CUSTOMERS PERCEPTION OF GSM INTERRUPTIVE ADVERTISEMENT IN NIGERIA
ABSTRACT
This study seeks to investigate customer’s perception of GSM interruptive advertisement in Nigeria. The study adopted cognitive dissonance theory of mass communication. The research methodology used in this research is the survey research of which questionnaires were administered to 120 respondents in Abraka. The research shown that the perception of GSM customers towards interruptive GSM SMS adverts is disturbing; due to the unending SMS adverts. The results of the research revealed that the perception of GSM users is that of annoyance, irritating invasion of privacy. The research recommends that GSM service provider should understand the perception and attitude of the customers before sending interruptive SMS advert. Nigeria communication Commission (NCC) should regulate the number of SMS advert which each service provider can send in a day. Service providers should send important SMS advert that is most needed by the customers. The SMS advert should be simple and easy.

CHAPTER ONE

INTRODUCTION

1.1 Background to the study

According to Anil (2013:28) “Advertising via mobile devices or mobile advertisement is defined as the usage of interactive wireless media (such as cellular phones and pages, cordless telephones, personal digital assistances, two-way radios, baby crib monitors, wireless networking systems, GPS- based locators and maps) to transmit advertising messages to customers in form of time and location sensitive, personalized information with the overall goal to promote goods and services”. Whatever medium used in marketing of goods and services even ideas, advertising is the creation of public knowledge of a particular need of the public. Tarun Kant, et al (2010:98) “Advertising is any paid form of non-personal presentation and promotion of ideas, goods or service by any identified sponsored”. According to the views of Nwabueze, Ezebuenyi and Ezeoke (2012:42) on advertising “the concept has been viewed from diverse perspective by various scholars, professionals and bodies. One of the acceptable definitions is that given by Advertiser Practitioners Council of Nigeria  APCON, in its code of advertising practice which states that advertising is a form of communication through the media about products, services, or ideas paid for by an identified sponsor”. The bottom line of the communication in advertisement is to influence or cause a behavioural change of patronage attitude by consumers towards different products of same utility. Advertising is gear to stimulate demand by creating awareness of a products and services. As a communication phenomenon, advertising plays a vital role in the development of business of buying and selling. This vital role is demonstrated easily in sphere of information which is central to the advancement of humanity. Okoro (1988) state that advertising is a channel for information dissemination of products, services and ideas, movement and places, the importance of advertising to human society cannot be overemphasized. According to Belch and Belch (2001)” the major tripod stand upon which every advertising industry leans on are advertisers (or clients advertising agencies and media organization)”.

Information technology affects all most everything about human life. From business to daily life; it shapes and reshapes not only commerce but also the way in which organizations implement their marketing strategies. It offers new dimensions and strategies and customer/organization interactions. Anil (2013:28) “the successful application of information technology that makes the “anytime-to-anyplace” communication possible”. The technological advance allows increased mobility and extended services even to remote areas. Since the introduction of short message services SMS, they has been an increase in the use of SMS in advertising communication. According Mbox inc. (2010), “the usage of SMS continues to grow because it is simple, easy to use and has enormous reach. Ultimately, consumers like to have choice in a way they communicate with business and increasingly consumers are turning to SMS”.

Nosa (2012) “the history of global (GSM) in Nigeria is traceable to the deregulation of telecommunication industry which gave birth to the GSM revolution from the year 2001 till the present (11 years now) under the civilian administration of president Olusegun Obasanjo”. Which is about 15 years to this year 2016. Before the introduction of Global system for mobile communication (GSM), the Nigeria telecommunication limited was saddled with the responsibility of providing means of communication basically the landline which was bedeviled by corruption and misappropriation of fund.

The foremost GSM network provider that came on board was ECONET (now Airtel). It was formerly lunched on the 6th August 2001 and MTN Nigeria follow suit almost immediately. It is imperative to mention that the introduction of global system for mobile communication network provider such as Etisalat, reformed Econet (Airtel Nigeria) and Global Com Nigeria limited brought about huge transformation in the telecommunication industry.

Etisalat Nigeria commenced commercial operation on 23rd October 2008 with a promise to deliver innovation and quality service in Nigeria, since then Nigerian gas continues to witness its innovative services. Etisalat redefined speed with the roll-out of the urge 375G HSPA network and it has continued to prove it innovative company keen to give its subscribers the best possible experience at the most affordable price. This innovation led to the 12 million subscribers. It covers 36 states. In March 2009, the National Communication Commission (NCC) adjudged Etisalat as Nigeria best network and base on quality of service induces measured by the regulatory body, in 2011 after a similar assessment, Etisalat network was once again rated best. To date Etisalat Nigeria has won several industry awards for its innovation and quality service delivery. Some of these include; Brand of the year, fast growing GSM Company of the year best marketing company (Lindedinhttps//www.now you are talking)

Visafone was incorporated in Nigeria on June 20th, 2007 following the acquisition of cellom received its unified access. Service license as a telecom operation form the Nigeria Communication Commission (NCC) on August. Although each of these network providers has its own peculiarity in terms of packages but all are also most similar in tariff war or SMS advert.  

SMS marketing or advertising is the use of SMS medium as a communication channel between brands and end users that guarantee direct interaction with users. It’s a cost effective advertising strategy with unique, though streaming selling point, as the readers, though forced to read the message, eventually finds the words sinking into their mind sub-consciously. The advent of telecommunication in 2001 has brought to many individuals the opportunity to have a mobile phone. Due to the increase number of Nigeria population with mobile business ventures and even the telecommunication providers adopt the use of short message service to advertise their product and service.

