions on actual ambient ads shown in presentation. To prevent confusion I 

will place each ad to its chart. Each question from sequence of questions 9 to 13 had 

totally 6 parts where respondents were meant to circle answers. First part was 

emotional, respondents were asked to express which emotion they feel seeing the ad and 

how strongly, options were -  Humorous, Shocking positively, Shocking negatively, 

Insulting in range 1 to 4 where 1 is strong feeling and 4 is weak feeling.  

Second part was asking them what they think about ad's location in range of - Highly 

visible(1), Well placed(2), Merges with surrounding(3), Invisible(4) and if they would 

purchase advertised product again from range Absolutely(1), Rather yes(2), Rather 

no(3) and Not at all(4).  

In chart (4.7) we see mean values for ambient ad displayed in picture (4.1).  It is an 3D 

printed bottom of the shopping cart. On the handle there is web site www.feedsa.co.za 

which is foundation helping children in South Africa so everybody who seen this ad 

could actually go and donate. 

Image 5.1 - Charity ad  source: 

PHOTOBUCKET 
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In this chart, as well as in following ones, red coloured columns indicate negative 

emotions (Negative shock and Insult) and green coloured columns indicate positive 

emotions (Positive shock and Humour). Numerically for bar chart (4.7) winning 

emotions were Shocking negatively with mean value 2.2 followed by Insulting (2.83) , 

Shocking Positively (3.1) and last one was Humorous (3.41). So people have stated this 

ad as mostly evoking negative emotions but not yet insulting. Answer regarding 

location resulted mean 2.01 meaning it is Well located and answer regarding purchasing 

desires 2.82 which is close to Rather no but because it is average value it actually mean 

there was several people who would help and donate. Influence on each gender is going 

to be analyzed in hypothesis section. 

 

 

 

 

 

 

 

 

Next ambient ad subjected to analysis is Polish beer Tyskie. Artfully placed its beer 

product on restaurant door in the way that door handle represents glass grip pictured at 

image (4.2). Quantified values from chart (4.8) illustrates this ad g 

enerate positive emotions first and so Humorous(1.97) then Shocking positively(2.38). 

Negative emotions are afterwards with high values Shocking negatively(3.47) and 

Insulting (3.70). Answers regarding location respondents have spoken with mean value 

of 1.66 meaning somewhere between Highly visible and Well placed and answer 

regarding purchase with average value of 2.30 meaning it passed around Rather yes 

Image 5.2 Tyskie beer ad  source: 

PHOTOBUCKET 

 

Chart 5.8 
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really closely but it signifies values were even higher from some respondents. Again its 

influence on men and women separately will be discussed later in hypothesis chapter.   

 

 

 

 

 

 

 

 

 

 

Question 11 was related to picture (4.9) which is Mini Trimmer Tondeo. The Ad is 

using adjacent bush to crawl thru ears and nose representing these body part's 

overgrown hair. Reaction of respondents is following - Humorous (2.00), Shocking 

positively (2.92), Shocking negatively (2.92) and last is Insulting (3.23). Values in the 

chart (4.9) clearly indicates that positive emotions are first with low means. Answers 

regarding location had mean 2.14 which is in close area around Well placed and 

answers regarding purchasing desires is 2.87 which is closer to Rather not . However 

analysis on target group will follow in hypothesis chapter.  

 

 

 

 

Chart 5.9 

Image 5.3 Tondeo Trimmer ad  

source: PHOTOBUCKET 
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Chart 5.10 

Next ad in the survey was from German kitchen equipment supplier Zwilling J.A. 

Henckels for their knife series. Knife looked in the way its cutting lamp mast as 

displayed above in image (4.4). respondents expressed again positive emotions rather 

than negative ones. Numerical mean values are for Humorous (2.14) for Shocking 

positively (2.39), for Shocking negatively (3.28) and for Insulting (3.57).  

Answers regarding to location were with average value 1.84 meaning Well placed with 

tendency to go towards Highly visible. Answers regarding purchase were with average 

value of 2.57 so in between of Rather yes and Rather no. Influence on each gender will 

be discussed in hypothesis chapter. 

 

 

 

 

  

Image 5.4 - Zwilling knife ad source: 

CREATIVEGUERRILLAMARKETING 
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Chart 5.11 

 

Last complex question was related to image (4.11) which is ad for hair salon Juice. 

Their ambient stunt was placed on escalator with principle that every step changed hair 

style of the last not moving step.  

