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ABSTRACT

Mobile advertising is the communication of messagesiedia content to one or more potential
customers who use mobile phone devices. Mobileraidirgy ranges from simple text messaging
to intelligent interactive ad messages. The keyspaira mobile advertising system include the
advertiser, a mobile ad network, mobile system afjoes, and mobile devices. Mobile telephony
is one of the most important mode of telecommuiooat in Developing Countries, thus in
Kenya indeed. Mobile (cell) phone communication haen suggested as a method to improve
delivery of health services. This study therefayaght to find out the perceived effectiveness of
mobile advertising to consumers as a promotional ito Kenya. The research design for the
study was a descriptive design. The Target pomuiatonsisted of customers of the four mobile
operators in Nairobi. A total sample size of 2008iWdual customers who were subscribers from
each of the four mobile operators was used. A sampb0 subscribers from all the four mobile
subscribers in Nairobi namely Safaricom, Airtel, a®ge and Yu Mobile was used.
Questionnaires contained both structured and wished questions. The questionnaires were
self-administered. Data was analyzed using desegigtatistics An effective mobile advertising

is a combination of goals, statistics, creativibdan intuitive knowledge of the mobile consumer.
The study recommends that there is need to custommiabile advertisements to particular
customer segments or even specific individuals dage available information such as
demographics, past behaviors, and interests. Tigy $dund that the mobile subscribers respond
to mobile advertisements they receive. This theyyaonating, going for the event as well as
visiting the stores. The factors that determinedhstomers’ decision to respond to the mobile
advertisements include relevance, costs, intrusatire, permissions and other reasons like
security and compatibility. The study further e$isdted that involvement, feelings/interest to
product, attitude, satisfaction, confidentialityglvart source, location & time, message appeal,
risk factors, coverage motivation, permission/légand interactivity affect mobile advertising
effectiveness. As such the mobile advertising candescribed as being mainly informative,
entertaining and intrusive. The study recommendg there is need to customize mobile
advertisements to particular customer segmentyvem specific individuals based on available

information such as demographics, past behaviasjrdaerests
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CHAPTER ONE: INTRODUCTION
1.1 Background of the Study
Advertising and promotion refer to activities und&en to increase sales or enhance the image
of a product or business. Advertising is used priypao inform the potential customer of the
availability of products or services, when they iareaeason, where you are located and anything
special about your product. Promotional activiaes important for maintaining customer traffic
throughout the market season—used early in theosgasdraw customers to your business and
during the season to maintain customer trafficlledering slow periods. The type of advertising
medium used depends on various factors such atgthet market that the company wants to
reach, the cost of the media used, legal and gallitiactors that affect the media used,

advancement in technology and most of all competitn the market that the company operates.

Advertising started to be the main tool and notid&ble part of the market. Nowadays it has not
only the informative transmission but can leadhi® ihassive success of the brand or the massive
failure. According to De Mooij (2003) the old myabout the global advertising usefulness could
lead to the losses of consumers. Years ago theseaweopinion that for example all young
people around the world have similar preferencekp@arsonalities. Nowadays it is known that
the successful advertising for youth in one courgnyot necessarily effective in the other.

Political and legal factors have changed how adieg is done. Cigarette companies are no
longer allowed to advertise and must put largetheahrning signs on each packet to warn their
consumers of the dangers of smoking. While alcalkekrts now have to give an age and health

warning in every advertisement. These are somieeofvays in which laws govern advertising.

Advertising has become a part of the life of albple around the world. According to Goodyear
(1999) the advertising became an entertainmerdople as well as the part of their personality.
Socially also has seen the emergence of new fofmsadketing through the social media such
as facebook and Twitter. Technological advancembats changed advertising significantly

from newspapers to TV, radio, billboards and nowititernet to other mobile devices are used.
According to Howe (2007) the advertising nowadais hll media and channels to reach its
target audience. It changed the channels as weatheasvay how it shows up in those. With

Competition in all business areas growing and tmbracing of technological advancements,



more and more companies are looking for new mefiadwertising in order to look different
from their competitors and reach specific custonvdre have not yet been reached using other

forms of media or maybe attracted by this new form.

The emergence of high speed wireless network tdobies and the increasing market
penetration of mobile phones the global advertismuyistry’s interest in using this medium as a
marketing communication tool is rising. In Consumerkets mobile advertising is expected to
be a key growth area as it offers great opportemitor businesses. Mobile advertising allows
companies to directly communicate with their conetsywithout time and location barriers. It

also addresses customers with individualized abwegtmessages via mobile devices.

1.1.1 Perception

Kanuk & Shiffman (2003), define Perception as thecpss by which attribute meaning to
incoming stimuli received through our senses. &gron is also defined as the process by which
an individual selects, organizes, and interpretsigt into a meaningful and coherent picture of
the world. In simple terms we can say perceptioth®v we see the world”. Marketers are
interested in perception because it involves whestamers believe. To provide satisfaction
effectively in the market place, marketers mustansthind how all their marketing activities are
perceived because perception greatly influencesioghavior. Consumers are unique entities,
wit unique experiences, wants, needs, wishes apdcgtions, it follows that each individual

perceptions are also unique hence why no two pesggehe world in the same way.

Perception is the process by which people seleghnize, and interpret information Perception
has four major steps: Exposure - When a stimulke @ billboard) comes within range of your
senses (vision), Attention - Determined by the vidlial and the situation; Nerves pass the
information onto the brain for processing. Intetat®n - when marketing messages are assigned
meaning and finally Memory which can be of two typ®hort-term for immediate decision

making and Long-term for retention.



1.1.2 Mobile Phone Advertising

Harte (2008) defines Mobile advertising as the camication of messages or media content to
one or more potential customers who use mobile @li@vices. Mobile advertising ranges from
simple text messaging to intelligent interactive m@ssages. The key parts of a mobile
advertising system include the advertiser, a moadenetwork, mobile system operators, and

mobile devices.

Mobile advertisers create ads and marketing campaigat define demographic profiles for
recipients of the ads (geographic territory, custotypes). Mobile ad networks gather the ads
and campaign information from the advertisers aewdsthe ads to multiple mobile system
operators that have customers that match the niagkeampaign profiles. Mobile operators
receive the ads along with their marketing requeets, and identify mobile devices that meet
the marketing profiles and have the capabilityisplhy ads. The mobile devices receive the ads
and display them to viewers at appropriate timeh sas when the user has selected a related

information service (e.g. get ring tones).

