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Abstract 3 

Limited scholarly studies have been conducted on transit advertising in general, 4 

but even more so in South Africa. The purpose of the current study was to 5 

examine commuters’ cognitive responses to minibus taxi advertising by 6 

measuring their: (1) noting of minibus taxi advertising; and (2) recall of 7 

elements in minibus taxi advertisements. A survey was administered by trained 8 

fieldworkers to a quota-based sample of 398 regular minibus taxi commuters at 9 

a major taxi rank in Mbombela, Mpumalanga, South Africa. The results 10 

revealed that minibus taxi advertising has the potential to attract commuters’ 11 

attention, since the vast majority of the respondents regularly note 12 

advertisements on passing minibus taxis. The findings also revealed that some 13 

sub-groups in the sample demonstrated different cognitive responses. It was 14 

furthermore found that the commuting respondents typically recalled visual 15 

cues, colours and branding elements of minibus taxi advertising. The unique 16 

contribution of the study is that it is one of the first to examine the effectiveness 17 

of minibus taxi advertising media on a cognitive level. Thus, from an industry 18 

perspective, the study can guide marketers, advertisers and managers in 19 

grasping minibus taxi advertising in order to make more effective use of this 20 

unique out-of-home (OOH) advertising media platform for their advertising 21 

purposes. 22 
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Introduction  25 

South Africa is one of the countries with the longest commuting time in the world (De 26 

Villiers 2019), with commuters spending an average of 84 minutes each week day in 27 

transit (Lam 2017). Traffic congestion has been increasing persistently in cities across 28 

South Africa over the past decade (De Villiers 2019). This continuous escalation of time 29 

spent in roadside environments presents an opportunity for transit advertising. 30 

Furthermore, infrastructural advances, such as modern transportation centres, upgraded 31 

airports, formalisation of taxi ranks nationally, the new high-class Gautrain and the Bus 32 

Rapid Transport (BRT) system have resulted in an even wider choice of transit 33 

advertising opportunities (Provantage 2020; Transitads 2020). Globally, transit 34 

advertising is the fastest growing out-of-home (OOH) platform at 6.67% (Technavio 35 

2020) and is expanding across the African content that is experiencing a formalisation 36 

of transit environments (Babst, Roux and De Jager 2020). This article reports on a study 37 

that focused specifically on minibus taxi advertising.  38 

Within the OOH advertising category, minibus taxi advertising offers the highest reach, 39 

with 78% of commuters noting a branded taxi in an average week (Provantage 2020). 40 

Minibus taxis are the prime transport method for the average South African, 41 

representing the vast majority (70%) of transport in the country (Transaction Capital 42 

2018). Minibus taxis are also the most widely used (75%) mode of transport to work, 43 

schools and universities in South Africa (Wasserman 2019). Almost 85% of taxi 44 

commuters are household purchase decision-makers and are the consumers most likely 45 

to engage with advertising messaging, whether commuting or waiting for taxis (Wilson 46 

2017). Numerous well-known brands (e.g. Ackermans, Pep, FNB, Grandpa, Golden 47 

Cloud, Castle Beer, McDonald’s, MTN, Shoprite, Samsung) use transit advertising to 48 

launch new offerings, and to reinforce their brand message and sponsorships (Wilson 49 

2017). It is evident that there is ample opportunity for businesses to use minibus taxi 50 

advertising to engage and reinforce their advertising messages – and even to entertain 51 

commuters.  52 

Despite the potential of the transit advertising medium, it has received limited attention 53 

in the academic field. Minibus taxi advertising is considerably more appreciated by 54 

practitioners than by academics. OOH is described in detail when reviewing 55 

contemporary advertising media alternatives in widely used international and South 56 

African marketing communication textbooks (e.g. Andrews and Shimp 2018; Arens, 57 

Weigold and Arens 2016; Belch and Belch 2018; Du Plessis, Cook and Van Heerden 58 

2012; Koekemoer 2010; Moriarty, Mitchell and Wells 2015). 59 

Furthermore, authors aiming to bridge the academic-practitioner gap offer some 60 

theoretical and industry perspectives regarding different contemporary OOH 61 

advertising platforms (e.g. Roux 2018a; 2019; Roux and Van der Waldt 2014; 2016). 62 

However, the features and potential of taxis as a transit advertising medium seem to be 63 

disregarded, highlighting the fact that the possible impact or effectiveness of this 64 

medium is not yet fully understood by students or academics in the field. 65 
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Advertising effectiveness means that it can move consumers through distinct buyer 66 

response steps. Rossiter and Percy (2017) classify these responses on three levels, 67 

specifically: (1) a cognitive level (e.g. exposure to obtaining brand awareness or 68 

processing); (2) an affective level (e.g. by creating positive attitudes towards the 69 

advisement or advertised brand using transformational advertising); and (3) a conative 70 

level (e.g. inducing brand purchase behaviour or other purchase-related actions). These 71 

steps or stages form the basis of influential hierarchal models explaining marketing and 72 

advertising effectiveness, such as Strong’s (1925) attention or awareness, interest, desire 73 

and action (AIDA) model; Colley’s (1961) defining advertising goals for measured 74 

advertising results (DAG-MAR) model; McGuire's (1978) information-processing 75 

model (IPM); Petty, Cacioppo and Schumann’s (1983) elaboration-likelihood model 76 

(ELM); and Barry and Howard’s (1990) cognitive-affective-conative (CAC) model. 77 

The current study focused on commuters’ responses to minibus taxi advertising on a 78 

cognitive level. Cognitive responses occur when consumers note and process 79 

information about a product/service (Naeem and Li 2011). 80 

Past research reports OOH media platforms to be particularly effective in obtaining 81 

cognitive responses due to their ability to deliver mass exposure and high frequency 82 

(Bhargava, Donthu and Caron 1994; Donthu, Cherian and Bhargava 1993; Fortenberry 83 

and McGoldrick 2019; Roux 2016; Van Meurs and Aristoff 2009). Similar findings 84 

have been reported for static transit advertising mediums, such as subway advertising 85 

in Hong Kong (Chan and Fung 2013) and airport advertising in New York (Wilson and 86 

Till 2008). A few others examined mobile transit advertising effectiveness, such as 87 

commuters’ aided and unaided recall of exterior bus advertising (Prendergast and Hang 88 

1999); tourists’ processing of shuttle bus advertising messages (Ngan and Yang 2019); 89 

urban residents’ views regarding taxicab advertising (Veloutsou and O’Donnell 2005); 90 

young upmarket consumers’ attitudes towards branded motor vehicles (Roux 2018b); 91 

and information spreading via public transport vehicles in an urban setting (Małecki, 92 