Numerical mean values are for Humorous (2.39) for Shocking positively (2.60), for 

Shocking negatively (3.43) and for Insulting (3.68).  

Answers regarding to location were with average value 2.12 meaning Well placed with 

little indication towards Merges with surroundings. Answers regarding purchase were 

with average value of 2.81 so it is closely to Rather no. Influence on each gender will be 

discussed in hypothesis chapter. 

 

 

 

 

 

 

Image 5.5 Juice Hair Salon ad   source: 

CREATIVEGUERRILLAMARKETING 
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Direct comparison of printed media with Ambient media 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In this part I am going to present results from direct comparison part which started in 

the very beginning of the questionnaire with questions 6.7 and 8. Chart (xx) is showing 

respondents point of view on question no. 14 - Does this ad trigger and purchasing 

desires? asked on Covergirl mascara ambient presentation. Results are unambiguous, 

81.7 % of respondents would not buy it after seeing the ad and only 18.3 % of them 

would buy it. Whereas the exact same question on another ambient ad for Orbit chewing 

gum brought surprising results .From chart (xx) is apparent quite increase in 

respondents attention for product 57.3 % of them would buy it and only   42.7 % would 

not. 

Chart 5.12 

Chart 5.14 

Chart 5.13 
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Similar scenario is applied with question no. 16 on ambient ad for Gillette razor. Very 

positive values could be seen in chart (xx)  where 59 % of respondents said they would 

buy it after seeing ad and only 41 % would not.  

 

Direct comparison and influence on each gender will be discussed in hypothesis 

chapter.  
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Memorization of ads 

 

Results from question no. 17 are from largely overlapping with hypothesis no. 4 so it will be 

discussed only once in hypothesis chapter. 

 

5.2 Hypothesis chapter 

  

After all, dissertation has come to its most valuable section where all hypothesis are 

going to be confirmed or disproved and mainly discussed. Before research was done 

there were 4 hypothesis whose purpose was to investigate possible influence and 

efficiency on customers.  

Hypothesis  1 

Creative ambient advertising influences men more than women:                                                                            

It was assumed that men can appreciate creativity of the ad more than women therefore 

advertising has stronger influence on them. What if women are the ones who has 

stronger sense to appraise quality ad?   

Hypothesis  2  

Ambient advertising  induces customers to purchase more likely than print promotion:            

Because classical print adverts are same old type of promotion so customers became 

accustomed and started to pay less and less attention to it. That is exactly the reason 

why ambient media was assumed to work efficiently as a new type. Will it gain 

customer's attention back?  

Hypothesis   3 

Humour and Insult are strong factors influencing customers purchasing behaviour:                                                              

This might sound as an obviousness when customer is pleased with a joke he is going to 

purchase and when he feels prejudiced he will leave the shop. But is it really so ? Isn't 

the humour just positive aspect with no influence what so ever and on the other hand 

insult might not be such a repellent factor  as it might seem. 
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Hypothesis  4 

In general ambient advertising helps to  strengthen brand recognition and remembering. 

It was assumed that ambient media can stay longer in memory due its creativity and in 

most cases really original ideas. Is it easy for customers to  remember brand logo or 

name they have never seen before? Will men/women remember logo from obviously 

opposite target audience? 

 

5.2.1 Hypothesis  1 

Creative ambient advertising influences men more than women: 

To clarify this question t testing is going to be used. In following chart we can see 

values for each question where purchasing behaviour could have been observed. 

Therefore question 9,10,11,12,13,14,15 and16. 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

9 - To what extent  does it 

motivate you to purchase?  
dimension1  

Men 91 2,81 ,871 ,092 

Women 91 2,83 ,925 ,097 

10 - To what extend does it 

motivate you to purchase?  
dimension1  

Men 87 2,24 ,852 ,092 

Women 82 2,35 ,817 ,090 

11 - To what extend does it 

motivate you to purchase?  
dimension1  

Men 81 2,76 ,801 ,089 

Women 77 2,99 ,836 ,095 

12 - To what extend does it 

motivate you to purchase?  
dimension1  

Men 79 2,68 ,800 ,090 

Women 85 2,82 ,756 ,082 

13 - To what extend does it 

motivate you to purchase?  
dimension1  

Men 78 2,83 ,755 ,085 

Women 87 2,79 ,792 ,085 

14 - Does this ad trigger any 

purchasing desires? 
dimension1  

Men 93 1,85 ,355 ,037 

Women 95 1,78 ,416 ,043 

15 - Does this ad trigger any 

purchasing desires? 
dimension1  

Men 93 1,45 ,500 ,052 

Women 95 1,41 ,494 ,051 

16 - Does this ad trigger any 

purchasing desires? 
dimension1  

Men 93 1,31 ,466 ,048 

Women 95 1,51 ,503 ,052 

Table 5.3 
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It is obvious the mean values do not exhibit big differences. Nevertheless this is only 