As wireless handsets evolve into more sophisticatalfimedia devices used for both work and
play, advertisers are keen to explore opportunfoedrand and product marketing delivered to
mobile users. Right now, mobile advertising isl stilthe very early stages of development, but

progress made to date has been impressive.

1.1.3 Mobile Advertising in Kenya

Mobile telephony is one of the most important madetelecommunications in Developing
Countries, thus in Kenya indeed. For a large pathe population mobile telephony results an
“affordable” friendly technology, while Internet @ess is a reality for many businesses and
public institutions, but it is still an expensivechnology restricted to individuals with higher
levels of education and incomes. The ICT commuhag witnessed the explosive growth of
mobile telephony in Africa. Nowadays, mobile phom&s become the first communication
technology having more users in Developing Coustitien in the Developed ones; in particular,
looking at the mobile subscriber numbers, Africagh®wing the highest growth rate worldwide.

Kenya has four main mobile operators operating @nya. These are Safaricom which began



operations in 2000, followed by Airtel (which wasrmerly Zain-Celtel and Kencel) which
began its operations also in the year 2000, themeco Orange in 2008 and the new kid in the

block being YU which began operations in 2008.

Currently in Kenya the mode of mobile advertisirsgd is via SMS (Short Message Service) this
is where by the company concerned sends a messgg®ple on their database regarding new
stocks, price discounts or reminders of payments duother trend used is in the health care
industry where H.IL.V Patients in Nyanza province&Kienya under the FACES-KEMRI Program
receive an SMS reminding them of their next ho$pgapointment. With Kenya’'s general
election around the corner Safaricom Kenya's legqdiobile operator in terms of numbers can
come up with guidelines in regards to political Mebadvertising in terms of content, the
process, law and guidelines of how it shall govpdiitical mobile advertisements. (Sunday
Nation June 2012).

1.2 Problem Statement

The growth of Mobile advertising highlights the gobf the consumer in the determining the
effects and effectiveness of advertising, whilelleinging traditional assumptions about how
advertising works. The active role of the consumeaietermining the effects of advertising has
important implications for how the effects and effeeness of advertising are measured and

how various measures are interpreted.

Mobile advertising revenues are expected to groviotd over the next five years, with various
estimates ranging from $10 billion to $15 billioar f2011. Kishore (2008) estimates a more
conservative revenue growth for mobile advertisimg, it is certainly true that service providers

and technology companies are aggressively targdtiagpace.

A survey released by mobile advertising network &l shows that digital media will be a key
platform for politicians keen on winning the Mar@913 General Election. The challenge
remains that only around 750,000 Kenyan homes kgthave a TV, and using these two
channels as a mouthpiece can prove costly. Thieéethe gap wide open for mobile, which is
catching up fast as the preferred method of comaation from political parties. (InMobi 2012)



Africa has half a billion mobile users with Kenyavng at least 28 million mobile subscribers
according to a study carried out by communicatioommission of Kenya (2012) Given such a
vast market, there is significant potential forbi@ advertising across the continent. Africa is
emerging as a great region with significant potndf mobile advertising across the content
(InMobi 2011). They found that Africa( Kenya Incked) was one of the highest monetize
mobile markets in the world and that their consiewegre more inclined to receive and respond
to SMS advertising than their counterparts in th® or Europe. Nearly 70% of Africans

(Kenyans Included) are comfortable with mobile atiseng - the highest percentage in the
world. This means that brands can really capitalizéhis region through well executed SMS

advertising.

With Kenya’'s general election in March 2013,Safam Kenya's leading mobile operator in
terms of numbers can come up with guidelines immégto political Mobile advertising in terms
of content, the process, law and guidelines of hibwshall govern political mobile
advertisements. This form of advertising has howdeen quite effective for NGO campaigns
such as UNEP’s plant a tree campaign. The emoteleaient of such adverts makes them more
effective, as they touch on social elements thatalvehare genuine concern for. Research on
Mobile Advertising in Kenya is very scarce if awdile at all. Most of the researches done in
Kenya are on mobile payments effectiveness. An @kamf this is a case study by Wambari
(2009) which looked at mobile applications in swrleas of mobile banking and business to
business trading is mostly for local business peamlb. small-scale farmers in developing
countries. According to Lester et al (2011) Mob(eell) phone communication has been
suggested as a method to improve delivery of healthices. This study therefore sought to find
out the perceived effectiveness of mobile advengisio consumers as a promotional tool in
Kenya.

1.3 Objective of the study
This study aimed to find out the consumer percegtion mobile advertising in Nairobi. More
specifically the objectives of this study were:

I. To determine the effectiveness of mobile advergismNairobi

ii. To determine the trends of mobile advertising inrdla

iii. To determine the reach of mobile advertising inrblaii



1.4 Value of the Study

This research would be of benefit to consumer mackenpanies as it would enable them

increase value of their mobile adverts by reachinggrelevant client base thus increasing their
efficiency. They would also be able to know whatithitarget market thinks of this mode of

advertising.

Policy makers would also benefit from this researncthat they shall be able to create new rules
and regulations that will govern how mobile adweni is carried out. These include laws on

privacy, accessibility, costs and content of thessage.

On the other hand it would be of value to the cmgiowho shall receive messages that are of

value to them and shall not be considered as juedsages.

This research aimed to create value in mobile d@idugy and increase awareness of the various
ways in which companies can enhance the use oflenabivertising using the various mediums
it offers e.g. SMS, MMS and video. This would tHere benefit advertising agencies who are

looking for new media of advertising.

It would also be of benefit to mobile operators wiam use the information they have on their
customers to segment them accordingly thereforistasys companies and advertising agencies

to target the customers they want to communicatie. wi

It shall also benefit researchers in that they wdg able to know trends of mobile advertising
in Kenya narrowing it down to Nairobi. It would algive them information of what other areas

can be looked at for further research which maybeotovered in this research.



CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
Mobile Advertising is a concept with a lot of potiah as the mobile Subscriber reach in Kenya
keeps on growing day by day. This Chapter lookbatefinition of mobile advertising and past

studies that have been done on it

2.2 History of Mobile Phone Advertising

Cooper (1973), when he was a project manager abidlat, it was almost three decades after the
idea of cellular communications was introduced Iyl Baboratories. Two decades later, cellular

phones made a commercial debut in the mass markéieiearly 1990s. In the early days of

cellular handsets, phone functionality was limitedlialing, and voice input/output.