Jankowski and Szkwarkowski 2019). 93 

These past studies indeed offer valuable insight regarding the effectiveness of the 94 

different static transit and mobile transit media. However, very little research has been 95 

done in South Africa on the cognitive effects of minibus taxis as a transit advertising 96 

medium. The current study aimed to overcome this gap by examining commuters’ 97 

cognitive responses to minibus taxi advertising by measuring their: (1) noting of 98 

minibus taxi advertising; and (2)) recall of key components of minibus taxi 99 

advertisements. 100 

The following section reviews the relevant theory; then the research methodology is 101 

presented; and the findings are discussed. The article concludes with a discussion on the 102 

theoretical and managerial implications for future research. 103 
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Literature Review 104 

Transit Advertising as an Out-of-Home Media Platform 105 

The marketing communication mix consists of advertising, personal selling, sales 106 

promotion, publicity and direct and digital marketing (Kotler and Keller 2016). The 107 

focus of the study was on minibus taxi advertising as a specific type of OOH advertising. 108 

Traditional advertising has been the dominant marketing communication medium for 109 

many years (Andrews and Shimp 2018). Reduced traditional advertising efficacy, due 110 

to the impact of commercial clutter and media fragmentation, has driven the advertising 111 

industry to find alternative ways to reach the consumer (De Canha, Ewing and 112 

Tamaddoni 2020). One way is to use alternative media, such as OOH and transit 113 

advertising (Roux 2018a). According to the Out-of-Home Advertising Association of 114 

America (OAAA 2020), OOH advertising incorporates all media formats that reach 115 

people when they are outside of their homes. Contemporary OOH advertising does not 116 

only include outdoor media, but encompasses a variety of other delivery modes, such 117 

as transit advertising, skywriting advertisements, advertisements on blimps, and 118 

advertising at special venues (Andrews and Shimp 2018). Thus, OOH advertising can 119 

be virtually any blank surface used as a channel for delivering advertising messages. 120 

Out-of-home advertising media in South Africa comprises four major OOH media 121 

platforms (Roux, Van der Waldt, and Ehlers 2013), namely: (1) outdoor advertising in 122 

the form of billboards next to major roads and highways; (2) street-and-retail-furniture 123 

media used by advertisers to reach audiences closer to the point-of-purchase, either on 124 

street-furniture (e.g. dustbins, street-lamp poles, park benches) or retail-furniture (e.g. 125 

escalators, restrooms, shopping trolleys); (3) alternative OOH advertising media that 126 

include both digital and ambient OOH advertising executions, where the medium itself 127 

conveys the message utilising the environment and its elements (e.g. public fountains, 128 

urinals) to elicit consumer surprise; and (4) transit media advertising that involves 129 

branding either on or inside moving transit (e.g. buses, taxis, trains, aeroplanes, trailers 130 

and trucks) and static transit media (e.g. airport terminals, taxi ranks, bus stations and 131 

train stations) (Babst, Roux and De Jager 2020). 132 

Advertising on transit media offers extensive reach and recurring exposure to 133 

inhabitants employed in major metropolitan areas (Veloutsou and O’Donnell 2005), 134 

since commuters usually travel the same routes to work daily relying on the same mode 135 

of transport. This allows for continued and habitual exposure to brand messages on 136 

transit advertising media. Similarly, minibus taxi advertising can be used to reach the 137 

mass market commuting daily to and from major metropolitan areas. These commuters 138 

form a captive audience while waiting at train stations, bus stops or taxi ranks, and 139 

travelling to their destinations. Thus, they have more time to notice and be discerning 140 

about their surroundings, compared to driving speedily past outdoor advertising boards 141 

that are often not visible to commuters inside a vehicle (Roux, Van der Waldt and Ehlers 142 

2013). Transit advertising can also be applied innovatively to deliver a relevant 143 
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advertising message directly to a wide diversity of commuters, where outdoor 144 

advertising may either be prohibited or not as effective (Wilson 2017). 145 

However, the range of distracting stimuli and consumers’ inattentive minds in the busy 146 

transit environment introduces some challenges to advertisers that have to compete for 147 

attention (Wilson and Till 2008). As transit advertising evolves in terms of appeal and 148 

available formats, its use increases along with advertising clutter. Furthermore, 149 

travellers may be involved in actions or media consumptions which may inhibit their 150 

exposure to and processing of advertising communications. It is also challenging for 151 

businesses to use transit media to attract the attention of exhausted and unresponsive 152 

commuters too absorbed in their own thoughts to take in communication (Roux 2018a). 153 

Minibus Taxi Advertising 154 

The focus of the current study was on minibus taxi advertising, that is, a specific type 155 

of transit advertising medium where advertising is affixed to either the interior or 156 

exterior of a minibus taxi (see Figure 1).  157 

Figure 1: Exterior minibus taxi advertising  158 

Minibus taxis are the most viewed OOH advertising channel in South Africa as well as 159 

the transport method used by the majority of the South African population (Wasserman, 160 

2019). Minibus taxi commuters are typically lower- and middle-income consumers, 161 

while private transport users using cars are higher-income consumers (Sicetsha 2020). 162 

This emerging black middle class more than doubled between 2004 and 2013 and grown 163 

from 1.7 to 6 million over the five years since 2018 (Korhonen 2018). 164 

In South Africa, minibus taxis are the most used mode of transport in urban areas. 165 

Taxicabs used in developed countries are rather different in comparison to minibus taxi 166 

in the developing countries. Commuters relying on taxicabs for transport are typically 167 

higher-income consumers and the taxicabs transport only one or a few passengers at a 168 
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time (Veloutsou and O’Donnel 2005). The minibus taxi industry is not part of the public 169 

transport sector, but carries the vast majority of South Africa’s commuters at present, 170 

which mainly consists of the black emerging market (Provantage 2020). Minibus taxis 171 

transport up to 16 passengers (Transaction Capital 2018), whereas smaller taxis 172 

transporting only a few passengers are used in other European countries. Minibus taxi 173 

commuters spend an extended time in a confined environment where they can be 174 

exposed to taxi advertising media. The commuters often leave home early and return 175 

home late, which allows little time for traditional media exposure.  176 

Previous Research on Transit Advertising Media  177 

The limited research found on transit advertising media can be classified in three key 178 

topical areas. The first area entails content analysis aimed at examining the presence of 179 

advertisements for potentially harmful products or behaviour (e.g. alcohol, cigarettes 180 

and undesirable driving behaviour) and content (e.g. violence) within public transit 181 

systems and motor vehicle advertisements (e.g. Donovan, Fielder and Ouschan 2011; 182 

Fullwood 2018; Goldfarb and Tucker 2011). This area falls outside the scope of the 183 

current study, which focused on the effectiveness of transit advertising and will thus not 184 

be discussed. The other areas examined the factors influencing the effectiveness of 185 

transit advertising. Some investigated fixed or static transit advertising types (e.g. 186 

airport terminal board or posters inside a subway), while others examined mobile transit 187 

advertising types (e.g. buses or taxis wrapped in advertising, branded motor vehicles) 188 

as seen in Table 1.  189 

Table 1: Previous studies on the effectiveness of transit advertising 190 

Author/s Study 

description 

Methodology Model/Theory Key findings 

Fixed transit advertising 

Wilson and 

Till (2008)  

To explore the 

effectiveness 

of airport 

advertising  

Three studies 

ethnographic, 

recognition and 

recall surveys 

with 100 people 

Message 

Response 

Involvement  

Characteristics 

of the 

advertisement 

and execution 

styles impact 

recognition and 

recall 

differently. 