auxiliary for t test. For which we need additional hypothesis H0 and H1which we 

subsequently evaluate using significance coefficient.  

 

H0 : Men are influenced by ambient media same as women. 

H1: Men are influenced by ambient media more than women. 

 

 

Independent Samples Test 

To what extend 

does it motivat 

you to purchase? 

Levene's Test for 

Equality of Variances t-test for Equality of Means 

F Sig. T Df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

9  Equal 

variances 

assumed 

,206 ,650 -,158 180 ,875 -,021 ,133 -,284 ,242 

Equal 

variances not 

assumed 

  

-,158 179,569 ,875 -,021 ,133 -,284 ,242 

10  Equal 

variances 

assumed 

,005 ,946 -,855 167 ,394 -,110 ,129 -,364 ,144 

Equal 

variances not 

assumed 

  

-,856 166,795 ,393 -,110 ,128 -,364 ,144 

11 Equal 

variances 

assumed 

,286 ,594 -

1,724 

156 ,087 -,225 ,130 -,482 ,033 

Equal 

variances not 

assumed 

  

-

1,722 

154,476 ,087 -,225 ,130 -,482 ,033 
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12  Equal 

variances 

assumed 

1,792 ,183 -

1,105 

162 ,271 -,134 ,121 -,374 ,105 

Equal 

variances not 

assumed 

  

-

1,103 

159,460 ,272 -,134 ,122 -,374 ,106 

13  Equal 

variances 

assumed 

,267 ,606 ,343 163 ,732 ,041 ,121 -,197 ,280 

Equal 

variances not 

assumed 

  

,344 162,686 ,731 ,041 ,120 -,196 ,279 

14  Equal 

variances 

assumed 

7,005 ,009 1,306 185 ,193 ,074 ,057 -,038 ,186 

Equal 

variances not 

assumed 

  

1,308 181,661 ,192 ,074 ,057 -,038 ,185 

15  Equal 

variances 

assumed 

1,198 ,275 ,569 185 ,570 ,041 ,073 -,102 ,185 

Equal 

variances not 

assumed 

  

,569 184,862 ,570 ,041 ,073 -,102 ,185 

16  Equal 

variances 

assumed 

15,263 ,000 -

2,722 

185 ,007 -,193 ,071 -,333 -,053 

Equal 

variances not 

assumed 

  

-

2,724 

184,537 ,007 -,193 ,071 -,333 -,053 

Table 5.4 

  

 

Most important column is coloured to red. To accept H1 significance coefficient must 

be equal or less 0,05. As we can see it happened only in one case and so in question no. 

16 where coefficient is 0,007 which means men and women answered dramatically 

different. Another case , question no. 11 was close with 0.087 but unfortunately statics 

has relentless rules. So value of coefficient is not  nearby 0.05 in 7 out of 8 cases, 
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therefore H1 must be rejected. H0 is accepted as valid hypothesis and so - Men and 

women are under same influence when it comes to ambient media. 

 

5.2.2 Hypothesis 2 

 

Ambient advertising  induces customers to purchase more likely  than print promotion 

This assumption has been subjected to examination on questions which could be 

directly compared. Thus were pairs of questions from very begging and very end of the 

questionnaire so respondents would not notice. Also order has been changed just to be 

sure. These pairs were  questions 6+15,  7+14 and 8+16.  

First pair is from Orbit charts (4.15) and (4.16), company producing chewing gum. 

Target audience is both men and women. Efficiency  on men - when they were shown 

normal print there was 14.1 % men who said they would buy it. It was and classic ad 

example which is appearing all the time. When they were shown ambient ad, response 

was 55,4 % of men who would buy it. It was creative moving execution. There is 

obvious increase, almost 4 times bigger interest of men customers. On same picture 

women reaction was kind of similar. Classical print interested 12.7 %  of them while 

ambient reaction was 59.6 % on purchasing decision making process. This time 4.6 

times increase.  