When the second generation of mobile telecoms (26 introduced in Finland by Radiolinja
(now Elisa) on the GSM standard (now the world'sheommon mobile technology with over 2
billion users) in 1991, the digital technology oduced data services. SMS text messaging was
the first such service. The first person-to-per8MS text message was sent in Finland in
December 1994. SMS (Short Message Service) gradbaian to grow, becoming the largest
data service by number of users in the world, culyevith 74% of all mobile subscribers or 2.4

billion people active users of SMS in 2007.

One advantage of SMS is that while even in confegensers are able to send and receive brief
messages unobtrusively, while enjoying privacy. rEiresuch environments as in a restaurant,
café, bank, travel agency office, and so on, thersuscan enjoy some privacy by

sending/receiving brief text messages in an unshteuvay.

It would take six years from the launch of SMS utite first case of advertising would appear
on this new data media channel, when a Finnish meodder offered free news headlines via
SMS, sponsored by advertising. This led to rapigeexnentation in mobile advertising and
mobile marketing, and the world's first conferencediscuss mobile advertising was held in
London in 2000, sponsored by the Wireless Markefiegociation (which later merged into the
Mobile Marketing Association).



2.3 Mobile Phone Advertising

Harte (2008) defines Mobile advertising as the camication of messages or media content to
one or more potential customers who use mobilecgsviMobile advertising ranges from simple
text messaging to intelligent interactive ad messadhe key parts of a mobile advertising
system include the advertiser, a mobile ad netwankbile system operators, and mobile

devices.

Globally, mobile advertising revenues totaled rdudgbl.4 billion in 2007, the vast majority of
which came from messaging. Short codes, also knasv@&SCs, are a major driver, but other
formats and approaches, often incorporating mutlimeontent, are also being explored. Given
the purpose-driven nature of mobile usage, we ipatie that highly personalized or location-
based search is likely to be an important formagafivertisers.

Similarly, venture capitalists are pouring fundiimgo the mobile advertising sector, and
established online giants such as Yahoo! and Goaglancreasingly becoming involved with
mobile services. Yahoo! is showing mobile displals an 16 countries today, working with
leading carriers, while Google has adapted itsceetechnology to be compatible with mobile

phones and has launched its own platform for matekgces, Android.

2.3.1 Mobile as a Media

This unobtrusive two-way communications caught #ugention of media industry and
advertisers as well as cell phone makers and telexmerators. Eventually, SMS became a new
media - called the “seventh mass media channe$elygral media and mobile experts - and even
more, it is a two-way mobile media, as opposed te-way immobile media like radios,

newspapers and TV.

The immediacy of responsiveness in this two-way imesl a new territory found for media
industry and advertisers, who are eager to measgremarket response immediately.
Additionally, the possibility of fast delivery ohé messages and the ubiquity of the technology,
make it ideal for time- and location-sensitive atigeng, such as customer loyalty offers, SMS
promotions of events, etc. To leverage this stiergft SMS advertising, timely and reliable

delivery of messages is paramount, which is guaeghby some SMS gateway providers.



Mobile media has begun to draw more significanerdgtbn from media giants and advertising
industry since the mid-2000s, based on a view thabile media was to change the way
advertisements were made, and that mobile devmedarm a new media sector. Despite this,
revenues are still a small fraction of the advergjsndustry as a whole but are most certainly on

the rise.

2.3.2 Mobile Advertising Operation

Harte (2008), shows in this example, how a compmaagtes and submits a small banner ad to a
mobile advertising network and selects locatiometiand category as the ad promotion criteria.
The mobile advertising network submits these adsiutiiple mobile networks and keeps track
of the transmission, selection and response tethds. The mobile system operators review the
capabilities of the mobile devices in their netwéokdetermine which devices can receive and

respond to mobile ads.

2.3.3 Previous Research on Mobile Advertising

Past research on modality of advertising medianmastly focused on traditional media formats.
Different types of media (through various modalitpmbinations) have been shown to
differentially affect attention, vividness, compesision, and decision-making. Chaiken & Eagly
(1976) found that comprehension of an easy mesdidgeot differ as a function of whether the
message was presented in written, auditory, oroviftem, however, comprehension of a

difficult message was best in written form.

Jacoby, Hoyer, & Zimmer (1983) found similar resultprint messages were better
comprehended than television or audio messagesve@smly, research by Liu & Stout (1987)
found that pictures and words, or pictures alonerewmore effective than words alone in
enhancing message recall and inducing positivediisuand attitudes. Few researchers have
examined these implications in a mobile advertisgmgironment in particular, so predictions

regarding directionality of various modalities dtitades remain speculative.



Cognitive load theory (Sweller 1988; Sweller, Varemiénboer, & Paas ,1998) addresses the
limitations of working memory, in terms of both ety to store and ability to process incoming
information, and it provides guidelines for miniimg working memory overload. Initially,
working memory was considered a unitary constrbat, modern conceptualizations divide
working memory into a "visual-spatial scratch p&mhold and process visual information and a

"phonological loop" to hold and process auditorffpimation (Baddeley, 1992)

Chandler & Sweller (1991) found that subjects pmése with both the diagram and the text
performed worse on subsequent tasks than subjéconly viewed the diagram. Extending this
idea to mobile advertising suggests that an acdesrient presented on mobile device with both
pictures and text that describes the pictures shioellless effective than a mobile ad presented as

just text.

Therefore, if a mobile phone can present video waititlio, consumers may actually prefer
redundant information rather than simply readingMS message presenting a mobile ad. Thus,
behavioral intentions to use a wireless deviceht@mia commercial content should be higher for
dynamic ads than static ads. In addition, receséarch has found that including affective
measures with cognitive measures provide much rgtégliction of intentions to use a wireless

device than using cognitive factors alone (Brundfunar 2005; Kulviwat et al. 2007).

Mobile industry stakeholders appear to agree thatkey to a successful mobile advertising
campaign is that it should not be intrusive, Ands€R006). Barnes & Scornavacca (2004) stated
that user permission is one of the variables affgctnobile advertising effectiveness. User
permission occurs when individuals give consenet®ive information from a company (Godin
1999).

Mobile users said that they would accept mobileeatising provided that they had prior

consent, Barwise & Strong (2002). Many users atsisted that they should have the right as
with internet newsletters to opt out quickly andigawhenever they want to (Andrews, 2006).
As a result, advertisers need to tread carefullprisher to strike a balance between effective

advertising and invading the privacy of mobile ssgennedy, 2006)

10



2.4 Determinants of Effective SMS Advertising

Location & time are one of the determinants of eifee SMS Advertising. Location-based
advertising is regarded as one of the most integsipportunities mobile commerce has to offer
because of its impact on the perceived informatiatity of the location-aware advertisement.
Various studies have empirically verified an ineedn advertisement effectiveness through
spatial advertising (Andersson & Nilsson 2000; Gdparipathi 2006).