Chan and 

Fung (2013)  

To examine 

awareness of 

subway 

advertisements 

and influence 

of 

demographic 

variables and 

frequency of 

travelling 

Interview 

administrated 

surveys to 408 

respondents 

guided by 

selected 

advertisements  

Ability of 

outdoor 

advertising to 

create brand 

awareness and 

recall 

Positive 

attitudes 

toward subway 

advertising. 

Advertisements 

with creative 

ideas increase 

level of 

attention paid. 
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Mobile transit advertising 

Prendergast 

and Hang 

(1999) 

To examine 

the 

effectiveness 

of the 

advertisements 

on buses  

Interview 

administrated 

surveys with 

100 Hong Kong 

commuters 

Outdoor 

advertising 

Exposure to 

and recall are 

relatively high. 

Level of 

involvement 

and attitudes 

towards 

advertising 

influence 

effectiveness. 

Veloutsou and 

O’Donnell 

(2005) 

To investigate 

the 

perceptions 

towards transit 

advertising  

Survey with 425 

people living in 

two cities and 

one rural area in 

Scotland 

Attitudes 

towards 

advertising 

Contact with 

the medium, 

region and 

attitudes 

towards 

advertising 

influence the 

level of noting. 

Roux (2018b) To examine 

the 

effectiveness 

of branded 

motor vehicles 

as an 

advertising 

medium with 

target young 

adult 

consumers 

Survey 

administered to 

a random 

sample of 300 

students  

Attitudes 

towards 

advertising  

Positive 

correlation 

between recall 

and attention 

paid to 

advertising on 

private motor 

vehicles; 

between 

attitudes 

towards 

advertising on 

cars and recall. 

Małecki, 

Jankowski 

and 

Szkwarkowski 

(2019) 

Modelling of 

the 

information-

spreading 

processes 

initiated by 

transit 

advertising 

within an 

urban space 

Experimentation 

to evaluate 

classical and 

graph cellular 

automata 

models and a 

coverage 

analysis of 

transit 

advertising 

based on tram 

lines  

No advertising 

theory, but 

some literature 

on information 

spreading in 

offline and 

online 

environments 

is presented 

 

The results 

demonstrated 

how the 

number of lines 

affects the 

performance in 

terms of 

coverage 

within an urban 

space and the 

differences 

between the 

proposed 

models. 
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Ngan and 

Yang (2019) 

To examine 

the value of 

tourist shuttle 

bus 

advertising for 

the corporate 

brand image 

of gaming and 

hospitality 

operators 

Web-based 

survey  

Self-

administered 

questionnaires 

to 595 tourists 

visiting Macao 

Message 

Response 

Involvement 

Corporate 

brand equity is 

influenced by 

consumers’ 

motivation and 

ability to 

process 

information. 

 

 191 

Static Transit Advertising 192 

Static transit advertising placed in locations with longer dwelling time, such as travellers 193 

waiting at an airport or people waiting for a bus at a subway will typically result in more 194 

time being available for people to notice messaging (Chan and Fung 2013; Wilson and 195 

Till 2008). This section reviews empirical evidence regarding the opportunity to 196 

cognitively process static advertising, such as those placed in airports and subway 197 

stations.  198 

Wilson and Till (2008) investigated the effectiveness of airport advertising at LaGuardia 199 

Airport, New York City, by means of an ethnographic observation method as well as 200 

recognition and recall surveys among passengers. The results revealed that airport 201 

advertisements located away from security checkpoints are noticed more frequently. 202 

Passengers heading to the gate and those who walk by themselves notice advertisements 203 

more than passengers walking in groups. Of the passengers who do notice 204 

advertisements in the concourse, very few spend more than one to three seconds viewing 205 

the advertisement. It also revealed that the use of fewer words and a unique size or 206 

advertisement format are important to generate a higher recall of the advertised brand. 207 

The study confirmed that transit advertising exposure and recall rates are significantly 208 

related to the location and repetition of advertisements.  209 

Chan and Fung (2013) intercepted and surveyed 400 pedestrians at the exit of a subway 210 

in Hong Kong regarding selected advertisements found in this transit environment. 211 

Relatively positive attitudes toward subway advertising were found. The findings of the 212 

study furthermore established that the noting of subway advertising messages is higher 213 

than that of outdoor advertising. Messages with creative executions and vivid colours 214 

obtained higher levels of attention. These findings imply that a captive transit 215 

environment and repetitive daily exposure to commuters travelling to work and home 216 

enhance viewers’ ability to process and recall information presented by this type of 217 

static transit advertising media. 218 
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Mobile Transit Advertising 219 

With mobile transit advertising, commuters are moving in one direction and 220 

advertisements possibly in another direction, so the time of exposure to the message is 221 

usually very brief and the likelihood of taking notice of a message is relatively low 222 

(Wilson and Till 2008, 60). The following section reviews past studies on this type of 223 

transit advertising, while also focussing on cognitive differences found between 224 

demographical segments.  225 

Veloutsou and O’Donnell (2005) examined the effectiveness of taxicab advertising by 226 

identifying constructs that might contribute to the effectiveness of taxicab advertising, 227 

such as the perceived degree of exposure and overall attitudes and feelings towards taxi 228 

advertising. They investigated the phenomenon of taxi advertising from the perspective 229 

of commuters in Scotland (Glasgow and Edinburgh) and attempted to benchmark it 230 

against other OOH advertising media types. The study confirmed that OOH advertising 231 

has a high reach, the majority of the respondents indicated exposure to and noticing the 232 

major types of OOH advertisements. Significant differences in exposure to taxicab 233 

advertising between the different groups sampled in the study were established. Higher 234 

exposure was measured for men, the well-educated and those from cities compared to 235 

women, the less educated and those living outside the city.  236 

Prendergast and Hang (1999) focused specifically on the effectiveness of exterior bus 237 

advertising in Hong Kong. The main objectives of the study were to measure 238 

consumers’ recall of exterior bus advertisements; to identify which products or services 239 

consumers consider appropriate for exterior bus advertising; and to identify whether or 240 

not consumer involvement with products being advertised and their attitudes towards 241 

advertising in general are related to the effectiveness of exterior bus advertising. The 242 

results showed that the recall of exterior bus advertisements is relatively high, but that 243 

it is significantly influenced by the mobility of the audience. The advertising was 244 

accurately recalled 52% of the time by the captive commuters waiting for the bus; 35% 245 

of the time by pedestrians and only 4% by drivers. This suggests that mobile commuters 246 