Second pair of questions was from CoverGirl. Charts (4.17) and (4.18). Target audience 

are clearly women but even men respondent to these questions. Ad was ordinary with 

celebrity face on it and products all over the page. Results for the classical printed ad - 

Men 20.6 % would buy it. Quite interesting evidence probably caused by Rihanna's 

seductive stare. But some men probably could buy it as presents for relatives and 

beloved ones. However ambient ad, creative transformation of turnstile, although it was 

inventive it was missing humour and enthusiasm. Men values for that are 14.1 %. So 

there was a slight decrease but still men are not target audience. Women reacted on 

classical ad fairly good, 52.6 % would buy the product but when it came to ambient ad, 

there was  an massive drop to 22.1 %. 
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Last pair was Gillette ads. Charts number (4.19) and (4.20). Target audience are men. 

Classical print  was again with celebrity face with advertised product in hand. Men 

reacted on it with 34.4 % positive feedback. Ambient ad reaction was 68.8  %. Exactly 

double of the classic poster. When it comes to women, who are not target audience, 

their responding was again quite surprising. Classical poster gained 77.9 % probably 

due to half naked footballer David Beckham, but then  again some women probably 

mean to give it as a gift to their partner/friend etc . On ambient ad  reaction was 49.5 % 

of women would buy it even though no footballer was nearby. 
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Following charts (4.16-4.20) will show direct comparison:   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chart 5.15 Chart 5.16 

 

Chart 5.17 Chart 5.18 

Chart 5.19 Chart 5.20 
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Having regards to the fact that hypothesis does not address to gender, although as we 

seen that ambient attracts customers even when they are not target audience,  hypothesis 

2 must by accepted due its 2/3 success on three analyzed products, where in two cases 

total positive response from both genders was observed as displayed in charts 4.18 and 

4.20  

All picture could be seen in appendix B. 

 

5.2.3 Hypothesis 3 

 

Humour and Insult are strong factors influencing customers purchasing behaviour 

Well for clarification of impact of these two emotions it is necessary to construct 

assertion on following table:  

Paired Samples Correlations 

Image emotions N Correlation Sig. 

   9 - Humorous  181 ,252 ,001 

     9 - Insulting  181 -,331 ,000 

 10 - Humorous  169 ,402 ,000 

 10 - Insulting  169 -,012 ,877 

 11 - Humorous  158 ,307 ,000 

 11 - Insulting  158 -,215 ,007 

 12 - Humorous  164 ,403 ,000 

 12 - Insulting  164 ,050 ,525 

 13 - Humorous  165 ,230 ,003 

 13 - Insulting  165 -,028 ,725 

     

 Table 5.5    

 

Most important column displayed in table (4.5) is Correlation signifying correlation 

coefficient. According to the number we can actually say strength of dependence and its 

character. Just for recapitulation correlation scale is from -1 to + 1. Where- 1 means 

strongly  negative linear relationship , 0 is no relationship  and +1 is strong positive 

relationship. Positive and negative relationship means for us  when emotion coefficient  
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is equal to 1 it means purchase. If  Emotion is equal to -1 it means no purchase. 

Dependence relationship expressed in percentage  could be counted as a square root of 

correlation coefficient.   

Values shown for each emotion are paired with each image question - To what extend 

does it motivate you to purchase? 

 

Image no. 9 correlation coefficient for humorous is 0.252 which means weak positive 

relationship, in percentage it is 6.3 % dependence. 

Image no. 9 correlation coefficient for insult is -0.331 which means weak negative 

relationship, in percentage it is 10.9 % dependence. 

Image no. 10 correlation coefficient for humorous is 0.402 which means positive 

relationship, in percentage it is 16.1 % dependence. 

Image no. 10 correlation coefficient for insult is -0.012 which means could taken as no 

relationship therefore 0% dependence. 

Image no. 11 correlation coefficient for humorous is 0.307 which means weak positive 

relationship, in percentage it is 9.4 % dependence. 

Image no. 11 correlation coefficient for insult is  -0.215 which means weak negative 

relationship, in percentage it is 4.6 % dependence. 

Image no. 12 correlation coefficient for humorous is 0.403 which means weak positive 

relationship, in percentage it is 16.2 % dependence. 

Image no. 12 correlation coefficient for insult is 0.05 which again could be taken as no 

relationship therefore 0% dependence. 