Andersson & Nilsson (2000), evaluated location-Em@sSMS campaign effectiveness based on
traditional communication effect measures, and gltbthat SMS campaigns were effective and
did have a positive impact especially on brand amass and purchase intention. In the current
research, ‘ad localization' is considered as sendiformation to consumers based on their
location, in order to convince them to visit a lostore. Furthermore, consumer behavior theory
points to the interdependence of time and loca{ldang, Herr, & Page 2003). Targeting

prospects at the right time and place actually iespininimum perceived effort for the prospect

in buying the advertised product.

Interactive elements of a mobile ad attempt toitetiegnitive responses by allowing the viewer
to search for more information through the mobikvide. By providing interactivity, the
advertiser attempts to increase viewer involvenhbgntreating a two-way communication in real
time, instead of the usual one-way connection indimeadvertising (Lohtia, Donthu &
Hershberger, 2003).

Individuals are interested in deriving some monethenefit or an incentive from direct
marketing programs (Milne & Gordon 1993). In a Nwkponsored survey, conducted by HPI
Research Group, almost nine out of ten participé86%o) agreed that there should be a trade-off
for accepting advertisements on their mobile de/{E&astore 2002). Prior research proposes that
price discounts are particularly effective in inohgceffects, such as purchase acceleration and
product trial (Shi, Cheung, & Prendergast 2005¢viius studies have shown that retail price
promotions change consumers' purchase decisionshahdetailers use price promotions more

frequently to boost store sales (Chen, Monroe, & 1698).
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The term "ad source" is used to refer to traitshef communicator (whether an individual or a
company), and includes expertise, trustworthinassactiveness, and power. Mackenzie and
Lutz (1989) found that credibility strongly influees attitude toward the advertiser, which in
turn is an important predictor of attitude towahe tadvert. Corporate credibility is defined as
"the extent to which consumers believe that a fian design and deliver products and services
that satisfy customer needs and wants" and has foeead to have direct positive effects on
attitude toward the ad, the brand, and purchasetiiChoi & Rifon, 2002).

Message appeals are usually divided into rationdl emotional ones (Johar & Sirgy, 1991).
Rational appeals are typically based on factuabrmation and focus on product attributes.
Emotional appeals, on the other hand, typicallgnadtto create positive emotions and develop a
brand personality. Emotional appeals have beendféoitioe most effective when brand response
involvement and advertising message involvementaavewhereas rational appeals are found to
be relatively more effective when customers arehlgignvolved with the brand and the
advertisement (Baker & Lutz, 2000).

Johar and Sirgy (1991) have proposed that valueesgfve advertising appeals are persuasive
when the product is value-expressive, whereastartdn appeals are persuasive when the
product is utilitarian. A series of studies by Skia{1990) yielded evidence about the attitude
functions associated with different products, amomged that attitudes toward products that serve

different functions respond to different types dfartising appeals.

When individuals base their purchase decision mainl how they feel about the product, then
the product is characterized as "feel"; when theclpase decision is based mainly on thoughts,
then the product is characterized as "think" (Riatch1987). Laurent & Kapferer (1985) argue,

the degree to which consumers process advertigsingnunications and react to the message in

an active or passive way depends on their involvemwéh the product.

The Elaboration Likelihood Model (Petty & Caciopf886) suggests that involvement affects

motivation to process information. People with hggoduct involvement may be more likely to
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explore more product-specific information. If adi@¥ment arguments are strong, involved

consumers may be more likely to form a positivawate toward the advertised products

Tsang, Ho, & Liang (2004) also found that consunterge generally negative attitudes toward
mobile advertising unless they have specificallpsemted to receive the advertising messages.
Thus, it is possible that attitudes toward specifiobile advertisements are influenced by

attitudes toward advertising via cellular phonegeneral.

2.5 Factors Leading to Mobile Phone Advertising

As consumers are increasingly exposed to mobileerdiding, their acceptance is also
increasingly regarded as a critical success fa@anberg, Hirschmeier, & Wehrmann 2004;
Heinonen & Strandvik 2003). Although academic resean mobile commerce and consumer
acceptance of mobile advertising is relatively reewd thus still scarce, a number of studies have
been conducted in this field.

Consumers carry their mobile phones almost everggyhghich creates new opportunities for
marketers. This can be useful to both marketerscandumers. It has been suggested that when
using mobile services or receiving mobile advargsmessages, consumers perceive value in
relation to the utilization of time and place (that contextual information) (Heinonen &
Strandvik 2003; Pura 2005). For example, with lmcebased mobile services, the location of a
single consumer at a given time can be identifiedl mobile advertising made contextually valid
(For Example a dinner offer when passing by a fé@aestaurant in the evening), which in turn

can provide more value for the consumer.

In many countries mobile advertising is permisdiased by law in order to keep mobile phones
clear of spam. Accordingly, mobile advertising loaliy follows the ideas of permission
marketing (Godin, 1999). As mobile phones are \massonal devices, consumer perceptions of
controlling that permission as related to the nebitivertising (e.g., how many messages they
receive in a given period) are considered importe@utors that might affect consumer
acceptance of mobile advertising (Leppaniemi & Kagpto 2005; Nysveen, Pedersen, &
Thorbjgrnsen, 2005).
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Consumers' risk perceptions can strongly deterrthie@ behavior (Mitchell 1999). This may
also be the case with mobile advertising. Althoaghsumers have given their consent to receive
mobile advertising, what they actually get may macessarily match their expectations.
Therefore, they might perceive various risks (epgiyacy, unsuitable content) or even feel
irritated when receiving the communication (Bauesle2005; Tsang, Ho, & Liang 2004). These
risks and annoyances represent disadvantages dufices) that the consumers associate with
mobile advertising. Consumers' trust in the uséhefr personal data and the laws protecting
them might affect their acceptance of mobile ads¥d.

2.6 Perception

Perception is the process by which an individucs, organizes, and interprets stimuli into a
meaningful and coherent picture. It is generatbdma person views scenes from a famous act,
sniffs a favorite food or hears the voice of arfdevhich makes recognition instant. Perception
is the process by which we attribute meaning t@nmag stimuli received through our senses,
(Kanuk and Shiffman 2003).