(walking or driving) have fewer cognitive or mental resources than captive commuters 247 

(standing or waiting). Attitudes towards advertising and the level of involvement with 248 

the advertised product were significantly related to the effectiveness of exterior bus 249 

advertising. The results also showed that the exposure rates were significantly related 250 

to various demographic variables, especially gender and employment level. Employed 251 

male commuters reported a higher rate of exposure than females or those unemployed. 252 

In a more recent study, Roux (2018b) investigated the factors that influence the 253 

effectiveness of branded motor vehicles as a transit advertising medium among the 254 

student segment of young adult consumers. A survey was conducted among a random 255 

sample of 300 students at three of the largest residential universities in South Africa. 256 

The results indicated that there is a positive correlation between recall and attention paid 257 

to advertising on private motor vehicles; between attitudes towards advertising on cars 258 

and the recall thereof; and consumers’ general attitude towards advertising and their 259 
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attitude towards advertising on private motor vehicles. It also revealed that advertising 260 

on private motor vehicles does not go unnoticed by young adult consumers. The findings 261 

also implied that the medium is more effective when the respondents have a more 262 

positive attitude towards advertising in general. 263 

Ngan and Yang (2019) relied on self-administered questionnaires distributed to 595 264 

tourists visiting Macao in China to determine the effectiveness of tourist shuttle bus 265 

advertising when used by gaming and hospitality operators. The findings revealed that 266 

the effectiveness depends on the consumers’ motivation and ability to process 267 

information displayed on the outside of the busses. Executional cues, such as attractive 268 

designs of the messages, increased consumers’ motivation to process the advertising 269 

messages. 270 

Małecki, Jankowski and Szkwarkowski (2019) conducted experimental research to 271 

model the spread of information via transit media in the large city of Szczecin in Poland. 272 

Cellular automata and geographic information systems were examined to forecast the 273 

spread of information dissemination via public transport vehicles and further 274 

propagation by people who had seen the advertisement. The study established that 275 

sufficient effect is achieved by advertising on three to five lines serviced by trams in 276 

different areas of a city that have common intersection points in the centre.  277 

These studies that reviewed mobile transit advertising accentuated the importance of 278 

designing effective executional cues for commuters displaying different mobility 279 

patterns. They also highlighted the need to be consumer centric by understanding 280 

commuters’ unique characteristics, commuting patterns, motivation, involvement and 281 

decision-making processes related to the advertised product or service. The studies 282 

confirmed the geographical flexibility and ability of mobile transit advertising to bring 283 

the advertisers’ message directly to the consumer via different formats. They also 284 

revealed that exposure rates and subsequent processing could differ between different 285 

demographical groups. 286 

Cognitive Responses to Advertising 287 

Advertising can be aimed at consumers’ responses on cognitive, affective and conative 288 

levels (Barry and Howard 1990). Previous studies have confirmed that OOH advertising 289 

media, such as billboards (Bhargava, Donthu and Caron 1994; Donthu, Cherian and 290 

Bhargava 1993; Fortenberry and McGoldrick 2019) and posters (Van Meurs and 291 

Aristoff 2009), are significant in activating cognitive consumers’ responses. However, 292 

they failed to examine the effect of minibus taxi advertising on consumers. The current 293 

study focused on commuters’ responses to minibus taxi advertising on a cognitive level. 294 

Cognitive consumer responses, such as noting and recall, reflect the early stages of the 295 

advertising hierarchies of effects. A number of prominent advertising models 296 

commence with responses on a cognitive level, including Strong’s (1925) AIDA model, 297 

Colley’s (1961) (DAG-MAR) model, and Barry and Howard’s (1990) CAC model.  298 
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The moving nature of transit advertising (including taxis) and the mobility of the 299 

audience make it challenging to activate cognitive consumer responses such as noting 300 

and recall of advertising messages. Advertisers therefore need to understand the 301 

requirements for designing messages to communicate its intent in a very short period. 302 

Past research studies support the notion that fewer words work better to ensure 303 

processing (Bhargava, Donthu and Caron 1994; Donthu, Cherian and Bhargava 1993; 304 

Roux 2018 b; Wilson and Till 2008). Prendergast and Hang (1999, 33) found that 305 

designing advertisements placed on mobile transit media to be colourful, interesting and 306 

incorporating some unique features increases the noting and recall of messages. This 307 

was confirmed by Klerkx and Van Meurs (2009) who found that strong simple visuals 308 

and colours in an OOH context with limited processing time have significant influence 309 

on successful results.  310 

Levels of noting are often used to evaluate the effectiveness of advertising or 311 

components of an advertising message, such as size, colour, headings, visuals or 312 

slogans. The theory is that memorable advertisements, placed in a medium at the right 313 

time and place, would probably be most effective (Roux 2018b). The current study 314 

examined consumers’ recall of the following key elements in minibus taxi 315 

advertisements: visuals, colours, branding and textual information. 316 

Methodology 317 

A descriptive survey research design was used in the study. The purpose of descriptive 318 

research is to address the primary objective by providing a broad overview of a sample 319 

of a large population (Wiid and Diggines 2015). The following sections present the data 320 

collection, sampling procedures and measuring instrument applied as well as how 321 

reliability and validity were addressed in the study design. 322 

Data Collection and Sampling  323 

The target population for this descriptive research study consisted of regular commuters 324 

commuting with minibus taxis to and from a major taxi rank in Mbombela, 325 

Mpumalanga. South Africa. A descriptive research design was applied in the study, 326 

which is typically concerned with determining the frequency with which a phenomenon 327 

occurs or the relationship between two variables (Iacobucci and Churchill 2010). 328 

