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Abstract: To the best of our knowledge, the impacts of segmentation variables on advertisements in the Gambian market 
have not been fully discovered. The objective of this research is therefore to conduct an empirical study on the different 
demographic segmentation factors among Gambian consumers in their response to advertisements and purchasing decisions. 
We use the survey method and have received 239 valid responses. According to our research results, a conscious effort has 
to be made for advertising agencies to reach consumers; these consumers should also be targeted based on differences in 
gender, age, and education level. To our knowledge, we provide a normative guideline for companies and advertising 
agencies to design better advertising campaigns in the Gambian market. 
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I. INTRODUCTION 
 
As Thomas (2008) posited, the advertising industry 
has the worst quality-assurance, and the most 
inconsistent products (e.g., advertisements and 
commercials) of any industry in the world. 
Businesses rely too often on advertising, using it to 
justify bad decisions in the hopes that great 
advertising will do the job. In a time of recurring 
recession and in an environment of advancing 
company, product, and brand globalization, many 
businesses are experiencing low unit volume growth 
and increasing competition from private brands and 
generics. In this business climate, advertisers need to 
know what they are getting the value for their 
advertising dollars. 
 
Some business scholars have argued that sales could 
be regarded as the primary measures of validating the 
effectiveness of advertisements. However, behavioral 
researchers posited that consumer knowledge and 
beliefs, among others, could be the most effective 
measures (cf. Aaker, Batra, and Myers, 
1992).Apparently, different researchers do not have a 
consensus on this issue, and, therefore, the exact 
nature of the relationship between these measures on 
advertisements is not fully known. That is, an 
appropriate measure of the effectiveness of 
advertisements remains a conflicting issue, which is 
required to be a main research focus (Beckwith, 
1972;MacLachlan and Pradeep, 1985; Abraham and 
Lodish, 1987; Zhang,Krishna, and Dhar, 2000). 
 
Given the importance of advertising and the lack of 
guidance for the nation’s only TV station, Gambian 
Radio and Television Services (GRTS), this study 
tries to empirically access the importance of 
demographic factors (i.e., gender, age, and education) 
as key determinants of a success in advertising. In 
particular, this study aims to determine whether the 

"effectiveness" of TV advertisement varies between 
genders in terms of recall, expected benefits, product 
attributes, and repetition. 
To the best of our knowledge, there is currently no 
comprehensive study on the impact of such 
demographic factors on advertisements among 
Gambian consumers. This study can thus provide a 
normative guideline for creating advertising 
campaigns in The Gambia. The remainder of this 
paper is organized as follows. Section 2 provides 
relevant knowledge on advertising and segmentation. 
Section 3 presents the research method and 
hypotheses. The results of this analysis are shown in 
section 4, and the final section describes the 
conclusion, limitations, and possible extensions of 
this research. 

 
II. LITERATURE REVIEW 
 
2.1. TV and Advertising in The Gambia 
GRTS was founded in December 1996 following an 
amalgamation between Radio Gambia and Film Unit. 
Until this unification, The Gambia did not have its 
own TV station and relied on Senegal, its closest 
neighbor, for TV entertainment. Because of this lack 
of TV, Gambians viewed foreign TV adverts from 
Senegal. However, radio advertisements were very 
popular among listeners on Radio Gambia and Radio 
Syd—the two major radio stations operating in The 
Gambia in the 1900s. 
 