Perception is the process of attaining awarenessinderstanding of the environment by
organizing and interpreting sensory informationl gérception involves signals in the nervous
system, which in turn result from physical stimidatof the sense organs. It thus describes the
process through which an individual selects, ogsiand interprets stimuli into a meaningful

and coherent picture. (Pomerantz, James R, 2003)

Perception is the process by which people seleghnize, and interpret information Perception
has four major steps: Exposure - When a stimulke @ billboard) comes within range of your
senses (vision), Attention - Determined by the vidlial and the situation; Nerves pass the
information onto the brain for processing. Intetpt®n - when marketing messages are assigned
meaning and finally Memory which can be of two typ®hort-term for immediate decision

making and Long-term for retention.

Marketers are interested in perception because/dives what customers believe. To provide
satisfaction effectively in the market place, méeke must understand how all their marketing

activities are perceived because perception gréafliyences buyer behavior. Consumers also
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perceive the same situation differently. People rgmeavith different perception characteristics
and the first one is consumer perception which ubjective, secondly, perception of the
consumer is selective, thirdly, perception of thasumer is time related, and finally consumer
perception is summation. Consumers take many sensahat reach their awareness almost
simultaneously. The summations are summed upantomplete and unified whole before a
consumer can react to them. There are four maiswoar perception characteristics namely
subjective, selective, time related and summatidinerefore, it is difficult to conceive how

consumers could ever make their minds to buy ivétre not for the fact that perception is

summative, (Kibera & Waruingi (1988)

2.7 Summary of Literature Review

Dross (2006), Mobile advertising is one of the maspular applications of mobile commerce,
particularly in the form of SMS advertising. Howeykttle is known regarding the effectiveness
of such campaigns and the factors contributindpéir tsuccess.

The rapid proliferation of mobile phones and ottmabile devices has created a new channel for
marketing. The use of Short Messaging Service tesx customers through their handheld
devices is gaining popularity, making the mobileopd the ultimate medium for one-to-one

marketing. Tsang (2004) indicated that (1) conssngenerally have negative attitudes toward
mobile advertising unless they have specificallyjnsamted to it, and (2) there is a direct

relationship between consumer attitudes and consbeteavior. Thus it is not a good idea to

send SMS advertisements to potential customeruitbrior permission.

This study aims to find out what makes mobile atisieig effective in Nairobi. This will look at
what factors should be satisfied in order to haeffective mobile advertisement then look at the
what things make the advert itself more appealntpé customer and make them respond to the
advert. This elements are the determinants to tefee@advertising; if the research finds them
available then mobile advertising in Nairobi isegfiive, if this elements are missing then mobile
advertising is not effective in Nairobi thereforeek ways of making it more effective to the

consumer.
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CHAPTER THREE: RESEARCH METHODOLOGY
3.1 Introduction
This chapter provides information on the data ctib® instruments, the target population,
sampling method used and data techniques emplayédd out the perceived effectiveness of

mobile advertising in Nairobi.

3.2 Research Design

The research design for the study was a descrijpksign method because it determines and
reports the way things are. It describes data dmaracteristics about the population or
phenomenon being studied. Descriptive researchemssive questions who, what, where, when,
and how. Although the data description is factaakurate and systematic, the research cannot

describe what caused a situation.

3.3 Population of the study
The Target population consisted of customers of fthe mobile operators in Nairobi. The
customers were gathered from mobile subscriberomest care points as it eased the

identification process.

3.4 Sample of the Study

A total sample size of 200 customers who were gsiiEms from each of the four mobile
operators was used. A sample of 50 subscribers &bthe four mobile subscribers in Nairobi
namely Safaricom, Airtel, Orange and Yu Mobile wa®d. This enabled the assessment of the
perception of mobile advertising in Nairobi acrdee board. Random sampling was used to
collect data as collection of data was from custor@e shops of the different mobile
subscribers. Every third individual in the queueswanosen to fill in the questionnaire. The
Sampling unit used was mobile subscribers in thyeafiNairobi. This process was carried out in

a period of one week.

3.5 Data Collection

The data collected sought to find out the perceieffdctiveness of Mobile advertising in
Nairobi. As the data was primary use of questiomsawas the method of data collection.
Questionnaires contained both structured and wished questions. The questionnaires were

self-administered as the respondents were givestignaaires to fill without supervision by the
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researcher at the time of distribution. The redearcthen collected the questionnaires
immediately they finish as it was hard to trace tbgpondents later. Research assistants were

used in order to assist in collection of data fritva respondents.

3.6 Data Analysis Technique

The data was first edited in order to remove anyegessary information that was supplied by
the respondents. This mainly involved data codléchs primary data from the respondents
directly. While editing, the researcher tested dla¢a for validity, consistency, accuracy and

uniformity.

Data was analyzed using descriptive statisticsaDatsection A of the questionnaire was
analyzed using frequencies and percentages. Sdgtidrhich sought to establish the perception

of consumers was analyzed using mean and standeiatidn.
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATIONS
4.1 Introduction
This chapter presents the analysis and interpoeatof the data from the field. It presents
analysis and findings of the study as set out m bsearch methodology on the perceived
effectiveness of mobile advertising in Nairobi. Hayidentified the problem of study in chapter
one, reviewed existing literature and shown gap&nawledge in chapter two, chapter three
explained the methods that the study used to ¢alka.

The study sampled 200 respondents from the fourlentddecommunication providers in Kenya
where 50 customers from each were selected tocipate in the study. From the study, all the
200 respondents sampled participated in the stydfillmg the questionnaires satisfactorily.

This commendable response rate can be attributédetalata collection procedure, where the

researcher personally administered questionnanmgsvaited for respondents to fill in.

4.2 Demographic Characteristics of the Respondents

The study targeted subscribers from all the foubitecsubscribers in Nairobi namely Safaricom,
Airtel, Orange and Yu Mobile who were seeking sezsifrom the various customer care points
in Nairobi in one week. As such the results on dgmaphic characteristics of these respondents
were investigated in the first section of the gioestaire. They are presented in this section
under gender distribution of the respondents, dgbeorespondents, working experience in the
hospitals, highest academic qualifications.

The study sought to find out the gender of theaadpnts. In this study the respondents sampled
were expected to comprise both male and femaleonelgmts. The respondents’ distribution in

terms of gender is shown in Table 4.1.

Table 4.1: Gender Distribution of the Respondents

Gender Frequency Percent
Male 114 57
Female 86 43
Total 200 100.0

Source: Author, 2012
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From the study, majority of the respondents werkenslown by 114 (57%), of the men studied
while 86 (43%) of them comprised of female resposleThe findings show that the mobile
subscribers in Nairobi namely Safaricom, Airtel,a@ge and Yu Mobile who were seeking
services from the various customer care points airdbi are both male and female members;
however the majority of them are males. The findimgply that the views expressed in this
findings are gender sensitive and can be takee@esentative of the opinions of both genders

as regards to the perceived effectiveness of mabiNertising in Nairobi.

