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Thesis purpose: 

The purpose of this thesis is to investigate Ambient Advertising 
from the contemporary consumer’ perspective – consumer that we 
place in a postmodern context, in order to identify new insights on 
consumer’s resistance towards out-of-home advertising. 

Methodology 

The methodology of the thesis targets an abductive approach, using 
an iterative strategy. The research design takes a constructionist 
view. The study uses phenomenology –part of an interpretative 
epistemological standpoint. The data is collected through a 
Qualitative Research Method. 

Theoretical perspective 
Taking into consideration a CCT approach, this thesis follows 
theoretical backgrounds in advertising, guerilla marketing, 
postmodernism and consumer behavior. 

Empirical data The data is gathered through semi-structured in-depth interviews. 

Conclusions 

Main findings are that ambient marketing has an exceptional ability 
to stand out and grab the attention of its immediate surroundings. It 
can be eye-catching and effecting in both positive as well as 
negative ways. However if marketers have the knowledge to control 
the elements within this powerful advertising strategy, they have 
great chances to diminish the negative attitude of contemporary 
consumers. Ambient marketing has the potential to attract valuable 
attention and an appealing image, if used in the right way. Also, 
valuable outcomes helped grasp ideas for further research in the 
field of Ambient Advertising, this being an essential contribution of 
this thesis to the academia. 
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