McDaniel and Gates (2010) assert that descriptive research is necessary when the 329 

knowledge of a particular market or marketing aspect is lacking. Therefore, a descriptive 330 

research design was appropriate since there is a lack of knowledge regarding the 331 

cognitive effects of minibus taxi advertising aimed at the expanding emerging black 332 

middle class in South Africa. 333 

A sampling frame describes the target population and can either be an explicit list of 334 

individuals that are eligible for inclusion in the sample or a set of directions that identify 335 

the target population (Van Rensburg 2005). A description of a sample element served 336 
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as a reference guide in identifying commuting respondents. The Mbombela taxi rank is 337 

used by a demographically diverse and economically active group of commuters, 81% 338 

of whom fall within the middle-income bracket (ComutaNet 2015). Commuters are 339 

transported through this rank to the remote parts of Mpumalanga, such as Kanyamazane, 340 

Waterval-Boven, Machadodorp and Ngodwana. This major taxi rank also provides 341 

transport to Barberton, Hazyview, Sabie, Johannesburg, Pretoria, Maputo, Mozambique 342 

and Mbabane in Swaziland. Close to 300 000 commuters pass through this rank daily 343 

(ComutaNet 2015). 344 

Non-probability quota sampling was applied to produce a sample of the population that 345 

are reasonably representative, as it mirrors the population (Saunders et al. 2019). Non-346 

probability quota sampling is a combination of convenience and judgement sampling, 347 

of which the former is drawn from a section of the population that is readily accessible 348 

or available. It can, for example, be where respondents at the same place at the same 349 

time stand a chance to be selected for a survey (Wiid and Diggines 2015). According to 350 

McDaniel and Gates (2010), judgement sampling is applied to sample where the 351 

selection criteria are based on the researcher’s judgement of what constitutes a 352 

representative sample. Thus, the sample members (regular commuters at Mbombela taxi 353 

rank) were chosen on the basis of being available or accessible during commuting times. 354 

Trained interviewers conducted the fieldwork under close supervision (see Figure 2). 355 

Figure 2: Data collection at the mini-bus taxi rank 356 

Respondents who passed the data collection point at or close to the selected taxi ranks 357 

were screened to ensure they were regular minibus taxi commuters and invited to 358 

participate in the study. Data was collected after the workers informed the commuters 359 

about the requirements and their rights regarding anonymity and voluntary participation. 360 
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A total of 450 respondents were selected based on the envisaged quota to represent the 361 

demographic profile of commuters; however, 52 questionnaires were found incorrect 362 

owing to survey errors, which reduced the total sample size to 398 (N = 398). The 363 

sample size for the study was guided by past studies on transit advertising (Veloutsou 364 

and O’Donnell 2005).  365 

Measuring Instrument 366 

The surveys, consisting of structured questions, based on the scales of Veloutsou and 367 

O’Donnell (2005) and Prendergast and Hang (1999) were used as basis for the study, 368 

but had to be adapted for the South African market and advertisements as guide by the 369 

study of Roux (2018b). The adaptation was done in consultation with a media expert. 370 

A five-point Likert scale served to measure respondent’s level of noting of minibus taxi 371 

advertising. Recall of elements in minibus taxi advertisements were measured by means 372 

of a dichotomous response scale and visual stimuli in the form of photos of minibus taxi 373 

advertisements and media. The final part of the questionnaire, namely the demographic 374 

characteristics of the sample, was collected using nominal and ordinal scales. 375 

Noting is one of the most widely used measures of advertising effectiveness. It has been 376 

applied to measure the effectiveness of several OOH advertising media types 377 

(Bhargava, Donthu and Caron 1994; Donthu, Cherian and Bhargava 1993), including 378 

transit advertising media (Baack, Wilson and Till 2008; Chan and Fung 2013; 379 

Prendergast and Hang 1999; Wilson and Till 2008). Furthermore, relatively low levels 380 

of attentiveness were reported in studies focussing on transit advertising (Prendergast 381 

and Hang 1999; Veloutsou and O’Donnell 2005). 382 

Advertising is typically aimed at two basic types of brand awareness, involving 383 

recognition and recall, respectively (Rossiter and Percy 2017). The current study 384 

focused on the measurement of unaided recall or noting of advertising and components 385 

of minibus taxi advertisements. Unaided recall refers to where a person is asked to 386 

remember information without assistance, in other words, in a spontaneous manner. 387 

Previous studies reported inconclusive results regarding demographical differences with 388 

regard to cognitive responses to OOH advertising. Prendergast and Hang (1999) 389 

established a higher level of attention paid to bus advertising by males compared to 390 

females. Wilson and Till (1999) report that frequent users of transport have a higher 391 

noting of advertising compared to those travelling occasionally. Lehmann and 392 

Shemwell (2011) tested the effectiveness of different print layouts in posters (visuals 393 

compared to textual, colour compared to non-colour) and found that neither age nor 394 

gender influences the relative effectiveness of this alternative type of OOH advertising. 395 

Interestingly, it also found that poster layout using copy is more effective than using 396 

visuals. The current study sought to determine whether significant differences exist 397 

between commuting respondents’ cognitive responses to advertisements on minibus 398 

taxis and demographical variables. 399 
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The data was analysed using the IBM Statistical Package for the Social Sciences (SPSS 400 

Version 25 for Windows). The data was subjected to descriptive statistics utilising 401 

minimum, maximum, mean, standard deviation as well as hypotheses testing via the 402 

Mann-Whitney U (M-W U) test and Kruskal-Wallis (K-W) test chi-square. 403 

Validity and Reliability 404 

Validity refers to whether the measurement scale measures what it is supposed to 405 

measure and whether it yields consistent answers (Iacobucci and Churchill 2010, 257). 406 

Validity was ensured by using a questionnaire based on a research instrument used in 407 

similar previous studies (Prendergast and Hang 1999; Roux 2018b; Veloutsou and 408 

O’Donnell 2005), to obtain input from practitioners in transit advertising media and 409 

feedback from selected respondents before data collection. Pre-testing was conducted 410 

with 20 commuters who make use of minibus taxis as their major form of transport, 411 

which is a suitable number according to (Saunders, Lewis and Thornhill 2019).  412 

Measurement errors, often associated with non-probability sampling (Wiid and 413 

Diggines 2015), were minimised in the following ways: questionnaire design errors 414 

were prevented by using an existing instrument as basis for constructing the 415 

questionnaire; a pilot study was conducted to test the questionnaire; cross-checking, 416 

computer checks and pre-coding were used to avoid coding; and data capturing errors 417 

and commuting respondents’ errors were addressed. Interviewer errors were limited by 418 

using a structured questionnaire and a detailed training manual.  419 

Results 420 

The demographic and commuting profile of the survey sample is shown in Table 2.  421 

Table 2: Demographic characteristics of the survey sample (N = 398) 422 

Demographic 

characteristics 

N 

 

Percentage distribution 

Gender   

Male 197 495 

Female 21 50.5 

Total 398 100.0 

Age group Male Female Total Male Female 

18–20 years 45 49 94 47.9 52.1 

21–30 years 49 47 96 51.0 49.0 

31–40 years 38 38 76 50.0 50.0 

41–50 years 37 36 73 50.7 49.3 

50+ years 28 31 59 47.5 52.5 

Total 197 201 398 49.5 50.5 

 423 
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Employment status Male Female Total Male Female 

Working 4–5 days a 

week 

121 92 213 56.8 43.2 

Working less than 4 

days a week 

76 109 185 41.1 58.9 

Total 197 201 398 49.5 50.5 

Educational level Male Female Total Male Female 

Up to Grade 7 30 25 55 54.5 45.5 

Grade 8–11 32 25 57 56.1 43.9 

Grade 12 52 49 101 51.5 48.5 

Post-matric 

qualification 

83 102 185 44.9 55.1 

Total 197 201 398 49.5 50.5 

Commuting patterns when waiting on and travelling in taxis 

Waiting for taxi in the 

morning? 