Tarun Kant, et al (2010:98) “Advertising is any paid form of non-personal presentation and promotion of ideas, goods or service by any identified sponsored”. The aim is to stimulate consumer minds. Many businesses have concentrated their resources on advertising in order to stimulate demand of their products and services. Internet, telemarketing and SMS advertisement have brought a drastic change in advertisement in an advent of win-win strategy; SMS has become the recent best mean to advertise. This is a result of consumer’s time management. Mbiadjo and Djeumene (2005:21) the increasing penetration level of the use of mobile telephone in the world, notably in developed economies since the 90s and the mobile technological breakthroughs and means of communication are some of these elements contributing to the birth of the mobile marketing concepts”. The use of bulk SMS platform by individuals and organization has increase drastically. Banks and other organizations engage in consumer relationship make use of SMS to sell their products to potential customers. The telecommunication service providers also make use of SMS to advertise some packages of the service providers.

MTN SMS advertisement include: Get brand new songs by MC galaxy. For GO gaga, FT Cynthia Morgan, Text 0032206 to 4100, or for Komolop Cholop; Text 8 to 4100 to get “ celebrity Girlfriend” by Falz FT Reekado; season 2 just get better find out what happens when SAINTS get involved in scandals in scandals amongst saint Season 2, a digital soap opera on MTN mobile newspaper. Etisalat SMS advertisement include: Breaking local news free for 7 days to get it text BC to 655 for May.com. now #30/weekly afterwards for more products Dial *655#; Dear …. Health is wealth. Get 5 free days of Health and wellness sms and then #50 5days text SUB to 38777 at no cost.

Airtel SMS advert include: Reply bible to 54884 to confirm in daily study of the word of God; Enjoy chatting on Twitter Wechat, 2go, Eskimi, Facebook and other social networks with for #200 for 30days dial *990# now.

1.2 Statement of the problem
There has been observation by GSM users in Nigeria of the frequent advertisement dropping into the mobile phone of customers. This observation has brought different perception from customers of GSM operators. Some GSM customers have accused GSM operators of sending incessant adverts with short message services thereby interrupting them. Other also accused GSM operators for allowing individual business organizations for using the GSM SMS to advertise their products and services. These allocations have given them liberty to bombard the GSM customers with unending and repetition of advert through short messages services. 

While accusing the GSM operators for sending deceptive SMS advert which after application GSM customers would be unfoundly charge to subscribing to the adverts, customers have been complaining that the interruption such as alerting for unnecessary attention; disturbing meetings; disturbing sleep and running of mobile phone battery. The problem posed by these accusations can only be solved by investigating the customer’s perception of GSM interruptive advert in Nigeria. This study, using the questionnaire will look into the perception of customers towards GSM adverts.

1.3 Objective of the study

This study has the overall purpose of investigating the customer perception of GSM interruptive adverts in Nigeria. It will specifically, study the following

1.  To ascertain the frequency of GSM adverts sent to GSM users by GSM operators

2.  Determine the nature of interruption of GSM advert to GSM users.

3.  To determine the attitude of GSM users towards GSM adverts

4.  To find out the perception of GSM users towards interruptive GSM adverts.

1.4 Research questions

The research questions of this study seek to put the research work in a frame of work that is position to guide the research. The following are the research questions of this study.

1.  What is the frequency of GSM adverts sent to GSM users by GSM operators?

2.  What is the nature of interruption of GSM advert to GSM users?

3.  What is the attitude of GSM user towards GSM adverts?

4. What is the perception of GSM user towards interruptive GSM adverts?

1.5 Significance of the Study
This study will be beneficial to GSM operators and business organization that advertise their products and service to their prospect and existing customers. It will form a handy material of customer’s perception on telemarketing and teleadvertising for advert and strategic marketing communication planning. It will enhance GSM operator’s articulations of SMS advertising and the impact on GSM customers. The research will also provide an opportunity to study the impact of GSM in Nigeria economy.

1.6 Scope of the Study
In examining the perception of customers of GSM towards the interruptive GSM advertisement, the study will focus on the GSM users in Abraka. Since it will not be possible to study all the GSM users in Nigeria, this study will be confined to the study and investigation of Abraka population. Reasoning being that Abraka is a town with complete population demography which students, workers, elders, adults and teenagers etc. Investigation will be confined to cover this environment.

1.7 Definition of Terms/Concepts

1.Customers: Person who patronize an organization’s goods and service.

2.Perception: The attitude which people develop towards something or person.

3.Advert: Creation of public awareness of a particular product and services by an organization to stimulate demand.

4.Interruptive: This is regarded as a motive to halt a process.

5.GSM: Global service for mobile is a telecommunication network provider for cell phones communication

6.SMS: This is an acronym to short message service platform for texting message through GSM.

7.Telecommunication: Communication through telephone wireless.

8.Mobile phone: The cell phones that is handy for telecommunication.

CHAPTER TWO

LITERATURE REVIEW

2.1 Conceptual Framework

2.1.1 The Concept of Short Message Services (SMS)
Short Message Service (SMS) is a type of mobile communication system that utilizes the use of standardized protocols for exchange of text messages between mobile devices (Tiago, Hidalgo & Tiago, 2013). SMS is usually a maximum of 160 characters and is sent wirelessly to another mobile device user. When a user sends a mobile SMS from his device, the message goes to the Short Message Service Centers (SMSC) (Dixit, Gupta,& Ravishankar, 2005)

The SMSC is usually maintained by the mobile network operator, and sends a message of maximum payload of 140 octet, thereby making the SMS maximum number of characters to be 160. Email-based SMS are directed to the SMS-gateway, otherwise known as the SMSG. The SMSG on receiving the email-based SMS, routes it to the SMSC, which then sends it to the receiver device. The SMSC operates either through a store and forward or a forward and forget method. It also utilizes Home Location Registry (HLR) to retrieve information about the receiving devise Message Service Centre (MSC), through which it delivers the message to the recipient.