The respondents involved in this study people freamous employment statuses. The study

therefore sought to establish the distributiorhef tespondents in terms of employment statuses.

Table 4.2: Distribution of the Respondents in Term®f Employment Statuses

Employment status Frequency Percent
Employed 84 42
Unemployed 14 7
Business/Self Employed 102 51
Total 200 100

Source: Author, 2012

According to the results depicted in table 4.2, {®%) of the respondents indicated that they
were business persons or self-employed, 82 (42%)r@lemployed of them reiterated that they
were employed and 14 (7%) of them were unemploVkdse findings imply that majority of the
clients seeking services from the customer carstpan Nairobi are entitled to certain forms of
income from their employers or from their business&s such they are in positions to afford

various services that are offered by the mobilgises providers.

The target respondents are distributed in varigeshaackets hence their marital status are likely
to be different. As such the study sought to esthlthe marital statuses of these respondents
since marital status or family responsibilities &aetors that can affect one’s perception of

mobile advertisings by the mobile service providers
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Table 4.3: Marital Status of the Respondents

Status Frequency Percent
Single 80 40
Married 90 45
Widowed 8 4
Separated 22 11
Total 200 100

Source: Author, 2012

Majority of the respondents, comprising 45 %( 90sptendents) reiterated that they were
married, 40% (80 respondents) of the respondents wiagle, 11% (22 respondents) of the
respondents were separated, while 4% (8 resporjdeinttem were windowed. The findings
imply that the respondents are mainly married @ &taone been in a family relationship. Their
statuses are an indication that they have commisrem responsibilities which to some extent
they are expected to affect their perceptions obiteaoadvertisings by the mobile service
providers. However it is worth noting that the podjpon of the single employees in the division
is significantly high implying that they are liketp be having a different view on the mobile
advertisings by the mobile service providers. Témults in general indicate that there are mobile

subscribers in various marital statuses.

The level of subscribers’ perceptions of mobileextigings by the mobile service providers may
vary with the age of the respondents. In ordenvtmdabiasness, this study thus had to investigate
the composition of the respondent in terms of agekets to understand their familiarity with
the mobile advertisings by the mobile service pilevs. Table 4.3 shows the results of the
findings on the age brackets of the respondents.

Age Frequency Percent
18-28 10 5
29-38 58 29
39-40 110 55
49-59 16 8
Over 60 6 3

Source Author, 2012
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Figure 4.1: Age Bracket

From the study, an overwhelming majority (55% 180) of the respondents were aged between
39-40 years, 29% (58 respondents) of them indictitatithey were aged between 29-38 years,
8% of the respondents were aged between 49-59,&Ar£10 respondents) of them indicated

that they were aged between 18-28 years, while ly(6 respondents) of them were aged over
60 years. From these results it is clear that éspandents were well distributed in terms of age
and that they are active in technological advancesngnd productivity and hence can contribute

constructively in this study about the perceivd@aiveness of mobile advertising in Nairobi.

The customers seeking customer care from the cestoare points in Nairobi are likely to be
drawn from people with different academic qualifiocas. This difference might contribute to
differences in their perceived effectiveness of il@ohdvertising and in the responses given by
the respondents. The study thus sought to estatbleshighest academic qualifications attained

by the respondents. The responses on this questathepicted in table 4.4.

Table 4.4: Level of Education

Level of Education Frequency Percent
Primary 16 8
Secondary 40 20
College 64 32
University 80 40
Total 200 100

Source: Author, 2012

The study results reveal that, 40% of the respasdananimously indicated that they had
acquired Bachelors’ or undergraduate degrees laivelducation, 32% of them indicated that
they had acquired college education as their higlees| of education, 30% of the respondents
had acquired a secondary level of education, W8%teof the respondents indicated that they had
acquired secondary education as their highest Evediucation. This results imply that majority
of the respondents had at least a college levetlotation and hence understood the information
sought by this study. These findings further imghgt all the respondents were academically
qualified and also familiar with their duties andutd dispense them effectively in terms of

professional work ability and performance.
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The study further sought to establish the distrdyubf the respondents in terms of religion. The

religion of the respondents is a factor that i®likto affect their perceptions about mobile

advertising.

Table 4.5: Distribution of the Respondents by Relign

Religion Frequency Percent
Christian 96 48
Muslim 80 40
Hindu 16 8
Traditionalist 8 4
Total 200 100

Source: Author, 2012

Accordingly, 48% of the respondents collectiveldioated that they were Christians, 40% of
them were Muslims, 8% of the respondents were Himdhile 4% of them indicated that they

were traditionalists. These findings imply that thabscribers are distributed across various
mobile phone service providers hence representatitiee influence of this social aspect on their

perceptions.

4.3 Perceived Effectiveness of Mobile Advertising

This theme comes from the main objective of thestuhich sought to investigate the perceived
effectiveness of mobile advertising in Nairobi. T8tady collected views from equal numbers of
respondents across the four mobile providers inyderomprising of Safaricom, Airtel, Orange

and Yu.

The respondents were required to indicate the é&equ at which they receive mobile

advertisements. The results are shown by table 4.6.
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Table 4.6: Frequency of Receiving Mobile Advertiseents

Duration Frequency Percent
Daily 140 70
Weekly 52 26
Monthly 8 4
Rarely 0 0
Total 200 100

Source: Author, 2012

The results depicted in table 4.6 show that an walvelming majority of the respondents
(comprising 70%) indicated that they receive mobhieertisements on daily basis, another 26%
of the respondents received mobile advertisemeagkhy, while 4% of them indicated that they

receive mobile advertisements monthly.

The study further sought to establish the type afbile advertisements received by the
respondents. Table 4.7 shows the study results.

Table 4.7: Type of Mobile Advertisements Receivedybthe Respondents

Mobile advertisement Yes No

Frequency Percentage Frequency Percentage
Entertainment 160 80 40 20
Retail shop sales 48 24 152 76
Charity events 90 45 110 55
Wallpapers, ringtones 100 50 100 50
Political 30 15 170 85

Source: Author, 2012

From the study, 80% of the respondents indicatatthiey receive entertainment advertisements,
50% of them receive wallpapers, ringtones advermesds, 45% of them indicated that they
receive charity events advertisements, 24% indicaegail shop sales, while 15% of them

receive political advertisements.
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The respondents were required to indicate whetigy tespond to mobile advertisements they

receive. Figure 4.2 depicts the results.

