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ABSTRACT

This study examines the relationship between sensory storytelling and customer purchases of
telecommunication firms in Port Harcourt, Rivers State. This study adopted a correlational survey
research design as the study seek to determine the relationship between both variables under
study. The population of the study consisted of 11 telecommunication firms in Port Harcourt,
Rivers State. The study adopted a census population. 3 Managers were selected from each firm
multiplied 11 firms give us a total of 33 respondents under study. Structured questionnaire
instrument title “sensory storytelling and customer purchases questionnaire” was developed on
five-point likert scale. The result of the Cronbach's Alpha reliability test indicates .702 which is
above .70 which implies that the items are reliable. The primary data for this study were
generated through questionnaire. hypotheses were tested using Pearson product moment
correlation on SPSS. The study revealed that there is a significant relationship between visual
storytelling and impulse purchase of telecommunication firms in Port Harcourt, Rivers State. There
is a significant relationship between auditory storytelling and seasonal purchase of
telecommunication firms in Port Harcourt, Rivers State. The study concluded that there is
significant relationship between sensory storytelling and customer purchases. The study
recommended that telecommunication firms should focus on improving the visual storytelling of
their customers by streamlining purchasing processes, offering competitive pricing, and ensuring
efficient customer service, telecommunication firms should develop strategies to foster emotional
connections with their customers.

INTRODUCTION

Sensory storytelling is an innovative narrative technique that engages multiple senses, enhancing
the audience’s experience and emotional connection to the story. This approach encompasses
various dimensions, notably visual storytelling and auditory storytelling. Visual storytelling employs
imagery, colors, and visual metaphors to convey messages and evoke emotions. According to
Bruner (2002), visual elements can significantly enhance comprehension and retention of
information by providing a more immersive experience. On the other hand, auditory storytelling
leverages sound, music, and spoken word to create an atmosphere that resonates with the
audience on a deeper level. As noted by Chion (1994), sound can shape our perception of a
narrative, influencing how we interpret events and characters within a story. Together, these
dimensions of sensory storytelling work synergistically to create a rich tapestry of experiences that
captivate audiences.

By integrating visual and auditory elements into their advertising campaigns, these firms can
create compelling narratives that resonate with local culture and values. For instance, using
vibrant visuals alongside culturally relevant music or voiceovers can help telecommunications
companies establish a stronger emotional connection with their target audience (Keller & Lehmann,
2006). This approach not only differentiates their brand in a competitive market but also fosters
customer loyalty through memorable experiences that go beyond mere transactional interactions.
Understanding customer purchasing behavior is essential for businesses aiming to optimize their
marketing strategies and enhance sales performance. Among the various types of purchases,
impulse buying and seasonal purchasing are two significant phenomena that have garnered
considerable attention in consumer research. Impulse purchases refer to unplanned buying
decisions made by consumers, often triggered by emotional responses or environmental cues such
as store displays or promotions (Rook & Fisher, 1995). This type of purchasing behavior can be
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influenced by factors such as mood, time pressure, and social influences, leading consumers to
make spontaneous decisions that deviate from their planned shopping lists (Verplanken &
Herabadi, 2001). On the other hand, seasonal purchases are characterized by buying patterns that
align with specific times of the year or events, such as holidays or festivals. These purchases are
often driven by cultural norms and societal expectations, prompting consumers to engage in
shopping behaviors that reflect seasonal trends (Kahn & Wansink, 2004).

Telecommunication companies can leverage insights into impulse and seasonal purchasing
patterns to design targeted promotions and advertising campaigns that appeal to customers’
emotional triggers during peak seasons or special events. For instance, during festive periods
when consumers are more likely to indulge in impulse purchases, telecommunication firms could
offer limited-time discounts on mobile devices or data plans. Additionally, recognizing the
significance of seasonal trends can help these firms align their product offerings with consumer
expectations during high-demand periods (Aaker & Jacobson, 2001). By effectively analyzing and
responding to these purchasing behaviors within the local market context, telecommunication
companies can enhance customer satisfaction and drive sales growth.

