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ABSTRACT 

This study aimed at assessing the challenges in mobile marketing advertisement in 

Tanzania taking Vodacom Company in Mwanza city as a case study. This study 

specifically focused on assessing the acceptance of mobile advertisements by 

examining customers‟ acceptance of mobile advertisements, to determine their 

attitudes towards marketing advertisements and to identify challenges in mobile 

advertisement through mobile services. 

The study adopted cross sectional design to get in depth data. Data were collected 

using survey method where interviews were conducted to 85 customers from 

Vodacom Company and management. The analysis of data was done using SPSS; 

where figures, like scale and Tables were used to analyze the criteria. The study 

found out that; most customers of Vodacom Company accept the mobile 

advertisement messages; since they give them awareness of the Company‟s services. 

However it was found that some customers faced several complications in mobile 

advertisement messages expressed in the hidden cost of some advertised messages, 

terms and conditions of some advertisement, higher reduction of airtime due to use 

of advertised messages and irrelevant messages to customers. Based on the evidence 

on inefficiency of mobile advertisements, the study recommend that, the mobile 

companies should direct entertaining, informative and relevant messages to 

customers in order to capture their attention. Correspondingly, the Company should 

reduce the frequency of messages sent to customers and personalize advertisement 

messages to avoid spam. 
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CHAPTER ONE 

INTRODUCTION 

This chapter attempts to define the problem which informs the study. The chapter 

focuses on the background of the study, historical perspective of mobile marketing, 

statement of the problem, mobile marketing issues, objective of the study, the 

research questions, and significance of the study and ends with a limitation of the 

study. 

1.1 Background of the Study 

The beginning of history of mobile communication technology could be even traced 

back to individuals with special radios that can patch into a phone line via line 

operator to make a phone call. The first official mobile phone was used in Sweden 

by Swedish police in 1946.The technology was connected to the telephone network 

and was distinctive of two ways Radio technology. The phone was not very 

practical; it was only able to make 6 phone calls before the car battery was drained. 

The creation of hexagonal cells for mobile phones by D.H Ring from Bell Labs in 

1947, led to the technology of modern cell phones.  

Later on, another engineer from Bell Labs conceived of cell towers that would 

transmit and receive signals in three directions instead of normal bi directional 

antennas. However, although some technologies had been developed electronics and 

other technologies would take decades to mature and to be developed. By 1967 

mobile phone technology was available, but the user had to stay in one cell area. 

Cell area which was serviced by a base station was unable to hand off cellular phone 
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call from one base station to another. You could make a phone call that was not able 

to continue the call after you reached set ranges.  

1.2 Historical Perspective of Mobile Marketing  

Mobile Marketing dates back before Alexander Melville. Bell and Eliza Grace 

produced the one and only Alexander Graham Bell. Mobile marketing professionals 

and hobbyists alike can learn from this timeline of events in the history of mobile 

marketing. Middle Ages: Town criers – young boys who ran through the streets 

shouting messages to all – were commonly hired to broadcast announcements. And 

in 19th century: traveling salesmen hawked wares from household gadgets to tonic 

cures from brightly painted covered wagons MMA (2008). 

In 1876, Bell introduces the telephone at the Centennial Exposition in Philadelphia. 

By 1886, there were more than 150,000 telephones in the United States. While in 

1925 Goodyear's first blimp, The Pilgrim, took to the air emblazoned with the 

Goodyear name and logo. Custom-built cars in the shape of hot dogs, peppermint 

rolls, lighters and more tour the country to build brand awareness before "brand 

awareness" even became a trade term in 1930s. 

Then in 1967  Lester Wunderman coined the term "direct marketing" to describe 

direct mail and telemarketing initiatives used for at least 15 years prior to this date. 

The exact date of the first direct mail campaign and first telemarketing call were 

never recorded. And in 1973, Martin Cooper invented the portable telephone 

handset. However, it didn't see mass market appeal for 20 years. While 1992, Neil 

Papworth sent the first text message, from his computer to Richard Jarvis's mobile 

phone MMA (2008). 
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Further in 1993, mobile phone capable of sending and receiving text was introduced. 