Texting, otherwise known as Short message service (SMS), has become a popular means of mobile communication. Mobile subscribers send in excess of 200,000 SMS text messages every second (Cloudmark Report, 2014). For example, over 500 million SMS were sent to celebrate the New Year in France (Lahmadi, Delosiere, &Festor, 2011). An increasing bandwidth for communication and a relatively low cost of sending SMS has been one of the major factors for its popularity (Hidalgo, Bringas, &Sánz,2006).According to Portio research, SMS usage was worth 200 billion dollars as at year 2011, and is estimated to surpass $300 billion at the end of 2014 (Tiago, Hidalgo & Tiago, 2013). Another factor that has helped to increase SMS adoption is the relative level of trust and acceptance around the world that sending of SMS via mobile phones engenders. For instance, some financial institutions adopt its use even for payment authorization (GSMA Spam Reporting Service,2011). Many organizations have adopted using SMS for mobile advertising to inform its consumers of products and services appropriately. Unfortunately, spammers have been leveraging on these factors to exploit mobile users.

2.1.2 The Concept of SMS Advertising
The mobile phones are no longer used for communication alone, the mobile phones or android/ smart phones, are used for browsing the internet for information to ordering of online products, mobile banking and paying of bills. Hence, the mobile phone is set to become the Third Screens after TV and computer. As with other traditional marketing programmers’, consumer attitude play an important role in determining the success of using the mobile device by advertisers as a platform for communicating, creating sales and building relationships with their subscribers. The acceptance of mobile device by consumers is

influenced by, amongst others, the perceived utility of the content and the perceived risk associated with data security and consumer privacy (Gumeet & Ramneet, 2015).

The increasing penetration rate of mobile phone, with specific characteristics of this medium, such as almost everywhere with the audience, has attracted companies' attention to it as an advertising channel. Mobile devices facilitate highly customized marketing communication in terms of person, time; location and context; so numbers of companies that use this medium for communicating with their customers are increasing. This fact that mobile is personal device and this is user rights to decide how to use it, on the one hand, and growing number of SMS advertising intrude consumers' mobile devices, on the other, has attracted consumers' rights advocators and public policy makers' attention to violation of consumer privacy by unwanted and unrelated SMS advertising that are sent randomly to consumers' mobile numbers (Jong-Hyuok, 2013). As the mobile communication technology is becoming an indispensable factor in individuals' lives, both individuals and corporations perform their individual transactions and other activities through mobile devices. As the time is ever important in today's age, the functions of mobile devices assist dramatically in establishment of active communication, enabling information flow and making use of the time well. For instance, the individuals can swiftly and practically check their mobile phones, make transactions from their bank accounts, purchase tickets for various activities, read newspapers, watch TV streams on their mobile phones and buying air time, without any limitation of time or place. This situation, in other words the mobile life style, makes their lives easier on a large scale.

The advantages of SMS advertisements are personal communication, ability to classify consumers, high feedback rates, increased consumer satisfaction, entering a continuous and strong relationship with the consumers, low costs, ability to reach consumers and self- financing , while the disadvantages are 160- character limit, lack of color, image and motion and risk of spam messages. In addition to these, due to limited communication and presentation of multimedia expressions on mobile devices, it is argued that the SMS is the most preferred advertisement type today together with the developments in mobile technologies; mobile devices affecting corporations' commercial activities and adding new dimensions to consumers' purchase behaviors resulted in the notion of mobile advertising. Such that mobile SMS advertising is a new advertising approach that, makes use of mobile communication technologies in order to go one step ahead in this competitive environment, provide more output with less resources, minimize operational costs by utilizing latest technologies and gain a modern structure Selda and Betül (2015). According to the medium of the advertisement itself, it is possible to group mobile advertisement types in three groups. These are text message SMS - Short Message Service, Multimedia Messaging Service - MMS and Bluetooth.

In today's age however, where the usage of mobile devices as advertisement mediums increase remarkably, there is a strong possibility for these messages being deleted without being read due to corporations sending these messages without any consent or without performing a correct target subscribers’ analysis or in other words, creating a strategic planning (Elden, 2009).The first thing that comes to mind as mobile advertising is considered is the bulk SMS delivery. The key aspects of mobile advertising are that they can be utilized to send personalized, informative, remindful or persuasive advertisement messages, depending on the place, date and interests of the consumers through mobile devices. SMS, is the operation where the text messages are sent and received via mobile phone over GSM networks. As both a brand tool and a stimulus oriented at consumers SMS advertisements are important tools for corporations. However, should the SMS advertisements reach a point where they become irritating for the consumer, this would realize a negative perception and image?

Therefore, subscribers' consent must be taken before sending unsolicited SMS Advertisements. Since consent decreases the level of subscribers’’ irritation, it is observed as a substantial notion in mobile advertising (Smutkup, Krairit & Khang, 2012). In determination of the success of SMS, factors such as attracting consumers, creating positive images and using these positive images in order to encourage purchase decisions are among the significant criteria. In this aspect, active regulation of SMS is a major factor for convincing purchase decision (Arslan & Arslan, 2012 as cited in Selda & Betül 2015). In addition, ability to connect to web through mobile devices, brings the mobile internet advertisements. Mobile advertisements are divided into three groups. These are short message services (SMS) advertisements, mobile video advertisements and mobile calling advertisements. SMS advertisements containing text messages, are directly sent to the end users by the corporations. Mobile video advertisements contain banners, links or symbols that can be embedded in mobile applications such as maps, games and videos available in WAP or mobile HTML websites. Mobile calling advertising contains text links and sponsored images that user encounters in search results while using mobile phone to search for something (Khan, et.al, 2010).