Statement of the Problem

The phenomenon of impulse purchasing within the telecommunication sector is a significant
concern for firms operating in Port Harcourt, Rivers State. Impulse purchases are characterized by
spontaneous buying decisions made by consumers without prior planning or consideration (Rook,
1987). This behavior can be influenced by various factors such as promotional strategies, product
placement, and emotional triggers. In the context of telecommunication firms, these impulsive
decisions may lead to increased sales volumes but can also result in customer dissatisfaction if the
products or services do not meet expectations (Khan et al., 2015). Understanding the underlying
motivations for impulse purchases is crucial for firms to tailor their marketing strategies effectively.
Seasonal purchasing behavior also presents a unique challenge for telecommunication companies
in Port Harcourt. Seasonal purchases refer to buying patterns that fluctuate based on specific
times of the year, such as holidays or back-to-school seasons (Morrison & Horne, 2006). For
instance, during festive periods, consumers may be more inclined to purchase new mobile devices
or upgrade their service plans due to promotional offers. However, this seasonal spike can lead to
inventory management issues and strain customer service resources if not adequately planned
(Baker et al., 2002). Therefore, it is essential for telecommunication firms to analyze historical
data and market trends to anticipate seasonal demand accurately.

To address these challenges effectively, telecommunication firms must implement strategic
measures that enhance customer engagement and satisfaction. This includes developing targeted
marketing campaigns that resonate with consumer emotions and preferences while also ensuring
that adequate stock levels are maintained during peak seasons (Verhoef et al., 2002). Additionally,
leveraging data analytics can provide insights into consumer behavior patterns related to both
impulse and seasonal purchases. By understanding these dynamics better, firms can optimize their
offerings and improve overall customer experience in Port Harcourt's competitive
telecommunications market.
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Conceptual Framework

Sensory Storytelling ={ Customer Purchases
Impulse Purchases
Visual Storytelling e Total Sale Volume
e FEase of Use e Repeat Purchase Rate
e Speed of Transaction
Seasonal Purchase
Auditory Storytelling e Market Penetration Rate
e Emotional Engagement e Customer Retention
e Brand Attachment Rate

Figure 1.1: Conceptual framework of Sensory storytelling and Customer purchases of
Telecommunication firms in Port Harcourt, Rivers State
Source: Adapted from Bormann, & Bormann (2018), Kotler & Armstrong (2018).

Aims & Objectives

The aim of this study is to determine the relationship between sensory storytelling and customer

purchases of telecommunication firms in Port Harcourt. The specific objectives are to:

1) determine the relationship between visual storytelling and impulse purchase of
telecommunication firms in Port Harcourt.

2) determine the relationship between auditory storytelling and seasonal purchase of
telecommunication firms in Port Harcourt.

Research Questions

The following research questions were raised to guide the study

1) What is the influence of visual storytelling on impulse purchase of telecommunication firms
in Port Harcourt.

2) What is the influence of auditory storytelling on seasonal purchase of telecommunication
firms in Port Harcourt.

Hypotheses

The following null hypotheses were formulated and tested at a significant level of 0.01.

Hoi: Visual storytelling does not significantly influence impulse purchase of telecommunication
firms in Port Harcourt.
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Ho2: Auditory storyteling does not significantly influence seasonal purchase of
telecommunication firms in Port Harcourt.

Significance of the Study

The significance of studying sensory storytelling and customer purchases extends across various

stakeholders, including employees, employers, policymakers, and researchers

1. For Employees: This knowledge empowers employees to create memorable experiences
that can foster customer loyalty.

2. For Employers: By investing in training programs focused on this technique, employers
can differentiate their brand in a competitive market, ultimately driving profitability.

3. For Policy Makers: Understanding how sensory storytelling influences consumer behavior
can inform policies aimed at protecting consumers while encouraging innovative marketing
strategies.

4. For Researchers: The study provides a foundation for further research into the

psychological effects of sensory stimuli on consumer behavior. It opens avenues for
interdisciplinary studies involving psychology, marketing, and neuroscience, contributing to
a deeper understanding of consumer decision-making processes.

Scope of the Study

The scope of the study will be discussed under content scope, geographical scope, and unit of
analysis.

Content Scope: The content scope of the study is limited to sensory storytelling and customer
purchases. Discussions on sensory storytelling are restricted to visual storytelling and auditory
storytelling; while customer purchases as the dependent variable is measured and discussed
through impulse purchase and seasonal purchase.

Geographical Scope: The geographical scope of this study is delimited to telecommunication
firms operating in Port Harcourt, Rivers State.