In 1994, QR codes invented by Denso Wave were used originally to track Toyota 

during manufacturing. While in 1996 the first mobile web access via cellular phone 

was introduced on the Nokia 9000 Communicator English Dictionary. And in 1999, 

SMS messages could now be sent between users on different model. In 1998, 

"Spam" as a slang term for unsolicited email marketing, was added to the Oxford 

wireless providers. In commercial mobile SMS service launched and Introduced of 

short codes for use with text message, thus marketing emerged. 

Moreover, in 2005, major brands launched major SMS campaigns, including Nike's 

Times Square design campaign and the Pontiac Spot a G6 give away and  approved 

the mobile top-level web domain, backed by Google, Microsoft, Visa and a host of 

mobile telecom providers  MMA (2008). 

In 2007Apple released the iPhone in United States and the number of active SMS 

users‟ worldwide reached 2.4 billion. Also number of average U.S. text messages 

per month (218) exceeded the average U.S. phone calls per month (213). In 2010 

Cambridge Dictionary added "text" as a verb, meaning to send a text message and 

QR codes began seeing wide usage as part of mobile marketing. In 2011, 40 percent 

of U.S. mobile users reported that they regularly used mobile devices to browse the 

Internet and mobile platforms consumed more than $ 14 billion worth of media, 

including $ 9.3 billion worth of music alone. 

One advantage of SMS is that while even in conference, users are able to send and 

receive brief messages unobtrusively, while enjoying privacy. Even in such 

environments as in a restaurant, café, bank, travel agency office, and so on, the users 
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can enjoy some privacy by sending/receiving brief text messages in an unobtrusive 

way. 

Some see mobile advertising as closely related to online or internet advertising, 

though its reach is far greater – currently this is because most mobile advertising is 

targeted at mobile phones that came estimably to a global total of 4.6 billion as of 

2009. Notably computers, including desktops and laptops, are currently estimated at 

1.1 billion globally. 

It is probable that advertisers and media industry will increasingly take account of a 

bigger and fast-growing mobile market, though it remains at around 1% of global 

advertising spent. Mobile media is evolving rapidly and while mobile phones will 

continue to be the mainstay, it is not clear whether mobile phones based on smart 

phones based on WiFi hot spot hot zone will also strengthen. However, such is the 

emergence of this form of advertising, that there is now a dedicated global awards 

ceremony organized every year by Vision gain. However, although mobile 

marketing has moved rapidly in many European and western countries, it is still in 

infancy in many African countries. Mobile Marketing Association (2008). 

The mobile phone has showed to be the powerful technical platform for marketing 

services. Through it, financial services can be delivered to people in rural areas. 

Mobile marketing has also showed to be powerful technical plant form for banking 

services. This is because, through it financial services can be delivered to people in 

rural areas without bank offices at a low cost (Bangens & Sodernberg, 2008). 

Recent statistics show that, mobile marketing budgets particularly mobile 

advertising will exceed 11 billion by 2011 rising from almost 1 billion in 2007 

http://en.wikipedia.org/w/index.php?title=Visiongain&action=edit&redlink=1
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(Christ 2009), since it expected that mobile subscriber will spread 4 billion by 2011 

(Higgin,2009). Other research findings indicate that, around 22% of firms which use 

on line advertising as a promotional tool have actually attempted to do mobile 

marketing (Ask, 2006). 

 In Tanzania, there are four mobile (companies) services providers, and the number 

of subscribers is more than 28 million. The mobile marketing in banking sector has 

grown. The mobile banking (also known as M-Banking, SMS Banking) is a term 

used for performing balance checks, account transactions, payments, credit 

applications and other banking transactions through mobile devices such as mobile 

phone or A Personal Digital Assistant (PDA) M-pesa (M. for mobile, Pesa is 

Swahili for money) is the product name of a mobile phone based money transfer 

service for Vodacom. Also there is ZAP for Airtel and TIGO-PESA for Tigo in 

Tanzania. The concept of M-pesa, ZAP and TIGO-PESA are services which allow 

microfinance borrowers to conveniently receive and repay money using mobile 

network for air time resellers. This would enable microfinance institution. (MFIS)  

to offer more competitive loan rates to their users as there is reduced cost of dealing 

in cash. The users of service would gain through being able to track their finances 

more easily. 