Frequency Cumulative 

frequency 

Percentage Cumulative 

percentage 

0–30 minutes 341 341 85.70 85.70 

30–60 minutes 49 390 12.30 98.00 

60 minutes + 8 398 2.00 100.00 

Waiting for taxi in the 

afternoon? 

Frequency Cumulative 

frequency 

Percentage Cumulative 

percentage 

0–30 minutes 287 287 72.10 72.10 

30–60 minutes 94 381 23.60 95.70 

60 minutes + 17 398 4.30 100.00 

Time spent travelling 

inside a taxi per day 

Frequency Cumulative 

frequency 

Percentage Cumulative 

percentage 

0–30 minutes 113 113 28.40 28.40 

30–60 minutes 200 313 50.30 78.70 

60 minutes + 85 398 21.30 100.00 

 424 

Table 2 indicates that an almost equal number of males (49.5%) and females (50.55%) 425 

as well as age groups were surveyed. This ratio represents the population of minibus 426 

taxi commuters in Mbombela, due to the fact that the researcher classified the population 427 

according to relevant demographical characteristics (Wiid and Diggines 2015). The 428 

researcher determined the envisaged quota (proportion) of sample elements with certain 429 

characteristics more or less the same as the elements in the population (Wiid and 430 

Diggines 2015). Almost 80% of the commuting respondents were younger than 40 431 

years. The older segment (40–50+ years) formed the remainder of the sample. This is 432 

in line with the relatively young population of minibus taxi commuters in South Africa 433 

as well as in Mpumalanga (Sicetsha 2020). It also confirms that the quota sampling was 434 

applied correctly. Most of these commuters wait up to 30 minutes for taxis in the 435 

mornings (85.7%) and the afternoons (72.1%). Most of them (50.3%) spend 30–60 436 

minutes travelling inside a taxi per day. The long period in the environment allows 437 

extended exposure to advertising.  438 
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Noting of Minibus Taxi Advertising 439 

Table 3 reflects the percentage distribution of commuting respondents’ noting of 440 

minibus taxi advertising.  441 

Table 3: Noting of minibus taxi advertising (N = 398)  442 

Total sample 1: 

Never 

2:  

Seldom 

3: 

Some-

times 

4: 

Regularly 

5:  

Always 

 

Total 

 

Mean 

 

SD 

 0.8 1.2 10.1 54.5 33.4 100.0 4.26 0.68 

Gender 

Male 0.5 0.5 7.6 52.8 38.6 100.0 4.26 0.67 

Female 1.0 2.0 12.4 56.2 28.4 100.0 4.09 0.76 

M-W U = 17104.500; Wilcoxon W = 37405.500; Z = -2.626; Asymp. Sig (2-tailed) = 0.009 

[Ha supported] 

Age group 

18–20 years 1.1 3.2 7.4 56.4 31.9 100.0 4.15 0.78 

21–30 years 0.0 1.0 9.4 47.9 41.7 100.0 4.30 0.68 

31–40 years 1.3 1.3 3.9 57.9 35.5 100.0 4.25 0.71 

41–50 years 1.4 0.0 12.3 58.9 27.4 100.0 4.11 0.72 

50+ years 0.0 0.0 20.3 52.5 27.1 100.0 4.07 0.69 

K-W chi-square = 7.009; df = 4; Asymp. Sig (p) = 0.135 [Ha not supported] 

Employment status 

Working 4–5 

days a week 

0.9 0.9 9.9 52.1 36.2 100.0 4.22 0.73 

Working less 

than 4 days a 

week 

0.5 1.6 10.3 57.3 30.3 100.0 4.15 0.71 

M-W U = 18590.500; Wilcoxon W = 35795.500; Z = -1.086; Asymp. Sig (2-tailed) (p) = 

0.277 [Ha not supported] 

Educational level 

Up to Grade 

7 

0.0 0.0 16.4 58.2 25.5 100.0 4.09 0.65 

Grade 8–11 1.8 0.0 5.3 52.6 40.4 100.0 4.30 0.73 

Grade 12 0.0 3.0 9.9 56.4 30.7 100.0 4.15 0.71 

Post-matric 

qualification 

1.1 1.1 9.7 53.0 35.1 100.0 4.20 0.74 

K-W chi-square = 4.262; df = 3; Asymp. Sig (p) = 0.235 [Ha not supported] 

 443 

From Table 3, it can be seen that 54.5% regularly and 33.4% always take note of 444 

advertisements on minibus taxis. This represents the vast majority (88%) of the 445 

respondents. The results were not statistically significantly different for the 446 

demographical variables of age and employment status (p ≥ 0.05). However, for gender 447 

there were significant differences. A Mann-Whitney U test revealed a significant 448 

difference in the noting levels of males (M = 4.26, n = 197) and females (M = 4.09, 449 
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n = 201, U = 17104.500, z = –2.626, p ≥ 0.05). Thus, male respondents travelling in 450 

minibus taxis tend to pay more attention to minibus taxi advertising than females. 451 

Recall of Components of Minibus Taxi Advertisements 452 

The graph in Table 4 indicates the ranking of identifiable components of minibus taxi 453 

advertisements in terms of recall. It can be seen that visual cues were the most 454 

recognisable element (95.0%), followed by colours (85.9%) and branding (82.2%). 455 

Most of the respondents could not recall any textual information (42.7%).  456 

The vast majority (95.0%) of commuting respondents could recall visual cues of 457 

minibus taxi advertising. The results were not statistically significant for all the 458 

demographical variables (p ≥ 0.05). Most (86.0%) of these commuting respondents also 459 

recalled colour as an identifiable element in minibus taxi advertising. The remainder 460 