Unit of Analysis: This study adopted a micro level analysis; this implies at the organisational
level (management) of telecommunication firms in Port Harcourt, Rivers State.

REVIEW OF RELATED LITERATURE
This section reviews various review of related literature related to the study under investigation
under the heading of conceptual review, theoretical review and empirical review.

Conceptual Review

Concept of Sensory Storytelling

Sensory storytelling is an immersive narrative technique that engages multiple senses, enhancing
the emotional and cognitive experience of the audience. This approach transcends traditional
storytelling by incorporating sensory elements such as sound, touch, smell, taste, and sight,
creating a more vivid and engaging experience. According to Alderson (2018), sensory storytelling
"invites audiences to participate actively in the narrative by stimulating their senses, allowing them
to connect more deeply with the characters and the plot." This technique can be particularly
effective in educational contexts, where it helps learners to visualize and internalize complex
concepts through tangible sensory experiences (Alderson, 2018).

The effectiveness of sensory storytelling is rooted in its ability to facilitate deeper emotional
connections and enhance memory retention. Research by McLellan (2019) highlights that sensory
experiences can evoke strong emotional responses, making the narrative more relatable and
memorable. The multisensory approach can transform a passive audience into active participants,
allowing them to create personal meanings and associations with the story being told. McLellan
(2019) argues that "the more senses that are engaged in storytelling, the more profound the
impact on the audience's understanding and recall of the story's themes and messages." This
engagement is crucial in contexts such as therapy, where sensory storytelling can aid in emotional
processing and healing.
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Dimensions of Sensory Storytelling

Visual Storytelling

Visual storytelling is a powerful dimension of sensory storytelling that utilizes images and visuals
to convey narratives and emotions effectively. It engages the audience's visual senses, allowing for
a deeper connection to the story being told. According to Bruner (2002), visual elements can
evoke emotional responses and help audiences understand complex themes more intuitively. By
combining visual media with traditional storytelling techniques, creators can enhance the sensory
experience of their narratives, making them more memorable and impactful. This approach has
gained prominence in various mediums, including film, advertising, and digital content, as it aligns
with the human brain's preference for visual information processing (Hollis, 2019).

Auditory Storytelling

Auditory storytelling is a compelling dimension of sensory storytelling that engages the listener's
auditory senses to create immersive narratives. By utilizing sound elements such as voice
modulation, music, and ambient sounds, auditory storytelling can evoke emotions and enhance
the listener's imagination (Bruner, 1991). This form of storytelling allows for a unique interplay
between the spoken word and sound, fostering a deeper connection between the storyteller and
the audience. As listeners absorb these auditory cues, they are invited to visualize the narrative,
filling in gaps with their imagination and experiences, which enriches the storytelling experience
(Snyder, 2005).

Concept of Customer Purchases

According to Kotler and Keller (2016), customers are not merely passive recipients of products;
they actively engage in the decision-making process, influenced by various factors such as
personal preferences, social influences, and marketing strategies. The concept of customer
purchases encompasses a range of activities that include recognizing a need, searching for
information, evaluating alternatives, making the purchase decision, and post-purchase evaluation.
This comprehensive view highlights that customer purchases are not isolated transactions but
rather part of a broader consumer behavior framework that businesses must understand to
effectively meet their customers’ needs.

Understanding customer purchases also involves examining the psychological processes behind
buying decisions. Solomon (2018) emphasizes that consumer behavior is shaped by both internal
factors such as motivation, perception, and attitudes and external factors like cultural influences
and social interactions. For instance, when customers decide to purchase a product, they may be
motivated by emotional appeals or rational considerations. This interplay between internal
motivations and external stimuli creates a complex landscape for marketers who aim to influence
purchasing behavior.