GRTS started its national sound (or radio) 
broadcasting back in 1962 when the first signals of 
what is now Radio Gambia were transmitted from the 
capital, Bathurst, which is now Banjul. This was a 
transmitter hired by Government from Cable & 
Wireless, a private British radio and telephone 
company. The early days of Radio Gambia were 
rather unsuccessful, and the station moved frequently. 
These locations included the Cable and Wireless 
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manager’s office, an abandoned garage at Marina 
Parade, and a converted kitchen and boys’ quarters. 
Until 1970, the station operated from 6 pm to 8 pm on 
4.82 MHz with a 60m band and a small tape and 
record library. Some earlier records, however, date 
back to the 1940s (1942–48), and the station even 
experimented with various technologies, such as the 
use of public address systems and ex-Royal Air Force 
transmitters at Lamin, which broadcasted mostly 
BBC news and local music. 
TV in The Gambia started to boom with the 
establishment of a national television station in 1996. 
With no prior experience in creating TV ads, GRTS 
was forced to quickly enter this market segment and 
rapidly learn how to reap the benefits. Management 
was concerned but also committed, buying an editing 
package to meet increasing customer demand from 
individuals, businesses, and government and non-
government organizations. The GRTS marketing 
department is responsible for designing and 
producing TV commercials. However, it also acts as a 
liaison between customers and GRTS. When it 
receives requests from customers, it works with the 
camera and editing departments to design, shoot, and 
edit ads. This is not a fully developed function, 
though, since there are no experts in the area. Rather, 
the marketing department relies mainly on leveraging 
its experience to create TV advertisements. Since this 
is not a competitive advantage of GRTS, the station is 
slowly losing this segment to growing advertising 
agencies that are coming up in The Gambia. 
Prominent among these advertising agencies are 
Media Matic, Motion Graphics, The Studio, I-Media, 
ACE Communications, and AYK. 
Media Matic started out as a small media company 
with the aim to become The Gambia’s premier film 
maker. Building on this tough, difficult ambition and 
a commitment to the mission of creating value for 
customers, in six years, the company has expanded 
into many new areas, such as media consulting, TV 
advertising, and film making. Media Matic has 
become a force to reckon with in The Gambia’s radio 
and TV production industry. Its recognition of 
customer service value to achieve success has 
compelled the enterprise to deliver unparalleled 
satisfaction to its varied and growing clientele. The 
company utilizes a results-oriented business model 
wherein the desires and ambitions of a product 
owner/business are married with the finest of ideas 
and punctuated by the expertise and professionalism 
needed to produce fine products.  
 
I-Media Company is another newcomer in the field of 
media and advertising. It was established in 2008 out 
of the deep-seated ambitions and ardent commitment 
of a young Gambian media talent to serve in the 
country’s communications industry with an all-
encompassing solution.I-Media was founded out of 
the milieu of national development needs and 
aspirations. Indeed, the Gambian economy has 

witnessed unprecedented growth in all sectors, 
including information and communications. I-Media 
provides an efficient, affordable, and available 
platform for Gambians to access quality media and 
PR services. The company also offers a range of 
media and PR services, from video documentaries, 
magazines, billboards, and calendar productions to 
advertisements, script writing and editing, and event 
officiating. 
 
Studios is another player in the Gambian advertising 
industry. This company has produced and maintained 
the high project standards needed for success. Studios 
has worked with Forbes Magazine’s country report 
team in the area of ad production for supplemental 
reports in The Gambia. 

 
2.2. Relevant Marketing Theories 
In this section, we will review the marketing theories 
and concepts relevant to this research. This study 
examines the impact of some demographic 
segmenting variables on consumers’ responses. 
Accordingly, the first concept is the theory of 
marketing strategy (i.e., segmentation, targeting, and 
positioning; cf. Kotler and Armstrong, 2015). There 
are basically four types of segmentation variables: 
geographical segmentation, demographic 
segmentation, psychological segmentation, and 
behavioral segmentation (Kotler and Armstrong, 
2015). 
 
Except the marketing strategy, this research also 
applies concepts that are relevant to consumers’ 
purchasing processes (Kotler and Armstrong, 2015). 
Generally, consumers’ purchase decisions begin with 
a motive, such as a rational or emotional need 
(cf.Blythe, 1997). Another important concept that has 
bearing on consumer buying behavior is called drive, 
which is referred to as the force that makes a person 
respond to a need. This is an internal stimulus. It is 
argued that if the state of drive is quite high, the 
customers would easily accept the suggestions 
regarding the new solutions tothe fulfillmentsof the 
need. This is a state in which advertisements work 
well. Many advertisements in the food industry are 
designed to create tension that they later satisfy (cf. 
Story and French, 2004). When the drive level is low, 
the individual may still be stimulated into acting by a 
reminder. Hence, this research regards a specific type 
of drive (repetition) as a measure for evaluating the 
effectiveness of advertisements. 
 
Consumers often feel little involvement in buying 
nondurable products because they are frequently 
purchased, inexpensive, and have few differentiating 
attributes. Therefore, "reacting" is a more important 
element than "thinking" in the low-involvement 
hierarchy of effects (Vaughn, 1980), where buyers 
may not search for information before purchasing a 
nondurable product and it is difficult for them to form 
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real attitudes or strong preferences toward a brand 
after a purchase decision. As a result, it takes 
repeated advertising to build and maintain brand 
image and sales. 
 