(14.1%) did not recall colours of minibus taxi advertisements. The results were not 461 

statistically significant for all the demographical variables (p ≥ 0.05). Thus, the 462 

alternative hypothesis regarding statistically significant differences between 463 

demographical variables and recall of colour as components of minibus taxi 464 

advertisements is not supported. 465 

Approximately 82% of the commuting respondents recalled branding in minibus taxi 466 

advertising. The results were not statistically significant for all the demographical 467 

variables (p ≥ 0.05), except educational level. A Kruskal-Wallis test revealed 468 

commuting respondents with a post-matric qualification education tend to recall 469 

branding on minibus taxi advertising better than those with a lower level of education. 470 

Thus, the alternative hypothesis regarding statistically significant differences between 471 

commuters with different educational levels and the recalling of branding is supported. 472 

Table 4: Recall of elements in minibus taxi advertisements (N = 398)  473 

 Visuals Colours Branding Textual 

information 

 Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Total 

sample 

95.0 5.0 85.9 14.1 82.2  17.8 42.7 57.3 

 

Visuals; 95

; 5

Colours; 86

; 14

Branding; 82

; 18

Textual 
information; 

43
; 57

0

50

100
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Gender Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Male 95.4 16.8 82.7 17.3 83.2 4.6 45.7 54.3 

Female 94.5 18.9 89.1 10.9 81.1 3.2 39.8 60.2 

 M-W U = 

18633.500; 
Wilcoxon W = 

38136.500; Z = -

1.185; Asymp. Sig 
(2-tailed) = 0.236 

[Ha not supported] 

M-W U = 18548.500; 

Wilcoxon W = 
38849.500; Z = -

1.809; Asymp. Sig 

(2-tailed) = 0.070 [Ha 

not supported] 

M-W U = 19372.000; 

Wilcoxon W = 
38875.000; Z = -

0.561; Asymp. Sig 

(2-tailed) = 0.575 [Ha 
not supported] 

M-W U = 19619.500; 

Wilcoxon W = 
39920.500; Z = -

0.412; Asymp. Sig 

(2-tailed) = 0.680 [Ha 

not supported] 

Age group 

(years) 

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

18–20 96.8 13.8 80.9 19.1 86.2 3.2 47.9 52.1 

21–30 95.8 17.7 84.4 15.6 82.3 4.2 41.7 58.3 

31–40 86.8 17.1 88.2 11.8 82.9 13.2 42.1 57.9 

41–50 97.3 19.2 87.7 12.3 80.8 2.7 37.0 63.0 

50+ 98.3 23.7 91.5 8.5 76.3 1.7 44.1 55.9 

  K-W chi-square = 
2.094; df = 4; 

Asymp. Sig (p) = 

0.718 [Ha not 
supported] 

K-W chi-square = 
4.210; df = 4; Asymp. 

Sig (p) = 0.378 [Ha 

not supported] 

K-W chi-square = 
2.539; df = 4; Asymp. 

Sig (p) = 0.638 [Ha 

not supported] 

K-Wallis chi-square 
= 13.479; df = 4; 

Asymp. Sig (p) = 

0.009 [Ha supported] 

Employ-

ment 

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Employed 94.4 19.2 86.9 13.1 80.8 5.6 42.7 57.3 

Un-

employed 

95.7 16.2 84.9 15.1 83.8 4.3 42.7 57.3 

 M-W U = 
19698.500; 

Wilcoxon W = 

42489.500; Z = -
0.004; Asymp. Sig 

(2-tailed) (p) = 

0.997 [Ha not 
supported]  

M-W U = 19310.500; 
Wilcoxon W = 

42101.500; Z = -

0.569; Asymp. Sig 
(2-tailed) (p) = 0.570 

[Ha not supported] 

M-W U = 19105.000; 
Wilcoxon W = 

36310.000; Z = -

0.787; Asymp. Sig 
(2-tailed) (p) = 0.431 

[Ha not supported] 

M-W U = 19444.500; 
Wilcoxon W = 

42235.500; Z = -

0.596; Asymp. Sig 
(2-tailed) (p) = 0.551 

[Ha not supported] 

Education-

al level 

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Recall  Don’t 

recall  

Up to Gr. 7 94.5 32.7 85.5 14.5 67.3 5.5 54.5 45.5 

Gr. 8–11 94.7 15.8 91.2 8.8 84.2 5.3 36.8 63.2 

Gr. 12 94.1 17.8 79.2 20.8 82.2 5.9 48.5 51.5 

Post-matric 

qualification 

95.7 14.1 88.1 11.9 85.9 4.3 37.8 62.2 

 K-W chi-square = 

7.118; df = 3; 
Asymp. Sig (p) = 

0.068 [Ha not 

supported] 

K-W chi-square = 

5.820; df = 3; Asymp. 
Sig (p) = 0.121 [Ha 

not supported] 

K-W chi-square = 

10.264; df = 3; 
Asymp. Sig (p) = 

0.016 [Ha supported] 

K-W chi-square = 

0.395; df = 3; Asymp. 
Sig (p) = 0.941 [Ha 

not supported] 
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It was found that most (57.35%) of the commuting respondents did not recall textual 474 

information (e.g. phone numbers, fonts and web addresses) as identifiable elements in 475 

minibus taxi advertising. The results were not statistically significant for any of the 476 

demographical variables (p ≥ 0.05), except age group. Commuting respondents in age 477 

group 31–40 years tend to recall textual information on minibus taxi advertising better. 478 

However, this is only a small fraction (13.2%) of this age group. The alternative 479 

hypothesis regarding statistically significant differences between commuters from 480 

different age group and the recall of textual information is, however, supported. 481 

Discussion 482 

In the current study, commuters’ cognitive responses to minibus taxi advertising were 483 

determined by measuring their noting of advertisements as well as their recall of 484 

identifiable elements in these advertisements. The significant differences between 485 

demographical groups with regard to their cognitive responses were also examined. 486 

The results revealed that minibus taxi advertising has the ability to attract attention, 487 

since the vast majority of the respondents (88%) reported that they habitually note 488 

advertisements on passing minibus taxis. This is in contrast to other studies on transit 489 

advertising in developed countries (Prendergast and Hang 1999, 33; Veloutsou and 490 

O’Donnell 2005, 217), which reported relatively lower levels of attentiveness. It 491 

suggests that attention to minibus taxi advertising by commuters is influenced by the 492 

extended time spent commuting and thus long duration exposed to taxi advertising in 493 

South Africa. 494 

It was furthermore found that the commuting respondents typically recall visual cues 495 