Mobile and fixed-line telephone subscribers in Tanzania were reported at 

11,130,602 in 2008, according to the World Bank. Mobile and fixed-line subscribers 

are total telephone subscribers (fixed-line plus mobile).The Chart below shows the 

Telephone subscribers in Tanzania from the year 2010 up to 2014. This Table report 

is according to the World Bank report (2014). As the Chart depicts for the year 

2010, there were 13,000,000 telephone customers in 2011 were 26,700,000, in 2012 
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customers were 27,319,665, while in 2013 customers were 28,000,000, for this year 

customers are more than 28,024,611. 

Figure 1Tanzania Telephone Subscribers from the Year 2010 up to 2014  
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Source: Field data 2014. 

1.2 Statement of the Research Problem 

In the world of business, a modern and creative advertising strategy plays an 

important role to enhance the sales volume of a company, nurturing the relationship, 

stimulating the awareness and shaping the attitude of a consumer (Kotler and 

Amstrong 2001). Advertising is not limited to an ordinary business, but also it is 

practiced by many nonprofit organizations, public agencies and professionals. For 

years, advertising has been regarded as a fine technique to inform, to remind and to 

persuade consumers about products and services. Advertising adds value to many 

businesses by changing consumers‟ perception and is commonly applied as a 

vehicle to execute promotional campaigns.  
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Without advertising, a business may lose its brand equity, reputation and perhaps, its 

market share (Mc Daniel, et.al 2000). In an effort to serve and win the consumer‟s 

heart, various types of new marketing approach exist in the marketplace. Generally, 

traditional advertising still plays its role as a popular advertising technique applied 

by most of the organizations around the world  

According to Kotler (2003), many promotional activities execute messages about 

products and services through newspapers, television, radio, magazines and 

billboards either in a standard format or creative messages. However, as the business 

environment is currently becoming more competitive, more and more companies are 

orchestrating a closer harmony between their advertisement messages and mobile 

communication technology (Scharl et, al 2007).  

This new electronic advertising concept is commercially known as mobile 

advertising. (Lane, 2010). Based on its current trend, the cumulative revenue for five 

European countries namely France, Germany, Italy, Spain and UK are estimated to 

achieve US$ 1.293 billion by 2015. These big five countries will also experience an 

increment in revenue by 950 percent between 2010 and 2015 with the compound 

annual growth rate of 48 percent. Among these countries, UK continues to hold the 

position as the largest and the most advanced market. On average, each company in 

UK spends around US$$ 15,000 to US$$ 20,000 per annum on the campaign.  

Meanwhile, other companies residing in France, Germany, Italy, and Spain spend 

approximately US$ 10,000 to US$ 15,000 every year. The cumulative total revenue 

for the big five countries is estimated to achieve US$ 122.55 million. By the end of 

the year 2011, the European‟s Countries‟ mobile advertising revenues are expected 

to reach US$ 212 million (Lane, 2010).  
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Based on the recent market development, Japan and USA remain their position as 

the market leaders in this industry. Besides that, South Korea and China have been 

identified as the next lucrative market for mobile advertising. The total expenditures 

for companies in both countries are US$ 270 million and US$ 180 million 

respectively (Lane, N. 2010). As the biggest market in the world, the mobile 

advertising expenditure in Japan is around US$ 1 billion every year. On the other 

hand, USA is blessed with its 'mobile' population exceeding 300 million.  

The market is currently worth at US$ 797.6 million and is expected to rise up to 

US$ 5.04 billion by the year 2015 (Lane 2010). In 2010, it was reported that nearly 

one-sixth or 49 million USA mobile phone subscribers engaged with mobile 

advertising. From that figure, 12.9 million subscribers act in response towards the 

advertisement and purchase the offered items (Lane 2010). Due to this reason, 

global brands such as Nike, Adidas, Procter & Gamble, Microsoft, Coca-Cola, Walt 

Disney, Sony Pictures, and McDonalds have taken necessary steps to participate in 

this industry. Two to three percent will be allocated in their annual marketing budget 

to promote products and services through mobile advertising.  