Image no. 13 correlation coefficient for humorous is 0.230 which means weak positive 

relationship, in percentage it is 5.2 % dependence. 

Image no. 13 correlation coefficient for insult is -0.028 which could be taken as no 

relationship therefore 0% dependence.  
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Summarized and shown on average values, humorous average correlation coefficient 

was 0.318 which is weak positive 10.1 % dependence and insult average correlation 

coefficient was -0.107 which is weak negative 1.1 % dependence. 

Hypothesis 3 cannot be accepted because correlation analysis clarified these factors as 

weak. Humour and insult are not that much important for customers when they decide 

whether to buy or not. They surely have a role in decision making process, however 

their influence is generally not strong. 

 

5.2.4 Hypothesis 4 

 

In general ambient advertising helps to  strengthen recognition and  remembering:                                                

       

Remembering of the brand logo or name belongs to the most important thing in 

marketing world. Without brand remembering it would be very difficult for customers 

to build up preferences for some product and sales of such a product would be absolute 

zero. Brand awareness walks hand in hand with previous facts. 

In this research respondents were shown 10 ambient ad's examples in rapid pace 5 sec. 

per slide. All that has been allowed by presentation. Brands in the research (in 

appearance in presentation) were : Toblerone, Oldtimer, True Blood, Nike, Durex, Mr. 

Proper, Ravensburger, Mini Cooper, Mondo pasta and Canon.  

In the mix we can be seen famous brands as well as less known brands or brands which 

might be unknown to one of the genders.  Many industries is represented. 
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Results are shown in chart (4.20) below. 

 

 

 

 

 

 

 

We can see descending order of brands which were remembered by respondents. First 

place belongs to Canon, but celebration is premature because as it was last brand shown 

in the presentation, its results will be expelled from survey. Many respondents 

remembered only this one because they panicked - Question for remembering came 

after presentation, nobody knew in advance purpose of those quickly going images. So 

real winner is Durex, 53.5 % of respondents noticed this brand (accompanied by a loud 

laughter when seen). Winner from unknown brands is Mondo pasta with 17.4 % since it 

beaten True Blood which was expected being much more known brand of TV series.  

Nevertheless bigger unforeseen surprise was yet to come. Two brands started to appear 

between answers, brands which were not in the last picture shoot. It was Orbit and 

Gillete. An in such an extend in simply could not be ignored as following chart displays 

(4.21) : 

 

 

 

 

 

Chart 5.21 

Chart 5.22 



57 

 

Both brads have fully infiltrated into surveyed images and surprisingly they are not last. 

Orbit with 16.3 % occupied fourth place form back an Gillette with 13.4 % occupied 

second place from back. 

Summarized, brand remembering went well, respondents remembered all brands, even 

the least known one and even not surveyed one. Brand recognition did not pose any 

problems even though some logos were really small and were  appearing for a short 

time. 

Research proved hypothesis 4 valid so it is accepted. 

6 Discussion 

 

Results arising from research speaks clearly, ambient as new advertising medium has its 

own undeniable pros. However all assumptions described as hypothesis has not come 

confirmed. First hypothesis about its impact on men and women did not demonstrate 

dominance, respectively propensity of one group being in any way more influenced then 

than the other one.  It works on both genders more or less equally if target audience is 

strictly ruled. There were even moments where it actually worked  even though 

advertised product was not intended to one target audience, and the opposite one has 

reacted with desire of buying it. Why men showed sight of desire for female product 

and why women showed sight is desire for male product, we can only speculate. 

Probability of having such a large oppositely sex oriented respondents is statistically 

low. Although there might have been some individuals, research overlook this fact. 

People who responded on opposite sex products probably want them for their 

counterparts as gifts or recommendations to buy. Second assumption regarding  whether 

the ambient media works better then classical print promotion resulted with positive 

effect, 2 of 3 compared ads provided by the outcome it actually works properly in 

compared with prints. Should be taken into account viewers did not see the real ad but 

only its image, so 3D aspect therefore its real impression was missing. Despite this fact 

results say it convincingly, in 2 cases increase of attention given and judgment for 

purchase was pronounced. Fist product was unisex that is why increase of attention was 

supported by two genders with final result 4 times higher than print. Second case was 
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male focused product but still the increase has doubled. Ambient media failed in only 

one case, it was female oriented ad where absolutely any sights of humour was missing. 