(95.0%) and colours (85.9%) far better than textual information (42.7%). This is in line 496 

with a study by Prendergast and Hang (1999, 33) on the effectiveness of exterior bus 497 

advertising in Hong Kong. They found that attractive, colourful, eye-catching and 498 

interesting advertisements were the key success factors. The findings are also in line 499 

with a study conducted by Veloutsou and O’Donnell (2005, 217) whereby the results of 500 

the study indicated that advertising on taxis has the ability to attract attention. Klerkx 501 

and Van Meurs (2009, 123) also concluded that the attention, attracting and holding 502 

power of a stimulus may be sharply increased through the use of colour. 503 

The findings also revealed that some sub-groups had differences in relation to their 504 

cognitive responses. In terms of noting minibus taxi advertising, male respondents 505 

reported higher levels of noting of this particular medium compared to women. The 506 

gender differences for cognitive responses in the study support the findings of other 507 

studies on transit advertising (Prendergast and Hang 1999, 33; Wilson and Till 2008, 508 

59).  509 

Respondents in the age group 31–40 years seemed to recall textual information on 510 

minibus taxi advertising better. This unanticipated, but very interesting, finding is 511 
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aligned with that of Lehmann and Shemwell (2011) who reported that layout using copy 512 

is more effective than using visuals.  513 

When considering the recall of elements in minibus taxi advertisements, commuting 514 

respondents with a post-matric qualification education tend to recall branding on 515 

minibus taxi advertising better than those with lower levels of education. The findings 516 

are noteworthy in the South African context, since only a small portion of this market 517 

actually has post-matric qualifications. This finding may have profound implications for 518 

minibus taxi advertising best practice. It suggests that the content of some messages is 519 

not memorable or processable for commuters with lower levels of education. 520 

Implications for Practice  521 

Advertising on minibus taxis offers businesses the opportunity to capitalise on the 522 

steadily escalating commuting time across South African cities. The potential of 523 

minibus taxi advertising to attract commuters’ attention should be exploited. It can be 524 

used to create instant awareness for the launch of new brands or to maintain top-of-the-525 

mind awareness for existing brands. Noting of this media in general did not differ by 526 

age group or educational level of commuters, suggesting that minibus taxi advertising 527 

is a mass-oriented medium.  528 

The study findings offer some practical guidelines for designing effective minibus taxi 529 

advertising. Firstly, the application of attention-grabbing visual clues, such as pictures 530 

of packaging or product features, can be used to get the advertising messages across to 531 

a mass market commuting back and forth on a daily basis. For informational advertising 532 

these visuals can, for example, be directly related to the advertised product to create a 533 

direct and clear association between the visuals shown in the advertisement and the 534 

advertised product (as when a coffee advertisement shows people drinking a cup of 535 

coffee). For transformational advertising, non-product-related visuals (e.g. celebrities 536 

or landscapes) can be drawn on to make products richer, more exciting and/or more 537 

enjoyable, without necessarily focusing on the product or delivering information. The 538 

application of non-product-related visuals that are mildly incongruent with the 539 

advertised product can then attract attention and stimulate cognitive information 540 

processing.  541 

Secondly, advertisers are advised to consider the repetitive use of vivid brand colours 542 

to dominate specific minibus taxis ranks or routes to strengthen brand presence. 543 

Furthermore advertisers can use a unique colour to overcome the influence of other 544 

stimuli in the transit environment that detract attention when designing advertisements 545 

for this context. Often the colour of a brand is so crucial that it becomes part of the 546 

actual brand entity, like red for Coca-Cola, yellow for MTN or green for Dischem. 547 

These types of brands can apply this strategy to create strong visual dominance at 548 

selected geographical transit areas where their target market commutes. The 549 

concentration of brand colours can form integrated touch points with the brand, 550 
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improving the aesthetic value and impact of a campaign in carefully selected transit 551 

areas. 552 

Thirdly, the use of brand elements such as the logos, tagline or brand symbols to 553 

introduce new brands or brand extensions (new versions of products that make use of 554 

existing brand names) should be impactful and consistent. The brands on minibus taxi 555 

can act as moving billboards for brands to offer extensive coverage of strategically 556 

selected target areas. Advertisers would have to decide between branding of either or 557 

both the exterior and the interior of minibus taxis for maximum impact and exposure. 558 

Advertisers could apply the specific colours or graphics associated with their brand on 559 

exterior full-wrap advertising (along the full width of the body of the taxi) together with 560 

interior advertising (in-taxi television, back windscreens, full- and half-overhead panel 561 

advertising) to offer commuters a visual experience. Constantly exposing the commuter 562 

market to trusted brands on minibus taxis in a familiar landscape can help to maintain 563 

awareness and positively impact brand associations. 564 

Fourthly, advertisers and agencies must treat minibus taxi advertisements as moving 565 

billboards when creating advertisements. Minibus taxis are thus not an appropriate 566 

advertising medium for detailed information, such as phone numbers or web addresses. 567 

Because a minibus taxi is a fleeting mobile medium, it is important that it must be 568 

designed to communicate the brand or product advertised within a few seconds. 569 

Advertisers should thus avoid detailed and complex textual information and rather take 570 

advantage of creative visual cues. They should use a strong visual image to remind 571 

consumers about the key features of the brand, such as the packaging or the logo, rather 572 

than complex or long messages. Advertising on minibus taxis can also be used in 573 

conjunction with other marketing communication mediums, such as television or print 574 

media, which facilitate longer copy or exposure to detailed message content.  575 

Finally, to facilitate minibus taxis advertisers to make knowledgeable media choices, it 576 

is vital to appreciate which demographical segments are more likely to note and pay 577 

attention to particular elements constituting advertisements in this crowded 578 

environment. 579 

Limitations and Recommendations 580 

Like most studies, the current study was not without limitations. Since non-probability 581 

sampling was applied, the results from the study cannot be generalised to the broader 582 

population. The current sample could thus not be regarded as an accurate representation 583 

of the target population, especially since other metropolitan areas were not included in 584 

the study. Future studies should, for that reason, extend to survey commuters on a 585 

national basis in order to be representative of this target group. Although the cognitive 586 

level was examined, responses on affective and conative levels were not included. 587 

Consequently, it is recommended that the scope be extended to examine the effect of 588 

transit advertising on consumers across the hierarchy of effects. 589 
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Conclusion 590 

Although a small number of studies on transit media can be found in the extant literature, 591 

very little attention has been paid to the cognitive effects of minibus taxi advertising in 592 

an emerging context. Thus, the current research contributes to the extant literature in 593 

specific ways. Firstly, the article presents both scholars and advertisers with an 594 

integrated review of the effectiveness of transit advertising. Secondly, the study 595 

contributes methodologically by measuring commuters’ noting of advertising 596 

awareness in a natural and real outdoor context in which busy taxi ranks in large 597 

metropolitan cities are used as platform for advertising. The study furthermore 598 

contributes by enhancing practitioners, students and academics’ understanding of the 599 

impact of this medium. 600 
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