Measures of Customer Purchases

Impulse Purchase

Impulse purchases are defined as unplanned or spontaneous buying decisions made by consumers
at the point of sale, often triggered by emotional responses or environmental cues. These
purchases can significantly influence overall consumer spending and are a critical aspect of retail
marketing strategies. According to Rook (1987), impulse buying is characterized by a sudden and
immediate urge to buy, which can be influenced by various factors such as store atmosphere,
promotional displays, and social interactions. The emotional component of impulse purchasing is
particularly noteworthy; it often leads consumers to make decisions that they might not have
considered in a more rational shopping context (Kahneman & Tversky, 1979). This phenomenon
highlights the importance of understanding consumer behavior in retail settings, as businesses can
leverage these insights to enhance their marketing efforts and optimize product placement.
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Seasonal Purchase

The concept of seasonal purchases refers to the phenomenon where consumer buying behavior is
influenced by specific times of the year, often linked to holidays, weather changes, or cultural
events. This behavior can significantly affect retail sales and inventory management strategies. For
instance, during the holiday season, consumers tend to purchase gifts and festive items, leading
to a spike in sales for certain categories such as toys, clothing, and decorations (Kumar &
Steenkamp, 2013). Retailers often prepare for these seasonal trends by adjusting their marketing
strategies and stock levels to meet anticipated demand. Understanding the patterns of seasonal
purchases allows businesses to optimize their operations and enhance customer satisfaction
through timely availability of products.

Theoretical Review

Cognitive Dissonance Theory

Expectancy Disconfirmation Theory (EDT) was primarily propounded by Richard L. Oliver in the
1980s, who posited that customer satisfaction is influenced by the gap between expected and
perceived performance of a product or service. According to this theory, when customers’
expectations are met or exceeded, they experience positive disconfirmation, leading to satisfaction;
conversely, when expectations are not met, negative disconfirmation occurs, resulting in
dissatisfaction (Oliver, 1980). This framework is highly relevant to the study of sensory storytelling
and customer purchases as it provides insights into how businesses can manage customer
expectations to enhance satisfaction levels and improve overall market outcomes. By
understanding the dynamics of expectation versus reality, companies can tailor their offerings and
marketing strategies to better align with consumer anticipations, ultimately driving loyalty and
competitive advantage.

Assumptions of Sensory Marketing Theory

1. Customers have pre-existing expectations based on prior experiences, marketing
communications, and social influences.

2. The evaluation of a product or service is subjective and varies among individuals.

3. Satisfaction is a cognitive appraisal process where customers compare their expectations

with actual performance.

Implications of Sensory Marketing Theory

1. Businesses must manage customer expectations through effective communication and
marketing strategies to enhance satisfaction.

2. Understanding the disconfirmation process allows companies to identify areas for
improvement in their offerings.

3. Positive customer experiences can lead to repeat purchases and brand loyalty, thereby

improving market performance.

Empirical Review

Ojo and Adeyemi (2021) examined the impact of sensory storytelling on consumer behavior in the
Nigerian telecommunication sector. This study aimed to explore how sensory storytelling
influences consumer purchasing decisions within telecommunication firms in Nigeria. The
objectives included identifying the specific sensory elements that resonate with consumers,
assessing the effectiveness of storytelling as a marketing tool, and evaluating its impact on brand
loyalty among customers. The research employed a descriptive survey design targeting customers
of major telecommunication firms in Nigeria. The population consisted of 5,000 customers across
various demographics. A sample size of 400 respondents was selected using stratified random
sampling to ensure representation across different age groups and income levels. Data were
collected through structured questionnaires distributed both physically and online. Validity was
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established through expert reviews, while reliability was confirmed using Cronbach’s alpha,
yielding a coefficient of 0.87. The administration involved face-to-face interactions for physical
distribution and follow-ups via email for online responses. Data analysis utilized descriptive
statistics and regression analysis to determine relationships between sensory storytelling elements
and purchase behavior. The findings indicated that sensory storytelling significantly affects
consumer engagement and purchasing decisions, with visual and auditory elements being
particularly influential. Customers reported higher levels of emotional connection to brands that
utilized storytelling effectively, leading to increased brand loyalty and repeat purchases. The study
concluded that incorporating sensory storytelling into marketing strategies can enhance customer
experience and drive sales in the Nigerian telecommunications sector. It emphasized the need for
firms to invest in creative marketing approaches that leverage sensory experiences to connect with
consumers emotionally. It recommended that telecommunication companies develop
comprehensive marketing campaigns that integrate sensory storytelling techniques tailored to
their target audience’s preferences.