Response to Mobile

Advertising Frequency Percent
Yes 146 73%
No 54 27%

Figure 4.2: Whether they respond to Mobile Advertiements Received

Majority of the respondents indicated that theyoesl to mobile advertisements they receive as

indicated by 73% (146 respondents) of them, whil@2(54 respondents) of the respondents

indicated that they do not respond to mobile ads@ments they receive.

The study sought to find out the various ways irichithe respondents respond to the mobile

advertisements they receive.

Table 4.8: The Ways of Responding to the Mobile Adrtisements

Responding to the Mobile Advertisements Yes No
Frequency | Percentage| Frequency | Percentage
Donating 102 70 44 30
Going for the event 44 30 102 70
Visiting the store 15 10 131 90
Other 22 15 124 85

Source: Author, 2012

From the study 70% of the respondents indicatet ttiey respond to the advertisements by

donating, 30% of them respond by going for the evEsP% of the respondents respond by other,

while only 10% of them reiterated that they resptmthe mobile advertisements by visiting the

stores.
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4.4 Reasons influencing Consumer Response to MobAevertisements
The study sought to establish some of the readwatsitfluence the consumers’ response to

mobile advertisements. The results are shown urdid.3.

Reasons influencing consumer

Response Frequency Percent
Permission 80 40
Relevance 176 88
Intrusive Nature 96 48
Costs 152 72
Other 40 20

Figure 4.3: Reasons that Influence the Consumers’dgponse to Mobile Advertisements

From the study, an overwhelming majority of thepasdents (shown by 88%) indicated that
relevance influences their response to mobile d@deenents, while 72% of them indicated costs,
48% of the respondents indicated intrusive natd@8p indicated permissions, while 20% of

them indicated that other reasons like security emahpatibility influences their response to

mobile advertisements.
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The standard deviation is a statistic that tells yww tightly all the various examples are
clustered around the mean in a set of data. Whenetamples are pretty tightly bunched
together and the bell-shaped curve is steep, #relatd deviation is small. When the examples
are spread apart and the bell curve is relativiglly that tells you you have a relatively large
standard deviation. (Niles, Robert 2013)

The respondents were required to indicate the extenvhich various aspects affect mobile
advertising effectiveness.

Table 4.9: Extent to which Various Aspects affect Mbile Advertising Effectiveness

Aspects that affect Mobile Advertising Effectivenes Mean Std. Dev.
Coverage 3.4545 .83258
Confidentiality 3.6667 .73598
Risk factors 3.5152 .87039
Location & time 3.5758 .83030
Interactivity 3.3636 .69903
Ad Source 3.6061 .60927
Message appeal 3.5455 1.36079
Feelings/interest to product 3.9697 1.20217
Involvement 4.0000 1.1897
Motivation 3.3939 1.28756
Attitude 3.9394 0.89234
Permission/Legality 3.3939 1.28756
Satisfaction 3.7576 1.2411

Source: Author, 2012

According to the results depicted in table 4.9, angj of the respondents agreed that
involvement affect mobile advertising effectivenassshown by a mean score of 4.0000, as well
as feelings/interest to product as shown by a nseare of 3.9697, attitude as shown by a mean
score of 3.9394, satisfaction as shown by a meare sif 3.7576, confidentiality as shown by a
mean score of 3.6667, advert source as shown bgaa recore of 3.6061, location & time as
shown by a mean score of 3.5758, message appshbas by a mean score of 3.5455 and risk

factors as shown by a mean score of 3.5152. Thefefiuindicated neutrality that coverage
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motivation, permission/legality and interactivitfifeact mobile advertising effectiveness as shown
by mean scores of 3.4545, 3.3939, 3.3939 and 3.@&3@ctively.

The study requested the respondent to indicate pleeception of mobile advertising generally.

These results are depicted in table 4.10.

Table 4.10: Describing the Perception of Mobile Adertising

Perception Frequency Percentage
Entertaining 140 70
Political 40 20
Informative 168 84
Intrusive 112 56

Source: Author, 2012

From the study, 84% of the respondents describeanibbile advertising as being informative,
70% of them indicated that mobile advertising idgmlly entertaining, 56% indicated intrusive,

while 20% of the respondents described the mobiNewrising as being political.
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CHAPTER FIVE: SUMMARY, DISCUSSIONS, CONCLUSIONS AND
RECOMMENDATIONS

5.1 Introduction

This chapter provides the summary of the findingsnf chapter four, and also it gives the
conclusions and recommendations of the study basedhe objectives of the study. The
objectives of this study were to determine theaifeness of mobile advertising in Nairobi, to
determine the trends of mobile advertising in Nairand to determine the reach of mobile
advertising in Nairobi.

5.2 Summary of the Findings

Mobile advertising comes in a variety of forms,luting display, SMS/text message, location-
based, and rich media. These mobile advertisememtscommon in all the mobile service
providers in Kenya. From the study 140 respondéotsnprising 70%) indicated that they
receive mobile advertisements on daily basis, aro#2 (26%) of the respondents received
mobile advertisements weekly, while 8 (4%) of themdicated that they receive mobile
advertisements monthly. They range from entertaimnaglvertisements, wallpapers, ringtones

advertisements, charity events advertisements| séi@p sales to political advertisements.

The study found that the mobile subscribers resgomdobile advertisements they receive. This
they do by donating, going for the event as weNiaging the stores. The factors that determine
the customers’ decision to respond to the mobileedsements include relevance, costs,

intrusive nature, permissions and other reasoessicurity and compatibility.

The study further established that involvementlifigs/interest to product, attitude, satisfaction,
confidentiality, advert source, location & time, ssage appeal, risk factors, coverage
motivation, permission/legality and interactivitifeect mobile advertising effectiveness. As such
the mobile advertising can be described as beinglyniaformative, entertaining and intrusive.

5.3 Discussions

New solutions are emerging for tracking consumdralbers on mobile devices, between apps
and the mobile web and across multiple devices. iMobampaigns are also offering
unprecedented reach in emerging markets, reachieaghéxt 1B consumers that are coming

online for the first time through their mobile dees.
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Mobile advertising networks and advertisers arenieg more and more about our users and the
best way to reach them, but the challenge is, Wbate do with all of that data once we've got
it? The next phase in mobile advertising is yigiimization — using the glut of data available
with every ad request in order to serve the rightaathe right people. Location and time of day
are going to become increasingly critical factaorsriobile ad yield optimization. If you can put
an ad in front of users at the right time of dayewlthey are thinking about making a purchase or
a download, and do it in a way that is relevarth&r geographic location, you have unlocked a

new universe of possibilities.