Advertising communication goals can be parsimoniously Stated as reaching a target audience, increasing brand recall, and increasing sales (Hanley et al 2006; Fortunato &Windels 2005; Lee Rohm 2006). Developing advertising strategies to achieve these goals centers around two critical factors: (1) understanding the communication channels to reach the audience and (2) understanding the use behavior of these mass media channels by the audience (Dholakia & Dholakia 2004; Fortunato & Dunnam 2004; Heller 2006). Therefore, advertisers need to choose the right medium for advertising so that they will be noticed by their desired target audience and elicit the desired response to the promoted call to- action (Haghirian et al 2005). Globally, the high penetration rate of mobile phones has resulted in the increasing use of mobile advertisements to market products and services.

2.1.3 Unsolicited Text Message (SMS Spam)
Aside from being sent from mobile devices, spam short messages have similar features with spam emails: they are unsolicited for by the receiver, sent for commercial or financial purposes, and are sent indiscriminately in bulk form (Dixit, Gupta, & Ravishankar, 2005). They could also be utilized for malicious purpose (Osho, Ogunleke&. Falaye, 2014). Due to the personal nature of mobile devices, SMS spam messages coming in will always draw the attention of the user, who is forced to open such messages, thereby intruding into such user‟s privacy. And the fact that some mobile telephone operators charge users for receiving messages only helps to compound the frustration experienced by users.

Generally, spam messages users receive on their mobile devices can be said to emanate from three major sources, viz. mobile network operators and groups that have paid the mobile network operator, groups that do not pay the mobile network operator yet send spam SMS, and user-originated messages that are inconvenient to the receiver (Hidalgo, Bringas, &Sánz,2006).

2.1.3.1 Types of Unsolicited Text Messages (UTM)
According to (GSMA Spam Reporting Service,2011), depending on the intention of the spammer, UTM and mobile messaging attack can be said to be of three major types: SMS spam, premium rate fraud, and SMS hing.

i. SMS spam is such that unsolicited messages are indiscriminately sent to mobile subscribers for advertising hoax. In Nigeria, such SMS‟s encourage one to forward a message to all of his contacts, in order to get some airtime. For example, “MTN national protocol is celebrating his birthday today. Send this message to 15 people and get N750 recharge card.sms is free.” Messages similar to this have also become very common on social media sites.

ii. Premium rate frauds are spam messages that trick mobile network users to call some certain numbers where they could be defrauded, or are made to make expensive subscriptions that are billed from their account. An example of such fraudulent SMS received from an MTN Nigeria line reads: LACASERA DRINK:congrats! you emerged winner of #300,000 from our 10th annual promotion code NoMTN3).Call MR LARRY ON 08131921656 FOR CLAIMS.

iii. SMS hing is the mobile form of phishing where baits are embedded in text messages to extract mobile users‟ personal information. This personal information is then used for purposes ranging from adverts to fraudulent activities. An example of a SMS hing SMS: “MASTERCARD ALERT: Your CARD starting with 5110 has been DEACTIVATED. Please contact us at 361-400-xxxx.” A mobile device user that calls the number in the SMS is answered by an automated machine, which then extracts information from the user. Other types include links that directs the user to a website where personal information is requested.

2.1.3.2 UTM in Nigerian and Other Countries
Cheaper SMS cost and increasing profit on spam messages have led to high rise in spam messages emanating from the United States. A research by (Pew Research centre,2014)reports that 79% of Americans with a mobile phone send and receive SMS on their phones, and 69% of all mobile text senders claim that they receive unsolicited and unwanted messages on their mobile device(Cloudmark, 2014)

A survey conducted on behalf of the Direct Marketing Association (DMA) in 2012 reported that about 9 million spam mobile messages are received every day in the UK (Johnson,2012). This implies that over 3.29 billion spam messages were sent in the year 2012 in the UK alone. The increasing nature of spam in the UK has reduced users‟ trust in the security of their mobile devices. At least 19.1% of respondents in a survey admitted that SMS is less secure; a phenomenon attributed to the increase in SMS spam (Dakin,2013). In most western countries, mobile subscribers view SMS spam as an intrusion to their privacy, thereby causing them to call the network operators for complaints.

The menace of SMS spam is becoming increasingly prevalent also in east countries, including China, Korea, and Japan. A Chinese mobile user, it was reported, experienced more than 8.3 SMS spam weekly (Ji, Hyoungshick, &.Jun, 2010). Up to 30% of daily SMS received in Asia are spam. With subscribers running over 120 million, spammers have been able to identify that they could reach more mobile targets in Nigeria. The rate at which Nigerian mobile subscribers have been receiving spam messages are on the increase. A consumer satisfaction survey suggests that 94% of mobile users use SMS in Nigeria, and 77% of the respondents claim to have been receiving SMS spam (Dakin,2013). Mobile Subscribers in the country have been receiving barrage of different type of unsolicited SMS ranging from network operators‟ promotions adverts to unsolicited messages urging subscribers to subscribe to a particular type of service. A recent survey by the security firm suggests that up to 80% of Nigerians are annoyed when they receive SMS spam on their mobile device (Osho, Ogunleke & Falaye, 2014). Many Nigerian telecoms consumers have expressed discontent over the absence, in most of the spam messages, of option to opt out.

2.1.4 The Concept of Consumer Attitudes
Literature depicts attitude as a favourable or unfavourable consistently long-lasting response disposition of a person to a given object or idea such as product, religion, TV program, advertising(ALhrezat, 2013; Kotler, 2004; Aaker, Kumar & Day, 1998). Attitude defines the manner an individual thinks feels and/or acts with respect to some aspects of things around him. The attitude structures show how the consumer perceives the market stimuli (e.g. advertising) and how he reacts to them(Aaker, Kumar & Day, 1998).

Attitude combines three components or processes - cognitive, affective, and conative. Cognitive and affective components are unobservable mind order structures (Shiu,2009) while, conative is behavioural. Beliefs, thinking, understanding, evaluating, deciding are cognitive actions (Firman, 2010). Affective is expressed in feelings, moods, emotions and remembered sensations (Arnould, Price &Zinkhan, 2002; Triandis, 1971). Conation on the other hand refersto the intentions and actual behaviour of the consumer, for example, purchase of a product (Triandis, 1971).Solomon(2004) see attitude toward advertising “as a predisposition to respond in a favourable or unfavourable manner to a particular advertising stimulus during a particular exposure occasion”. The predisposition is determined by the extent the ad is able to evoke a mood as well as the degree of arousal it is able to cause in the consumer to purchase a product (Solomon,2004).