The number of Tanzanian phone subscribers has reached more than 28,000,000, 

with the majority using mobile phones. With the context of Tanzania according to 

Quarterly statistics report released by Tanzania Communication Regulatory 

Authority (TCRA), it shows that the country has 28,024,611 phone subscribers in all 

mobile and wired networks. The April–June Report shows that Vodacom is at the 

top with 12,317,029 mobile subscribers surpassing other telecommunication 

companies (Vodacom, 2014). 
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The second company according to the report is Airtel Tanzania with 7,504,511 

subscribers which has a gap of 4,812,518 mobile users compared to Vodacom. Tigo 

is the third company with 5,613,330 subscribers, Zantel has 2,356,457 subscribers 

and the Government owned company Tanzania telecommunication company Ltd 

(TTCL) has only 227,424, Benson has 1,050 and Sasatel 4,810 subscribers. This is 

the increase of 704,946 subscribers in a period of one month, whereby in May 2012 

the number of phones subscribers was 27,319,665. Since the report was for April to 

June 2012, the number of subscribers may have changed currently (Vodacom 2014). 

TCRA presumed that more companies would move into this industry soon because 

this approach offers a more reasonable platform to reach consumers effectively 

(NST, 2009). Rationally, with such a great number of mobile phone penetration rate 

in Tanzania, it is easy to utilize the mobile phone and its associated services. 

Despite the proliferation of mobile advertising campaigns, as well the glory and 

attention paid to it; there is a lack of empirical studies in academic literature 

concerning the challenges on mobile advertising. This research therefore, aims to fill 

the gap, specifically in the Tanzanian context. As mobile advertising has the 

potential to be one of the most powerful advertising mediums, if used in the right 

manner (Leppaniemi and Karjaluoto, 2005), it is appropriate to study its potential 

for success. The aim of this study therefore, was to assess the challenges in mobile 

marketing advertisements in Tanzania. 
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1.3 General Objectives of the Study 

The general objective of this paper was to assess the challenges in mobile marketing 

advertisements in Tanzania. 

1.3.1 Specific Objectives of the Study 

 To understand customers‟ acceptance of mobile advertisement. 

 To determine the customers attitudes towards marketing advertisement 

 To identify challenges facing mobile advertisement through mobile services. 

1.4 Research Questions 

The following were the research questions guiding the study; 

i/ Do you like mobile advertisements which are sent to your phone? 

ii/ Do you think customers purchase the advertised services? 

Iii/ What are challenges facing mobile advertisement? 

1.5 Significance of the Study 

The study has significance to managerial application and policy formulation. For the 

case of knowledge contribution, the findings of research are the building stones for 

other researches to be conducted in this area of mobile marketing. With respect to 

managerial application, the findings would show the mobile company management 

that it is high time to eliminate challenges pertaining to mobile messages for the 

betterment and growth of their company. 

Policy makers on the other hand, would benefit from the findings of the study by 

understanding where to start, after establishing reasons behind challenges facing 

mobile marketing. The study also serves as guide for future reference to other 
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researchers in case they engage in conducting further studies on the same or similar 

problem. 

1.6 Chapter Conclusion  

This chapter has presented the general introduction of the whole study. It began with 

the presentation, the overview of the mobile marketing advertisement concept, and it 

has elaborated the issue of mobile marketing. In elaborating the essence of the 

problem, it has shown how the mobile advertisements (SMS) succeeded. The 

chapter has further stated the objectives of the study, research questions, 

significance of the study and has ended up with limitation of the study. In the next 

chapter the study presents literature review adopted in this study. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

 This chapter presents the literature review of this study. The chapter covers sub 

topics such as, definition of key terms, mobile marketing, component SMS 

marketing and mobile marketing tools, theory of consumer motives, review of 

literature, empirical evidence and research gap. It also presents conceptual 

framework related to the study. 