III. RESEARCH METHOD AND HYPOTHESES 
 
3.1. Research Method 
This research employed the primary data collection 
(i.e., in contrast to the secondary sources; cf. 
Leuthesser et al., 2003) to analyze the impact of 
demographic segmenting variables on advertising in 
The Gambia. We conducted a survey by randomly 
mailing questionnaires to respondents in the 
metropolitan area (i.e., the Banjul city) in The 
Gambia. The survey method is considered the most 
commonly-used research methodology (Babbie, 
1992), and a major advantage of the survey approach 
is that researchers can collect a broad range of 
quantitative and attitudinal information (e.g., brand 
beliefs). However, a critical disadvantage of this 
method is a lack of interpersonal communication. 
That is, there is no interviewer involved when the 
respondents fill out the questionnaires (Kotler and 
Armstrong, 2015). It is thus more difficult to check 
the overall accuracy of answers.We distributed 250 
questionnaires. Of these questionnaires, 239 were 
received and valid. Out of a sample of 239 
respondents, 100 are male and 139 are female 
(representing 41.8% and 52.2% of the sample 
population, respectively). In the questionnaire, we 
first asked respondents to provide personal 
information, such as marital status and occupation.  
 
We then collected the variables to measure the 
effectiveness of advertisements and the important 
factors considered in participants’ purchase decisions. 
Respondents were asked to rate how important the 
factors are in their purchase decisions, ranging from 
very important to not important at all. After running 
one sample t-test and comparing the mean values, 
actual benefits (i.e., product attributes) was ranked as 
the most important factor when making a buying 
decision. The second most important factor was the 
product’s brand name, and this factor indicates that 
Gambian consumers are moving toward brand 
consciousness. The third most important factor was 
the expected (product) benefits. This means that 
respondents have some degree of perceived value 
when they buy a product. Marketers and advertisers 
should thus aim to project good value for the product 
that they produce or sell. In short, advertisements 
should build brand perception to help increase the 
chances of consumers remembering the advertised 
products when making purchases. Recall was ranked 
as the fourth most important factor of a purchase 
decision. The last factor, scoring the lowest mean 
value, was “remembering the advertisement on TV” 
when making a purchase. This suggests that 
respondents do not necessarily remember all adverts 

when they make a purchase decision. Therefore, it is 
important to repeat advertisements to increase brand 
awareness and the chances of recall during an actual 
purchase decision. 
 
3.2. Hypotheses 
As mentioned, the main focus of this study is to 
evaluate and assess the importance and effectiveness 
of TV advertising and to show whether a difference 
in gender, age, and education can influence Gambian 
consumers. Based on this purpose and given the 
importance of demographic segmentation variables 
(cf. Kolter and Armstrong, 2015), the following 
hypotheses have been developed from the literature 
and will be tested to determine the relevance of each 
in advertising in The Gambia: 
 
H1:Consumers’ responses to TV advertising vary 
based on gender. 
H2:Consumers’ responses to TV advertising vary 
based on age. 
H3: Consumers’ responses to TV advertising vary 
based on education level. 
 
IV. RESULTS 
 
In this section, we will first review some results 
regarding the demographic analysis. We will then 
show the results of the hypotheses tests. The results 
regarding marital status of the respondents signify 
that about 63.2% of the respondents are single and 
36.8% are married. This shows that most of the 
respondents are single and are considered to be very 
active buyers or consumers—all of whom watch TV 
between 8 pm and 2 am. Moreover, 46% watch TV 
during prime time (between 8 pm and 11 pm). The 
results show that females are less conservative and 
more likely to respond to surveys than males. 
 
All respondents are between the ages of 21 and 40. 
They possess either a secondary, university/college, 
or a professional degree. Out of the 239 respondents, 
66% of them consider that watching advertisements 
before the news is important. Of all respondents, 
20.5% are in the field of sales/marketing, 18% are in 
the clerical/nursing industry, 29.3% are in the 
business/professional field, and 1.3% are in another 
industry. The demographic results for occupational 
level show that most of the respondents are working 
professionals in professional, business/marketing, or 
other fields who cumulatively account for 69% of the 
respondents who hold higher positions. 
 
One sample t-test was run to see the relative 
importance of appeals in advertising by comparing 
the mean values of the statistics. The result revealed 
that respondents consider the clarity of an 
advertisement’s message to be the most important 
factor. This is quite obvious; if the message is unclear, 
it may even negatively affect a product or service. 

http://iraj.in


International Journal of Management and Applied Science, ISSN: 2394-7926                                              Volume-3, Issue-9, Sep.-2017 
http://iraj.in 

Findings Regarding The Impact of Demographic Factors on Advertising in The Gambia 
 