2.1.5 Attitude Formation in SMS Advertising
Attitude is a lasting, general evaluation of people (including oneself), objects, advertisements or issues (Solomon, 2013), and it is a mental state used by individuals to structure the way they perceive their environment and guide the way they respond to such environment (Tsang et al., 2004). The evaluation of people is more complex than whether they simply like or dislike an important object. To have a comprehensive view of attitude, the ABC Model of attitude was developed. This model divides attitude into three components: Affect, Behaviour

and Cognition, which are referred as the verbs “feel, do and think”. Affect is the feeling of a consumer about an object. Behaviour refers the intention of the consumer to do something. Notice that the meaning of behaviour in this model is the intention, not the actual behaviour. Cognition is what a consumer believes about an object. These three components have a close relationship with each other. Depending on the situation, the relative impact of these components, known as hierarchies of effects, are diversified (Solomon, 2013). Similar to the ABC Model, Aaker, Kumar & Day (2000) break down an attitude into three components: cognitive and knowledge, affective or liking and intention or action components. Cognitive, or knowledge, represents a person’s information about an object. The affective, or liking, component summarizes a person’s overall feelings toward an object, situation, or person. The intention, or action, component refers to a person’s expectation of future behaviour toward an object (Aaker et al., 2000 &Tri Dinh Le & Bao-Tran Ho 2014).

As an extension of the internet environment, the high penetration of mobile phones in recent years has created a good opportunity for mobile advertising (Bauer et al. 2005; Leppaniemi et al. 2006). There are different synonyms for advertising through mobile devices, such as wireless advertising (Barnes 2002; Krishnamurthy, 2001) or wireless advertising messaging (Petty, 2003). Usually, mobile advertising messages are transmitted via short message service (SMS) (De Reyck & Degraeve 2003). The Wireless Advertising Association (WAA) defines wireless marketing as sending advertising messages to mobile devices such as mobile phones through the wireless network (Krishnamurthy 2003; Petty 2003). Mobile advertising and internet advertising have many features in common – both are emerging media used to deliver digital texts, images, and voices with interactive, immediate, personalized, and responsive capabilities (Yoon & Kim 2001). Mobile advertising relaxes the mobility constraint associated with fixed-line internet access. One may expect mobile advertising to be more favorable to consumers for location-sensitive and time critical events (Barwise &Strong 2002; Zoller et al. 2001). Since the mobile phone is a very personal device that allows an individual to be assessed virtually any time and anywhere, mobile advertising must be more personalized and may take different forms. Based on different strategic applications, wireless marketing can be permission-based, incentive-based, or location base (Barnes & Scornavacca 2004; Barwise & Strong 2002). Permission-based advertising differs from traditional advertising in that messages about specific products, services, or content are sent only to individuals who have explicitly indicated their willingness to receive the message. Consumers often impatiently ignore the message when interrupted by an advertisement (Barnes 2002; Denk & Hackl 2004; Varshney 2003; Wang & Wang 2005). Therefore, Corporations use communication channels in building attitude and the most important communication channel in recent years is mobile advertisement. At the same time, corporations seek to create positive consumer attitude towards themselves by using these new communication channels. Primary concern which the corporations need to emphasize is the notion of how mobile advertisements are perceived by consumers and what kind of attitude. Attitude, which is a notion that directs consumer behaviors, can be defined in various manners in literature.

Attitude is generally a tendency to form a potential behavior form or a state of readiness to behave, for an individual who is encountering any situation, event, fact or a person. With this definition in mind, it is possible to State that attitude appears in any kind of behavior of an individual. According to another definition, attitude is a tendency of an individual to react positively or negatively to an object, an idea or an environment. It is known that the attitude of individuals have direct effects on their purchase decisions and purchase decisions influence consolidation or alteration of a certain attitude consumers show incentive based advertising provides specific financial rewards to individuals who agree to receive promotions and campaigns (Hanley et al. 2006). For example, mobile phone companies may reward customers with free connection time for listening to voice advertisements or some other incentives. Both permission-based and incentive-based advertising mechanisms are feasible for mobile advertising Humayun et al (2001). In MacKenzie and Lutz (1989), Madlberger, Maria and Haghirian, Parissa, said attitude toward an advertisement is defined as “a learned predisposition to respond in a consistently favorable or unfavorable manner toward advertising in general”. In this context, it is important to note that attitude toward advertising via mobile devices pertains to subscribers’ attitude toward this advertising type in general and not to the exposure to one particular advertising. In general, attitude are “mental states used by individuals to structure the way they perceive their environment and guide the way they respond to it” (Aaker, Kumar & Day, 1995).

Privacy refers to the degree to which personal information is not known by others (Rust, Kannan & Peng, 2002). Customer privacy has always been a critical issue in marketing, but has assumed a greater significance in recent years with the rise of Internet-based commercial transactions (Rust, Kannan & Peng, 2002). Most consumers are still quite uncomfortable with the concept of mobile business and they are skeptical whether these businesses are feasible and secure (Siau & Shen, 2003). Originally meant to connect the world of business, the mobile phone has been increasingly applied by private households and therewith entered the domestic sphere. Accordingly, the mobile phone has changed its identity: it has lost its internal coherence and its connotations of being a mobile technology (Fortunati, 2001). Consumers regard their mobile phone as a very private item. Mobile technologies are considered “personal” technologies, attached to a particular body or person (Green, Harper, Murtagh & Cooper, 2001). Consequently, they are very sensitive about receiving messages from unknown persons or organizations. Data control by unknown individuals can easily lead to annoyance among receivers (Whitaker, 2001).