2.1 Marketing 

According to Drosso et al. (2007), market is concerned with what goods and 

services to produce and how to contribute them. Kotler and Fox, (2004) define 

market as a generic term used to describe a group of potential customers who have 

similar needs. These potential customers are willing to purchase various products 

and services in order to satisfy their needs.  

Kotler, (2003) states that today‟s marketing can be described as „the age of 

participation and collaborative marketing and is named marketing‟‟ He explains the 

title by comparing different stages of marketing development, which are product-

centric marketing, and consumer-oriented marketing where differentiation is the key 

concept. Marketing is described as a value-driven marketing, claiming values as the 

key marketing concept and the new wave technologies (including mobile marketing) 

as the enabling forces. 
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2.1.1 Mobile Marketing 

Leppäniemi et.al, (2006) propose that “mobile marketing is the use of the mobile 

medium as a means of marketing communications”. This definition involves several 

characteristics of marketing communications: one-way or interactive 

communication; at least one party of the communication use mobile devices; at least 

one party gains benefits economically from the communication. 

The Mobile Marketing Association (MMA) established a definition in 2006, 

describing mobile marketing as the use of wireless media (primarily cellular phones 

and PDAs) as an integrated content delivery and direct response vehicle within a 

cross-media marketing communication program (Karjaluoto, 2007). The definition 

suggested to push and pull strategies for marketing communication and had no 

evidence of customer participation and active engagement in dialogue between 

company and customer. Thus, MMA carried out the other definition, which explains 

mobile marketing as a set of practices that enables organizations to communicate 

and engage with their audience in an interactive and relevant manner through any 

mobile device or network” (MMA, 2009). 

2.1.2 Component SMS Marketing 

Mobile marketing formats encompass short message service (SMS), (MMS) and 

WAP pushes messages which all aim to provide all players in the mobile marketing 

environment with clear measures against which to judge the medium(Bauer, et al. 

2005). Such formats are regarded as valuable and helpful channels to direct 

marketing and promotional activities. Therefore, it is expected to achieve higher 
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response rate compared to e-mail marketing since such formats are sent more 

personally (Barwise et ,al. 2002.).  

 Furthermore, SMS ads messages are more likely to be viewed (70%) than email 

marketing messages (30%) (Leppäniemi 2008). Another advantage is that SMS and 

MMS may increase brand recall and association leading to generate customers 

purchase intentions. It is also suggested that SMS and MMS can form a strong tie of 

communication just like face to face communication leading to generate positive 

word of mouth (Okazai, 2009). 

2.1.3 Mobile Marketing Tools 

Leppäniemi (2008), states that there are three basic modes of mobile marketing 

communications: advertising, sales promotion and direct marketing. He argues that 

customer relationship marketing should also be taken into consideration even though 

it is not a promotional tool. These modes, however, can be attributed to 

communication disciplines in general and not considered as tools themselves. Thus, 

it is crucial to differentiate between multiple mobile marketing techniques that can 

be used in brand communication. 

2.1.4 SMS and MMS 

SMS marketing refers to advertisements channeled through text messages. This is a 

very common form of mobile marketing where marketers use messaging to send 

specifically tailored content directly to customers. However, it can work both ways 

and customers can send text messages to the company, usually to participate in 

marketing and sales initiatives. MMS marketing also uses a text message channel, 

but provides a wider spectrum of content features – pictures, video or audio (Mobile 
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Marketing Trends, 2011). SMS and MMS marketing are also considered as 

permission-based forms of marketing where customers subscribe to allow 

companies send commercial messages to their mobile phones (Okazi, 2005). 

2.1.5 Privacy Issues 

The personal nature of the mobile phone together with its ability to hold personal 

information and also communicate with other known or unknown parties brings up 

the issue of privacy protection and privacy intrusion. Ho et, al. (2003) highlight 

privacy as an imminent concern. Privacy refers to the degree to which personal 

information is not known by others (Haghirianet al. 2005). As argued by Tsang, et, 

al. (2003), customers see true benefit in customized location based services. Hence 

they are willing to share parts of their personal information in exchange. 