102 

The second most important factor is the type of TV 
programs in which an advertisement is placed. 
Consideration of this factor will also go a long way in 
appealing to Gambian consumers. The third most 
important factor is humor. This shows that humor 
does play a major role in getting consumers to either 
remember an advertisement or respond to an 
advertisement at the desired level. The fourth most 
important factor is the length of an advertisement. 
Though ranked fourth, its high mean score indicates 
that it is also a useful factor to consider in advertising. 
The fifth factor is celebrity endorsement. What is 
important here is that all factors are significant 
indicators in measuring viewers’ responses to 
advertising. As mentioned, respondents were asked 
about recall, brand perception, product attributes, 
expected benefits, and repetition in the questionnaire. 
To test H1, t-test was performed to compare gender 
differences among responses to advertising. With a 
mean of 3.75, females expressed higher levels of 
recall than males, who had a mean of 3.47 (t=3.04, 
p<0.05). The t-test determined whether there were 
any differences in response to product brand, 
revealing that there are no significant differences. 
Indeed, there was a nearly equal means for male and 
female participants at 3.950 and 3.955 (t=0.51, 
p=0.96), respectively. Given that p>0.05, this 
research rejects the claim that there are significant 
differences in responses to advertising based on 
gender with respect to brand. A t-test was also 
performed to measure whether there are any 
significant differences based on gender in response to 
the expected benefit of a product. The results show 
that females are more likely to expect more value or 
attributes from an advertised product than men. 
Females reported a mean of 4.19 vs. 3.45 (t=9.35, 
p<0.05). In sum, for H1, we found that the 
effectiveness of TV advertising could be different 
based on gender in terms of recall, expected benefit, 
product attributes, and repetition. There were no 
significant differences between females and males 
with respect to brand. 
 
We used the same test approach to validate H2. We 
found that younger people (those between the ages of 
21 and 30) compared to older consumers have a 
higher response to recall (t=4.79, p<0.05) and product 
attributes (t= 2.02, p<0.05). In contrast, older people 
(those between the ages of 31 and 40) have a higher 
response to repetition (t=7.55, p<0.05). No significant 
differences were found with respect to brand and 
repetition. The strategic implications of these findings 
are that marketers and advertisers should not use one 
TV commercial to target different age groups and that, 
for young people, product attributes are more 
important. This should therefore be emphasized in 
products targeting young people. Repetition and 
expected attributes seem to be more important for 
older people and should thus be the focus of adverts 
targeting this demographic. For H3, the results 

indicate that university education or education above 
the secondary education level affects the response to 
advertising. Respondents with a higher education 
level scored higher mean scores with respect to brand 
image (t=14.95, p<0.05) and expected benefits 
(t=10.69, p<0.05). 
 
CONCLUSIONS 
 
The objective of this study is to evaluate and assess 
the importance and effectiveness of TV advertising. 
In particular, this study aims to determine whether the 
"effectiveness" of TV advertisements vary based on 
gender in terms of recall, expected benefits, product 
attributes, and repetition. 
 
We found that advertisements that are more brand 
oriented (as opposed to product performance oriented) 
should target males and females because they are not 
significantly different from each other. Similarly, 
young consumers may be more brand conscious than 
older consumers in The Gambia, which potentially 
reflects the conservative nature of Gambian society. 
Finally, marketers in The Gambia should segment 
their audience using rolling advertising campaigns 
(except for branding), targeting young and old 
consumers and prioritizing the importance of 
branding in marketing. 
 
This study makes two recommendations for 
advertising agencies. First, given the importance of 
advertising in marketing, companies must spend time 
developing advertisements to induce consumers’ 
motivation to make purchase decisions. Second, 
according to the research findings, it is highly 
recommended that advertisers use channels that 
consumers frequently watch and prefer. The findings 
of this research reveal that radio, newspaper, and TV 
are the most effective channels. 
However, this study is not without limitations. A 
major limitation is that this research focuses mainly 
on the greater Banjul area, which accounts for less 
than half of the country’s population. The 
respondents were all concentrated in the metropolitan 
area and therefore only reflect the opinion of a 
limited portion of the population. There was also a 
time constraint to complete this research. Finally, this 
research only examined the impact of a few 
demographic factors and ignored others that may 
influence purchase decisions among Gambian 
consumers. 
 
Due to these limitations, the following two research 
directions are recommended for future studies in The 
Gambia. First, researchers may conduct a study on 
purchase decision to evaluate the role of TV 
advertising on consumers’ belief revisions of 
products among Gambian consumers. Second, future 
studies could research the influence of corporate 
advertising for Gambian businesses by evaluating the 
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effect of advertising on building and maintaining a 
corporate image and brand. 
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