Ibeawuchi and Okeke (2022) carried out study on sensory storytelling as a catalyst for consumer
purchase decisions in Nigeria’s telecommunications market. This research aimed at examining how
sensory storytelling acts as a catalyst for influencing consumer purchase decisions specifically
within Nigeria’s telecommunications market. Objectives included evaluating consumer awareness
regarding sensory narratives used by telecom brands and determining their effect on decision-
making processes during purchases. Utilizing a correlational research design, this study surveyed a
population consisting of over 4,000 customers from various demographic backgrounds across five
major cities in Nigeria (Lagos, Abuja, Port Harcourt, Enugu, Kano). A sample size of 450
respondents was determined using simple random sampling techniques ensuring equal
opportunity for all demographics represented within the population framework. Data were
collected through questionnaires validated by experts (content validity) along with reliability
testing yielding an alpha score of 0.90 indicating high reliability levels; instruments were
administered both online via Google Forms and offline during community outreach programs
conducted by participating telecom firms. Data analysis involved correlation coefficients calculated
using Pearson’s r to assess relationships between variables. Findings indicated strong correlations
between effective use of sensory storytelling elements (such as visuals or sounds) by telecom
companies and increased likelihoods of purchase decisions made by consumers; notably emotional
engagement emerged as a significant factor influencing these outcomes. In conclusion, this study
affirmed that sensory storytelling is indeed an effective strategy for influencing consumer behavior
positively within the telecommunications industry. It recommended further investment into training
marketers on crafting compelling narratives that utilize diverse sensory inputs appealingly.

METHODOLOGY

This study adopted a correlational survey research design as the study seek to determine the
relationship between both variables under study. The population of the study consisted of 11
telecommunication firms in Port Harcourt. The study adopted a census population.

Table 1: Population of the Study

S/N FIRMS
MTN Nigeria

Airtel Nigeria

Glo (Globacom)

9mobile (formerly Etisalat Nigeria)
Starcomms

Visafone

Spectranet

Rivers State Government Communication Network (RSGCN)
Smile Communications

MainOne Cable Company

IPNX Nigeria

==
PRV NOUTAWN -
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Source: Nigeria Directory, 2024
3 Managers were selected from each firm multiplied 11 firms give us a total of 33 respondents
under study. Structured questionnaire instrument title “Sensory storytelling and customer
purchases” was developed on five-point likert scale. The questionnaire was independently
subjected to content and construct validity by two Lecturers in the Department of Management,
Faculty of Management Sciences, Ignatius Ajuru University of Education, Rivers State. The
corrections and suggestions of the validators were affected on the finale copy of the instrument.
The reliability of empirical measurement is indicated by the internal consistency, one of the most
commonly used indicators of internal consistency is Cronbach’s alpha coefficient. Questionnaire
item statements with Cronbach’s alpha reliability coefficient below the 0.70 threshold were
eliminated. The test-re-test method was used. 10 copies of the questionnaire instrument were
issue and some later same copies were issue through electronic media. The results were used in
computation using Cronbach’s alpha test of reliability.
Table 1: Reliability Statistics
Cronbach's Alpha N of Items

.702 2
Source: Researcher Computation via SPSS Version 25
The result of the Cronbach's Alpha reliability test indicates .702 which is above .70 which implies

that the items are reliable. The primary data for this study were generated through questionnaire.
hypotheses were tested using Pearson product moment correlation on SPSS.

Data Analysis
Hoi: There is no significant relationship between visual storytelling and impulse purchase of
telecommunication firms in Port Harcourt.
Table 1: Correlations on Visual Storytelling and Impulse Purchase

Visual
storytelling Impulse purchase
Visual storytelling Pearson Correlation 1 442"
Sig. (2-tailed) .010
N 33 33
Impulse purchase Pearson Correlation 442" 1
Sig. (2-tailed) .010
N 33 33

*, Correlation is significant at the 0.05 level (2-tailed).
Table 1 Correlations on visual storytelling and impulse purchase revealed there is a significant
relationship between visual storytelling and impulse purchase of telecommunication firms in Port
Harcourt, Rivers State where P. .442 = .010 leading to the acceptance of alternate hypothesis:
There is a significant relationship between visual storyteling and impulse purchase of
telecommunication firms in Port Harcourt, Rivers State.

Hoz2: There is no significant relationship between auditory storytelling and seasonal purchase of
telecommunication firms in Port Harcourt.