Consequently one can see a trade-off between privacy intrusion and the perceived 

benefits of personal data use. Tsang et, al 2004.  

2.1.6 The Theory of Consumer Motives  

This section presents literary work notably books that have covered the subject 

under examination. The study identified two theorists who have somewhat 

accounted for this area of consumer behavior. In their analyses, these theorists 

discussed the motives in two apparent perspectives. While one group observes the 

motives as an aggregation of constituent factors, another group advances each 

constituent as distinct motive, resulting in multiple consumer motives. 
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2.1.6.1 Two Factor Perspectives 

In their analyses (Solomon, 2007: Hawkins, Best and Coney, 2000) observed 

consumer motives in terms of two terms of factors. Each factor has two constituent 

factors representing individual‟s drivers to select and consume particular products. 

The authors present the first set of cognitive and rational factors. These factors are 

most traditional utilitarian and can be shared when consumers interact or share 

product or services experience. They include factors like durability, quality, price 

and ease of access of post purchase services. While the first set appears to have 

more conscious drives, the second constitutes of drivers which are more 

psychological latent and emotional. As a result, most consumers either will not 

know their effect on their purchases or if they do, will decline from accepting their 

influence on their purchase decisions. These include wishes to look successful, 

strong, attractive, modern, and decent. 

Solomon (2007), categorizes consumer motives into utilitarian and hedonic. He 

defines utilitarian motives as the desire to achieve some functional or practical 

benefits, for example, when one loads up on green vegetables for nutritional 

purposes. On other hand, hedonic motives are experimental needs, involving 

emotional responses or fantasies. 

Similarly, Hawkins, Best and Coney (2000) categorize consumer motives into two 

groups, namely manifest and latent motives. The former represents known and 

freely admitted motives like durability, appearance, warranties and performance. 

These motives usually conform to prevailing society‟s value system. The latter on 

the other hand, represents inner constructs that are either unknown or which one is 
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reluctant to admit them. These include goals to look young, sexy and successful or a 

combination of these. 

Generally, rarely only one motive determines a purchase decision. Usually, different 

motives will always be in sort of combination. This tells reason why someone will 

choose one brand over others (Howard and Sheth, 1969). For example, consumers 

may purchase items they need. A choice may positively be influenced by all 

motives. For example, to a first time customer who purchases mobile advertisement 

message, the purchase might provide cognitive and rational drivers like quality, 

price and ease of access.  Also, such a customer may attain latent psychological and 

emotional benefits such as look successful, attractive, modern and decent.  

2.2 Review of Literature 

This study was done in Tanzania. However, there have been similar studies 

elsewhere whose objectives or findings or both relate to this study in some ways. 

Below are some observations according to different researchers who have done 

studies on challenges facing mobile advertising message. 

2.2.1 Acceptance of Mobile Marketing 

Cambridge University (2003) in their study done in UK, they revealed that a general 

notion throughout the literature is that, entertainment is a major factor in creating 

consumer value in the communication value. This is because more and more mobile 

phone users are looking upon their mobile phones as source of entertainment. They 

are play games, download music and purchase ring tones and icons. Therefore, the 

provision of games and prize competitions yield high participations in campaign and 

help to attract and keep customers. 
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Haghirianet et al. (2005) in their study done in Hawaii propose that the higher 

informativeness of advertising messages, the higher the perceived advertising value 

is to the consumer. They tie the term in formativeness closely tied to the relevance 

of the advertisement message. This proposition is similar to entertainment 

substantiated strongly in their quantitative research where the advertising message is 

perceived as valuable as long as it provides information and thus creates some 

benefit for the consumer. In their study, Haghirianet (ibid) concluded that some 

areas of mobile marketing still need further investigation, especially the topic of 

advertising via devices. 

Ho et al, (2003) in their investigation of mobile marketing, remarked that with the 

communication which consumers may be using, mobile advertisement should not be 

adapted for mass communication. It should be personalized for the individual in a 

one to one communication. They stated more that, that is an indication of attraction 

of personalized communication in the eye of the consumer. But this attraction might 

be more effectively leveraged in selling compared to selling physical goods. 