Moreover, advertising through electronic communications media like telephone, fax or e-mail is prohibited by law in several Western European countries unless the consumer agrees explicitly to receive the message. Privacy issues are therefore very important when using mobile devices in addressing the consumers. This calls for application of permission marketing (Kent & Brandal, 2003; Krishnamurthy, 2000; Tezinde, Smith & Murphy, 2002). Before receiving advertising messages via a mobile device, consumers need to empower a marketer to send promotional messages in certain interest categories to them. Typically, this is done by asking the consumer to fill out a survey indicating his or her interest when registering for a service. After that, the marketer can match advertising messages with the interests of the consumer (Krishnamurthy, 2001). These processes allow a new kind of

interactivity, which often leads to marketers collecting, compiling, and using information about customers (Stewart & Pavlou, 2002).

2.1.6 SMS Advertising through Mobile Devices

Kotler (2003) defines advertising as “any paid form of non-personal presentation and promotion of ideas, goods or services by an identified sponsor”. SMS Advertising via mobile devices or mobile advertising (in the following abbreviated as advertising via mobile devices) is defined as the usage of interactive wireless media (such as cellular phones and pagers, cordless telephones, personal digital assistants, two-way radios, baby crib monitors, wireless networking systems, GPS-based locators and maps) to transmit advertising messages to consumers in form of time and location sensitive, personalized information with the overall goal to promote goods and services.

There are different synonyms for advertising via mobile devices, such as wireless advertising (Krishnamurthy, 2003) or wireless advertising messaging (Petty, 2003). Usually, mobile advertising messages are transmitted via short message service (SMS) (De Reyck & Degraeve, S2003). Mobile advertising allows marketers to exploit the medium’s unique features in order to customize their messages to consumers’ attributes. “Good marketing management emphasizes the building of long term relationships” (Houston & Gassenheimer, 1987). Mobile advertising can support these goals in various ways because it allows reciprocal communication processes between marketer and consumers. “As more wireless bandwidth will be available, content rich advertising involving audio, pictures, and video clips can be produced for individual users with specific needs, interests, and inclinations” (Varshney & Vetter, 2002). It is therefore assumed that mobile advertising will be also an important revenue source for mobile operators in the future (Madlberger, Maria, & Haghirian, Parissa, n.d )

The number of advertising messages received via mobile devices is an important factor that influences the advertising value for the consumer (Haghirian & Dickinger, 2004). Ducoffe States that informativeness and entertainment of advertising information should decline with repetition because the information will be learned by the audience and thereby lessening its value (Ducoffe, 1995). As the quantity of promotional message rises, the attitude of the individual towards the promotional vehicle also worsens and leads to tedium from consumers’ point of view (Ha, 1996); Telli,2007. It is related to how often the consumer receive the SMS, and this can influence the attitude towards mobile advertising as mentioned in Sabokwigina et al (2013) study. In this study they resulted in that increasing of receiving SMS can lead to decreasing the favorable attitude regarding the SMS’s advertising.

2.1.7 Consumer Avoidance of SMS Advertising

Effectiveness of an advertisement is directly related with consumer responses, since these responses have the capacity to cut or enhance the communication. Avoidance behavior of a consumer is the common way for a negative response for ending the communication and this behavior and/or attitude is a key communicational problem to be solved for increasing the effectiveness. Cheung et. al (2010),said that “to be successful, an advertisement must establish a contact with the consumer in which the consumer consciously attends to the advertisement and is, then, influenced by it.” Pietz et. al (2007),Stressed that advertisement needs to stop consumers and hold their attention in likable ways: “Where the eye stops, the sale begins”. Because of rising media noise due to competing advertisements and active advertising avoidance by consumers, it has become increasingly challenging for firms to attain this goal (Pieters et. al., 2010). But the problem here is zipping and zapping behaviors which are used to avoid from advertisement. According to Greene, most of the people do not view television for commercials. They have made a conscious choice to see the program, but there are many distractions for even non-zippers/zappers who may be physically present when commercials are aired but are mentally somewhere else as far as commercial perception is concerned reading a newspaper or magazine, talking to someone else, simply "resting" their set attention, etc. (Greene 1988). As to Urban, when consumers expose to TV commercials, one third watching while the rest are changing channel, tuning of/down the sound or leaving the room. Advertising avoidance can be explained as the conscious effort of consumers to stay away from the stimulus of ads. In other words, users try to do all the activities to reduce their exposure to ad content (Kemal, & Bilge, 2011). They were of the opinion that consumers avoid advertising for four main reasons. First, consumers do not intend to get any information about cheap and frequently used products so they are not interested in these products’ advertising. Second, consumers may very much value the media where the ads are issued and may consider the ads disturbing and disengaging. Third, consumers may be loyal to the rival brand of the advertised product and may not want to be subjected to adverse information. Finally, consumers find advertising boring, frustrating and irritating (Kemal & Bilge 2011).

The privacy is a reason for concern of many people, and many consumers have the fear of losing privacy on their phone as a result of the advertising they would receive on their mobile phone. In the study done by Haghirian & Madlberger (2005), the outcomes of their study revealed that individuals who contemplate privacy very essential are less inclined to feature a high value and a favorable attitude toward mobile advertising Kemal and Bilge (2011) also Stated further that there are different ad avoidance strategies. Abernethy (1991) cited in Kemal, H & Bilge, N (2011) provides two major strategies to avoid TV commercials. The first is physical avoidance that is to leave the room when the commercials start. The second is mechanical avoidance that is to change the channel when the commercials start. Speck & Elliott (1997) give us three strategies for the same purpose. These are: cognitive avoidance strategy, behavioral avoidance strategy, and mechanical avoidance strategy. When using cognitive avoidance strategies, people attempt to ignore advertising. People who use behavioral avoidance strategies easily flip past advertisings. And finally, mechanical avoidance strategies are observed when people try to eliminate ads. Kemal and Bilge (2011) Stated that consumers react to advertising stimulus in three different ways: cognitive, affective, and behavioral.