It was inventive, original and creative which explains the fail. Because women are by 

far not that technically interested into it. Nevertheless surprise of the research was 

emotional connection induced by ads. Common sense suggest that humour and insult 

should be strong aspects in purchasing process. It is quite logical, if you insult your 

customers you can as well close your business. But if you flatter them humorously, they 

might rather spend little more money. The reverse is true, research indicates these two 

factors are actually only by-products of ambient media. Added value if you will. It 

turned down that humour is on no account cause of purchase and on the other hand 

insult is not deterring customers from buy. Relationship between these emotions and 

purchasing behaviour was in the strongest case only 16 %. So we can boldly claim it as 

weak. Research did not confirm this ostensibly logical premise. Weak but certainly not 

negligible due its possibility that viral aspect connected with it might actually show the 

product to severalfold bigger target audience then it was originally planned. And that is 

positive. By contrast, remembering and brand awareness bringing character of ambient 

media was demonstrated passably well. Not only absolutely unknown brands did not go 

unnoticed,  even the brands excluded from the investigation recorded quite noticeable 

results. Victory of famous brands was expected but results from less known brands were 

heart-warming. From noise and laughter accompanying the presentation, and from data 

collection lecture atmosphere  the results could have been guessed in advance. Reaction 

of audience when overall winner Durex ad was shown told the result in advance. Due to 

fact research has been done in two countries, it is more accurate because famous brand 

in one was less famous in another.  Despite the fact slide show was in rapid tempo, 

respondents could not have prepared for the question and brand logos were not visible 

that well we can declare ambient media helps remembering of the brand logo and 

enhance brand awareness.  
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7 Conclusion and Recommendationss  

 

At the end  it is worth mentioning all objectives of this research paper have been 

elucidated. To all of them was dedicated question or set of questions in questionnaire. 

Influence on customers has been subjected to analysis, supported with a sufficient 

amount of men and women involved in research. Efficiency has been confirmed by 

direct comparison between ambient media and print advertising. In which ambient 

comes out with good results.  Its affection on target audience has been clearly proved. 

And creativity of the ad is well connected with the fact that people who saw it in person 

will remember it easily. Eventually they might spread the word, best case scenario is  

uploading photos of the ad to internet. Which is as well best source of this pictures and 

possibly inspiration for all who want create new ambient media. When searching online 

there were mostly ambients made by big and famous companies, but small companies 

contributed as well. And that is the signal that famous brand logo name is not necessary 

condition.  That is recommendation for local companies. When it comes to creating new 

ambients it is fitting to make them interactive with its environment, at any costs. That is 

the most important thing. By that is meant it must fit in the displayed area properly. 

Element used in combination with the advertised product it must not merge with 

surroundings. Exact opposite. It must be visible without being complicated to think 

about. Reason for it is simple, ambients are displayed in areas such are main square, 

busy street, public transportation or public places such are airports or parking,. All these 

have one main attribute in common. People who pass by thru them are people who walk 

their respective destinations, thinking about thousands of thoughts and their perception 

filtrates classical advertising techniques. They do not pay any attention to it so this is 

where ambient comes with shock on places advertising is not expected. But it must be 

appropriately made with humour, although as it was proved in research humour does 

not make people to buy stuff, will definitely make them stop, to take them closer look. 
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Appendix  A Questionnaire  

Question 1  What is your gender?                                         Male    

Female 

Question 2  Do you know what ''Ambient media'' is?                                 Yes       

No   

Question 3  Have you seen it live?                               Yes       

No   

Question 4  Have you seen it online? ( do not change later)             Yes       

No               

Question 5  What is your age?                          18-20    21-25    26-

30    31+ 

Question 6  Does this advert tempt you to buy the product?       Yes       No   

Question 7  Does this advert tempt you to buy the product?       Yes       No   

Question 8  Does this advert tempt you to buy the product?       Yes       No  

Question 9   

 

 

 

 

 

 

Question 

10________________________________________________________________________ 
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Question 11 

______________________________________________________________________ 

 

 

 

 

 

 

Question 12 

 

 

 

 

 

 

 

Question 13 __________________________ 
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Question 14  Does this ad trigger any purchasing desires in you?    Yes     No   

Question 15  Does this ad trigger any purchasing desires in you?    Yes     No   

Question 16  Does this ad trigger any purchasing desires in you?    Yes     No 

Question 17  
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Appendix  B Presentation 
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