2.2.3 Attitudes towards Mobile Advertising  

Mohamed et al (2013), conducted a research on consumer attitudes towards mobile 

advertising and its impact on purchase intention in Malaysia. The study revealed 

that the consumer attitude has significant relationship with their intention to 

purchase the advertised products and services. Their study validated the importance 

of each dimension in purchase factors such as product and services, price and timing 

to shape the attitudes of customers.  
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Wong et al (2008), investigated consumer attitudes towards mobile advertising in 

Hongkong. In their study, they used the theory of reasoned action to investigate the 

behavioral intention to read and write mobile advertisement with permission, 

ubiquity and personalization. The surveyed data show that mobile ubiquity and opt 

out permission have significant effects on attitudes among beliefs and attitudes is a 

major mediator between belief dimension and behavioral intention. 

In another approach, Muk et al (2006) in their studies done in USA on attitudes 

towards accepting wireless advertisement and their intention to adopt SMS 

advertisement; the results signified that attitudes towards accepting the wireless 

mobile phone advertisement turned out to be significant predictors on the intention 

to opt in to SMS advertising. 

Again, Melod. et al (2004) in their analysis of consumer towards mobile advertising 

done in Taiwan; they depicted that, the rapid proliferation of mobile phone and other 

mobile devices has created new channel for marketing. They argue that the use of 

short messages services to access customers through their hand held devices is 

gaining popularity hence making the mobile phone the ultimate medium for one to 

one marketing. Further, the researchers used the an instrument to measure attitudes 

where the results indicated that; (1) Consumer generally have negative attitudes 

towards mobile advertising unless they have specifically consented to it and (2) 

there is a direct relationship between consumer attitudes and consumer behavior. 

Lastly, they concluded by noting that, it is not good idea to send SMS 

advertisements to potential customers without prior permission. 

Friman (2010), investigated consumer attitudes towards mobile advertising. In his 

study which was done in Finland, the result highlights the importance of involving 
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customers in designing of mobile advertising campaigns. The researcher concluded 

by insisting that, the mobile advertiser has the possibility to target actual needs of 

customers based on existing customer data, hence, attitudes towards mobile 

advertisements are likely to be positive. This implies that mobile advertising should 

function as services rather than selling. 

Carol et al (2006) conducted a research on consumer perceptions and attitudes 

towards mobile advertising via SMS. The study was done in New Zealand and it 

revealed that the number of wireless service provider had the least impact on 

consumer acceptance; findings that suggest that the brand being marketed had little 

effect on message acceptance. Lastly, they concluded by advising that, marketers 

should be cautious around factors that may determine consumer acceptance; focus 

on relevance of the content, timeliness and frequency of the delivery of marketing 

messages.  

Barucu, (2013) In his study conducted in Turkey; analyzed the possible significant 

impact of mobile phone technology development on marketing to determine those  

target mobile phone users who have most positive attitudes towards mobile 

marketing tools. The survey results show that mobile phone users‟ adaptation to 

mobile shopping was low. However mobile phone users had positive attitudes 

towards mobile phone tools such as mobile advertising, mobile discount coupons, 

mobile entertainments, location based mobile services, mobile internet and mobile 

banking. The researcher concluded that, target segment can be determined for 

mobile marketing strategies. Managerial implication and recommendation were also 

suggested that may work to increase mobile commerce and marketing adaptation 

rates.  
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Alexander, (2013) investigated the factors affecting Saud Arabia consumers‟ 

attitudes towards acceptance of mobile marketing. Through developing a test model, 

his study focused on three independent variables to achieve its objectives which 

were; customer satisfaction for the content advertising message, customer trust the 

content of advertising message, brand of the product that are provided by the 

advertising message. The results confirmed that all of the variables had a significant 

effect on Saud consumers‟ attitude towards acceptance of mobile marketing. 