2.2 Theoretical Framework
This study is anchored on the diffusion of innovation theory. The theory is a renowned attempt in the search for logical explanations of the inclination influence of mobile phone advert and other devices on heavy user. Therefore, the diffusion of innovation theory would be adopted as theoretical foundation to guide this study. The study of the diffusion of innovations in its present-day form can be traced from the theories and observations of Gabriel Tarde, a French sociologist and legal scholar (Rogers, 2003). Tarde originated such key diffusion concepts as opinion leadership, the S-curve of diffusion, and the role of socioeconomic status in interpersonal diffusion, although he did not use such concepts by these names. Such theoretical ideas were set forth by Rogerset et al, 2007 in his book, The Laws of Imitation. The intellectual leads suggested were later followed up by anthropologists, who began investigating the role of technological innovations in bringing about cultural change. Illustrative of these anthropological studies was Clark Wissler’s analysis of the diffusion of the horse among the Plains Indians. As in other anthropological works, the emphasis was on the consequences of innovation. For example, Wissler showed that adding horses to their culture led the Plains Indians, who had lived in peaceful coexistence, into a State of almost continual warfare with neighboring tribes. (Everett M. Rogers et. al 2007)

This theory was introduced by Rogers in 1983. The theory suggests that when a concept is perceived as new, the individual utilizes communication tactics within social systems to arrive at a decision point of either adoption or rejection of the innovation. He uses the term communication channel to describe how the message is communicated; at its most basic it is between an individual who knows about an innovation and one who does not, at the other end of the spectrum is mass media communication channels (Zurbuchen 2005). According to this theory, some attributes of innovation have effect in adoption of innovation. Although, features that were introduced by Rogers include relative advantage, compatibility, complexity, trial ability and observe ability ; however other scholars have augmented the list over the years, and added other attributes such as perceived cost and risk, communicability, profitability and social approval ( Zurbuchen 2005).

2.3 Empirical Review
Attitude of consumers towards mobile advertising and, SMS advertising have widely studied. While many have concentrated on establishing relationships between attitude and intention and, behaviour, a greater number have busied at examining the factors that influence the attitudes. Curiously, no researched literature pivotal to the subject matter of this study could be traced. In effect, the study recourse to findings from studies on general and mobile advertising that offer ideas related to the study objectives. However, the commonness of views expressed in those peripheral works appears to suggest that consumer intention and, purchase of ad product are measures of ad effect on consumers‟ attitudes.

Dickinger, Haghirian, Murphy andScarl (2004) show that to draw the attention of the consumer to the ad and the ad product, buythe product and, possibly forward the ad to colleagues (post purchase behaviour) are key effects and, thus measures the success of such ads. They argue that what is most important is that the ad gets the attention ofthe consumer, leading to his purchase of the product.

Chowdhury, Parvin,Weitenberner, & Becker(2006) studied the attitude of Bangladesh consumers toward mobile advertising and found that a perceived pleasant ad that possesses the right information would not irritate the consumers but rather have huge prospect of being liked by them.

The right information and pleasantness of the message have ultimate purchase drive implication for the ad product as shown by Al-alak and Alnawas (2010) study that investigated the impact of mobile marketing towards creating purchase intention in the consumer. They discovered that when the consumer perceives SMS ad as useful, he will be persuaded to patronize the ad product.

This theory of perceived usefulness finds collaboration in Ayoola (2014) study which used Relevance theory to discuss how Nigerian GSM networks use subtle SMS messages to manipulate subscribers. He found that when SMS message is viewed as manipulative it is because it affects both belief and emotional systems at the same time and gets the consumer to decide to buy the product advertised.

Wouters and Wetzels (2006) partial experiment investigated the potency of SMS at producing recall effect and found SMS capable of increasing the recall of an advertisement. The findings is supported by the result of Sung & Cho (2012) that investigated the difference in changes text, motion pictures and s components of an advert diminishes, the cognitive component takes prominence with the text content of the ad kept in the consumer‟s memory to form attitude over time.

Drossos, Giaglis and Vlachos (2009) study that used hierarchy of effects theory to examine the factors that impact the effectiveness of SMS advertisements on attitudes of consumers toward the advertisement, the product brand and, their intention to purchase the ad product found differently. They found that the narrow information capacity of SMS advertisements does not allow for adequate information required in cognitive products. They suggest that the possible stimulation such limited information could cause is in the likelihood of affective.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to examine the customers perception of GSM interruptive advertisement in Nigeria. Students of Delta state University Abraka form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of Students of Delta state University Abraka, the researcher conveniently selected 120 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. 

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.

4.1
DATA PRESENTATION

Table 4.1: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	100
	100%

	Muslim
	00
	00%

	Age
	
	

	18-25
	00
	00%

	26-35
	15
	15%

	36-40
	29
	29%

	41 +
	56
	56%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021
ANSWERING RESEARCH QUESTIONS

Question 1: What is the frequency of GSM adverts sent to GSM users by GSM operators?

Table 4.2: Respondent on question 1

	Options
	Frequency
	Percentage

	Often 
	78
	78

	Not often
	00
	00

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 78 respondents constituting 78% said yes. While the remain 22 respondents constituting 22% were undecided. There was no record for no.

Question 2: What is the nature of interruption of GSM advert to GSM users?

Table 4.3: The nature of interruption of GSM advert to GSM users
	Nature of interruption of GSM advert to GSM users
	Frequency 
	Percentage 

	Making purchases
	67
	67

	Take part in a programme
	28
	28

	Notices 
	5
	5

	Total 
	383
	100


The table above shows that 67 respondents representing 67 per cent of the sample admitted that making purchases dominate the unsolicited text messages they got. Twenty-eight respondents representing 28 respondents said that taking part in a programme dominated the bulk messages they received while 5 respondents representing 5 per cent of the sample said notices dominated the unsolicited text messages they received.  