Table 2: Correlations on Auditory Storytelling and Seasonal Purchase

Auditory Seasonal
storytelling purchase
Auditory storytelling Pearson Correlation 1 .745™
Sig. (2-tailed) .000
N 33 33
Seasonal purchase  Pearson Correlation .745™ 1
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Sig. (2-tailed)
N
**_Correlation is significant at the 0.01 level (2-tailed).
Table 2: Correlations on auditory storytelling and seasonal purchase revealed that there is a
significant relationship between auditory storytelling and seasonal purchase of telecommunication
firms in Port Harcourt, Rivers State where P. .745 = .000 leading to acceptance of alternate
hypothesis:  There is a significant relationship between auditory storytelling and seasonal
purchase of telecommunication firms in Port Harcourt, Rivers State.

.000 ‘
33

33

Discussion of Findings

Table 1 Correlations on visual storytelling and impulse purchase revealed there is a significant
relationship between visual storytelling and impulse purchase of telecommunication firms in Port
Harcourt where P. .442 = .010 leading to the acceptance of alternate hypothesis: There is a
significant relationship between visual storytelling and impulse purchase of telecommunication
firms in Port Harcourt. Similarly, Ojo and Adeyemi (2021) examined the impact of sensory
storytelling on consumer behavior in the Nigerian telecommunication sector. The research
employed a descriptive survey design targeting customers of major telecommunication firms in
Nigeria. The population consisted of 5,000 customers across various demographics. A sample size
of 400 respondents was selected using stratified random sampling to ensure representation across
different age groups and income levels. Data were collected through structured questionnaires
distributed both physically and online. Validity was established through expert reviews, while
reliability was confirmed using Cronbach’s alpha, yielding a coefficient of 0.87. The administration
involved face-to-face interactions for physical distribution and follow-ups via email for online
responses. Data analysis utilized descriptive statistics and regression analysis to determine
relationships between sensory storytelling elements and purchase behavior. The findings indicated
that sensory storytelling significantly affects consumer engagement and purchasing decisions, with
visual and auditory elements being particularly influential. The study concluded that incorporating
sensory storytelling into marketing strategies can enhance customer experience and drive sales in
the Nigerian telecommunications sector. It recommended that telecommunication companies
develop comprehensive marketing campaigns that integrate sensory storytelling techniques
tailored to their target audience’s preferences.

Table 2: Correlations on auditory storytelling and seasonal purchases revealed that there is a
significant relationship between auditory storytelling and seasonal purchase of telecommunication
firms in Rivers State where P. .745 = .000 leading to acceptance of alternate hypothesis: There is
a significant relationship between auditory storytelling and seasonal purchase of
telecommunication firms in Port Harcourt. Also, Ibeawuchi and Okeke (2022) carried out study on
sensory storytelling as a catalyst for consumer purchase decisions in Nigeria’s telecommunications
market. Utilizing a correlational research design, this study surveyed a population consisting of
over 4,000 customers from various demographic backgrounds across five major cities in Nigeria
(Lagos, Abuja, Port Harcourt, Enugu, Kano). A sample size of 450 respondents was determined
using simple random sampling techniques ensuring equal opportunity for all demographics
represented within the population framework. Data were collected through questionnaires
validated by experts (content validity) along with reliability testing yielding an alpha score of 0.90
indicating high reliability levels; instruments were administered both online via Google Forms and
offline during community outreach programs conducted by participating telecom firms. Data
analysis involved correlation coefficients calculated using Pearson’s r to assess relationships
between variables. Findings indicated strong correlations between effective use of sensory
storytelling elements (such as visuals or sounds) by telecom companies and increased likelihoods
of purchase decisions made by consumers; notably emotional engagement emerged as a
significant factor influencing these outcomes. In conclusion, this study affirmed that sensory
storytelling is indeed an effective strategy for influencing consumer behavior positively within the
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telecommunications industry. It recommended further investment into training marketers on
crafting compelling narratives that utilize diverse sensory inputs appealingly.

CONCLUSIONS
The study concluded that sensory storytelling significantly influences customer purchases of
telecommunication firms in Port Harcourt, Rivers State.

RECOMMENDATIONS

1. Telecommunication firms should focus on improving the visual storytelling of their
customers by streamlining purchasing processes, offering competitive pricing, and ensuring
efficient customer service.

2. Telecommunication firms should develop strategies to foster emotional connections with
their customers.
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