5.4 Conclusions

The study concludes thatobile advertising has the ability to spur a dialedetween a consumer
and the advertising institution/marketer. Thisrifinitely more valuable since it creates a personal
connection between the mobile user and the braddhalps marketers optimize their messages by

ensuring the content caters to the characteristieach individual end-user.

The study also established that an effective madaileertising is a combination of goals, statistics,
creativity and an intuitive knowledge of the mobitensumer. From the studynvolvement,

feelings/interest to product, attitude, satisfatticonfidentiality, advert source, location & time,
message appeal, risk factors, coverage motivapemnission/legality and interactivity affect

mobile advertising effectiveness.

The study further concludes that by utilizing mebéldvertising, companies can run marketing
campaigns targeted to tens of thousands of peagteawraction of the costs and time compared
to other direct marketing mediumghe effect of perceived usefulnessiomolvement, relevance,
costs, intrusive nature, permissions and otheroreadike security and compatibilitgreater

among the proposed factors.

The study concludes that the main advantage of Im@loivertising is that it can reach the target
customers anywhere anytime. In order to promoteséfieng of products or services, all the actiatie

required to communicate with the customers aresfeared through mobile devices. Combining with
the customers' user profile and context situatexvertising companies can provide the target

customers exactly the advertisement informatioy thesire.

29



5.4 Recommendations of the Study

The study recommends that there is need to custommiabile advertisements to particular
customer segments or even specific individuals dage available information such as
demographics, past behaviors, and interests. Whdeile advertising offers many potential
opportunities for marketers, it is not clear thittygpes of products are naturally suited to this
advertising medium. Marketers can expect the begfopnance out of mobile display
advertising campaigns when their brands are pexdeby consumers as more utilitarian and
higher involvement. It may be advisable to use rtiwbile advertisement channel earlier than
other channels as prior recent exposure to produedsices the effectiveness of mobile

advertisements.

According to the results, purchase decisions anerpersonally relevant and therefore of higher
involvement to consumers the closer they are tartbment of truth when they need to make a
choice. Mobile display advertisements may be mdieceve even for products that are lower
involvement when they are served to consumers wlalaser to making a purchase decision.
The study therefore recommends that a related asipsiccould also improve the effectiveness
of mobile advertisements for products not inhegehitjher involvement and utilitarian is to take
advantage of the physical context in which adventients are served. Similar to the above point
about timing, customers in a store environmentracge likely to be in an active purchase
decision-making mindset. This could potentially matkhem perceive the products they are
physically examining in the store as higher invahemt. Mobile location-based advertising,
which targets mobile advertising messages basedhmme a consumer is, could therefore be

very effective in this regard.

5.5 Suggestions for Further Studies

The study has investigated the perceived effectiserof mobile advertising to consumers as a
promotional tool in Kenya where the focus was ornréda. The mobile telecommunication
services and hence mobile advertisements in Keayeever are consumed in various other areas
in the country which differ in cultures, infrasttuoe, competition and levels of income and
hence have different settings all together. Thisravds the need for another study which would
ensure generalization of the study findings for wiele Country and hence pave way for new

policies. The study therefore recommends anothetysbe done with an aim to investigate the
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perceived effectiveness of mobile advertising tostoners as a promotional tool in the Kenyan

counties.

5.6 Limitations of the Study

The researchers encountered various limitationsvieee likely to hinder access to information
that the study was looking for. The main limitatiohstudy was its inability to include more
areas across the Country. This was a study focuminthe perceived effectiveness of mobile
advertising to consumers as a promotional tool ardbi. The study could have covered more
areas across the Country so as to provide a moeallirased analysis however time and resource
constraints placed this limitation. The researctmuntered this problem by carrying a study
where mobile subscribers across the four mobilkectghmunication companies were involved

and serve as a representative.

The respondents approached were likely to be @ahtich giving information fearing that the
information sought would be used to intimidate themprint a negative image about their
mobile operator. The researcher handled the problenarrying with them an introduction letter
from the University and assured them that the mfdion they gave would be treated

confidentially and it would be used purely for agadc purposes.
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APPENDICES
Appendix |: Research Questionnaire
| am carrying out my research for my Postgraduaigree at the University of Nairobi on the
perceived effectiveness of mobile advertising inrdd@. You have been chosen as one of my

respondents. Kindly fill the following questionsdatick where appropriate.

(Kindly fill the relevant response to the ques}ion

PART A: BIO-DATA

1. Gender
Male ] Female ]
2. Employment Status
Employed ] Business/Self Employed []
Unemployed ] Other ]
3. Marital Status
Single ] Separated ]
Married ] Widowed O
Other ]
4. Age
18-28 ] 29-38 ]
39-40 ] 49-59 ]
Over 60 ]
5. Education level
Primary ] Secondary ]
College ] University ]
6. What religion do you belong to?
Christian ] Hindu ]
Muslim ] Traditionalist ]

PART B: PERCEIVED EFFECTIVENESS OF MOBILE ADVERTISI NG

1. What mobile subscriber do you belong to?

Safaricom ] Airtel ]

Orange ] Yu ]
2. How often do you receive mobile advertisementspitk one)

Daily ] Weekly ]

Monthly ] Rarely ]

3. What type of mobile advertisements do you receivg[you may select more than one)

34



Entertainment [ Retail shop sales ]

Charity events ] Wallpapers, ringtones []
Political ]
[0 11 1T (5 1= o3 1 1Y) TS
4. Do you respond to Mobile Advertisements
Yes ] No ]
5. If you responded yes to the above question how t@y respond
Donating ] Going for the event [
Visiting the store ] Visiting the store ]
(@11 01T (0 T= o | ) 1
6. What are your reasons may influence your respons@ tmobile advertisements
Permission ] Irrelevant to you []
Intrusive nature[ ] Costs O
Othe SPECITY).. v e e e

7. To what extent does following aspects affect mobibdvertising effectiveness
Strongly | Disagree | Neither Agreel Agree | Strongly
Disagree or Disagree Agree

Coverage
Confidentiality
Risk factors
Location & time
Interactivity

Ad Source
Message appeal
Feelings/interest  to
product
Involvement
Motivation
Attitude
Permission/
Legality
Satisfaction

8. What is your perception of mobile advertising geneally (you may select more than one)

Entertaining ] Political ]
Informative ] Intrusive ]
L@ 11 a1 (5 1= | )

Thank you for taking time to fill this Questionnaire
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