Research question 3: What is the attitude of GSM user towards GSM adverts?

	Options
	Frequency
	Percentage

	I don‟t read SMS from a number that I do not have
	60
	60

	If it is creative enough, I can have a second thought
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said they don‟t read SMS from a number that I do not have. 19 respondents constituting 19% said If it is creative enough, they can have a second thought. While the remain 21 respondents constituting 21% were undecided.

Question 4: What is the perception of GSM user towards interruptive GSM adverts??

Table 4.4: Respondent on question 4

	Options
	Frequency
	Percentage

	It generates unfavourable attitudes
	56
	56

	It is acceptable and welcome
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said It generates unfavourable attitudes. 21 respondents constituting 21% said It is acceptable and welcome. While the remain 23 respondents constituting 23% were undecided.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on the customers perception of gsm interruptive advertisement in Nigeria, Delta state university, abraka as case study. The chapter consists of summary of the study, conclusions, and recommendations.
5.2 Summary of the Study

In this study, our focus was on the customers perception of gsm interruptive advertisement in nigeria, delta state university, abraka as case study.. The study is was specifically focused on examining the the frequency of GSM adverts sent to GSM users by GSM operators, Determine the nature of interruption of GSM advert to GSM users,  determining the attitude of GSM users towards GSM adverts and to find out the perception of GSM users towards interruptive GSM adverts.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 100 responses were validated from the enrolled participants where all respondent are students of Delta state university, Abraka.

5.3 Conclusions

With respect to the analysis and the findings of this study, the following conclusions emerged;

This study has established the premises that interruptive SMS advertising generates attitudes that are unfavourable to the advertisers – network operators – and the products/services they promote through SMS. Such resultant unfavourable attitudes include the dispositions that the messages were confusing, misleading and irritating, which made them delete the messages immediately after receiving them. Such attitudes are generated because the messages were not permission-based and more importantly because of the high frequency of exposure to the messages. Subscribers found interruptive SMS advertisements of no informational values and relevant, which also influenced their attitudes towards SMS advertising. Surprisingly, undergraduate subscribers in Delta State did not always find participating in interruptive text– to–win SMS advertisements exciting, indicating that sales promotional motivations may not generate subscribers’ favourable attitudes towards SMS advertising. It was therefore found that interruptive GSM operators’ SMS advertisements should be discontinued. It can be concluded based on the premises derived from the findings of this study that interruptive SMS advertising generated unfavourable attitudes among tertiary institutions’ undergraduate subscribers in Delta State because they were not received based on permission, they were received in high frequency and they were of no informational values and relevance to the subscribers.

5.4 Recommendation

This study hereby recommends that:

1. GSM network operators in Nigeria should make SMS advertising permission-based. Seeking the permission of subscribers on the kind of messages to subscribe to, when to receive such messages and the form in which the messages are to be received would generate positive attitudes and minimize waste of advertising resources on the part of the operators.

2. GSM network operators should reduce the frequency at which they send unsolicited messages. The practice of exposing subscribers to numerous unsolicited advertisements leads to advertising clutter as subscribers become confused about which of the messages to act on. This confusion often makes them delete the messages, thereby the communication process ineffective and wasteful.

3. The Nigerian Communications Commission (NCC) needs to step up its role in monitoring and regulating the activities of the telecommunication operators with respect to the processing and delivery of advertising messages on mobile telephones, especially when such messages are unsolicited. The volume, frequency and conditions of sending SMS advertisements by GSM network operators need to be carefully controlled by NCC in the interest of subscribers. Issue of operators charging subscribers for unsolicited SMS and failing to timely stop such SMS on the request of subscribers need to be critically considered by the regulators.

4. The Advertising Practitioners Council of Nigeria (APCON) needs to review article 80 Section 5 of its Code of Conduct of 2012, which States that “unsolicited messages should not be sent except there are reasonable grounds to believe that the consumers who receive such communications messages will be interested in the subject matter or offer”. Determining who would be interested in what kind of message leaves a lot of gaps for the network operators to exploit unethically. This section of the code should indicate subscribers’ permission as a condition of sending advertisements through SMS rather than an assumption of subscribers’ interests.

5. Subscribers should not be in a hurry to delete unsolicited messages because some of them may be useful to them. Some messages contain information about product use, network or brand information, daily living health tips, news about the society to mention a few.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Age 

18-25
[  ]

20-30
[  ]

31-40
[  ]

41 and above [  ]

Educational level

WAEC
[  ]

BSC/HND
[  ]

MSC/PGDE
[  ]

PHD

[  ]

Others……………………………………………(please indicate)

Marital Status

Single
[  ]

Married [  ]

Separated [  ]

Widowed [  ]

Duration of Service

0-2 years [  ]

2-5 years [  ]

5 and above [  ]

Section B

Question 1: What is the frequency of GSM adverts sent to GSM users by GSM operators?

	Options
	PLEASE TICK

	Often 
	

	Not often
	

	Undecided
	


Question 2: What is the nature of interruption of GSM advert to GSM users?

	Nature of interruption of GSM advert to GSM users
	PLEASE TICK 

	Making purchases
	

	Take part in a programme
	

	Notices 
	


Research question 3: What is the attitude of GSM user towards GSM adverts?

	Options
	PLEASE TICK

	I don‟t read SMS from a number that I do not have
	

	If it is creative enough, I can have a second thought
	

	Undecided
	


Question 3: What is the perception of GSM user towards interruptive GSM adverts??

	Options
	PLEASE TICK

	It generates unfavourable attitudes
	

	It is acceptable and welcome
	

	Undecided
	