Ian and Teach, (2000), conducted a research on young consumers‟ motives for using 

SMS and their perception towards SMS is direct marketing advertising. The study 

was done in Australia where the researchers investigated SMS usage frequency and 

their attitudes towards SMS advertising. The study revealed that, factor analysis on 

the motives for using SMS revealed seven factors. The results showed that 

convenience and economic reasons influence SMS usage frequency. They 

concluded that, social involvement was also found to influence attitudes towards 

SMS advertising. 

Another study was done in Australia by Roach (2009) on Consumer perceptions of 

mobile phone marketing: The purpose of the study was to explore consumer 

perception of mobile phone marketing. Through the application of construct adapted 

from traditional innovation and product involvement research. The study examined 

how consumers‟ perception of the relative advantages, compatibility and complexity 

associated with mobile phone marketing and their involvement with their mobile 

phone influenced their intention to accept marketing communication sent via this 

channel. 
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Catoiu and Adrian, (2010) investigated the main aspect concerning consumer 

perception towards mobile marketing campaigns in Romania. The results showed 

that, the perception of Romanian consumers towards specific mobile marketing 

technique was influenced primarily by perception towards mobile service in general 

and there were still no brand images being associated with this new advertising 

channel. The researcher concluded by stating that, there was consumers‟ willingness 

to use new communication channels if the messages are highly personalized and 

with a great extent of addressability depending on user characteristics. 

Beneke, (2011) did a study that investigated the youth perception of advertisements 

and response to mobile advertisement in an emerging market in South Africa. In the 

study the researcher provided guidelines that mobile companies should follow to 

maximize the probability of sending the right message to the right person at the right 

time.  

That would assist in transforming current negative attitudes towards mobile 

advertising among the youth market in SA. The researcher concluded that, “It is 

important for marketers to note that whilst mobile advertising is believed to have 

more benefits than traditional advertising, it should not be used in isolation. It 

should rather form part of an integrated marketing campaign and should be 

complementary in nature. This complementary role is particularly important as this 

new medium is still in its infancy in South Africa”.  
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2.2.4 Empirical Evidence 

 2.2.4.1Customer Preference/Tastes 

Consumer preference has a significant relationship with the customer intention to 

purchase the advertised product and services. For the advertisement to be accepted 

by customers, it should be entertaining (Keaney, 2003). The higher the informative 

aspect of advertising message, the higher the perceived advertising value. This is 

because, more and more mobile users are looking upon their mobile phone as a 

source of entertainment; such as playing games downloading music and purchasing 

ring tones and icons (Hagharian, et al. 2005). Therefore, most of the mobile phone 

customers need the advertisement messages to be either relevant to them with either, 

informative or entertaining content. 

2.2.4.2 Government Policy  

Government policy is another factor that affects mobile advertisement in general. In 

Tanzania TCRA provides regulations for mobile registration of all mobile phones. 

Any mobile company should track the regulations to be allowed to attain service 

from any company services (Vodacom, 2014).  

2.3. Company Strategies 

2.3. 1 Price  

Before making a decision, it is common that consumers should carefully look at the 

price of the products and services (Mc Daniel et al 2006). However, more often than 

not, they prefer a reasonable price at the time of business transaction. Hence, it is 
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important for business to set the price based on the degree of satisfaction that 

consumers expect to receive from products and services (Daniel et al 2006). The 

issue of price always emerges as one of the significant determinants upon 

consumers‟ decision to engage with mobile advertising. Clear and reasonable price 

with special incentives may stimulate consumers to re-think about benefits that can 

be derived from it (Peng, 2006). Some other studies indicated that consumers‟ view 

about price and quality leads to perceived value. Perceived value will then influence 

their further behavioral intention (Chang and Wildt, 1994).  

The dimension of price has a significant impact on the consumers‟ attitude (Tripathi, 

N. and Siddiqui, 2008). According to Schal, (2007), the price of media acts as one of 

the drives towards the acceptance of mobile advertising. This is due to the financial 

constraints faced by many consumers. A study by Pura, (2003) disclosed that low 

price of mobile service transaction has a favorable impact on the perceived value, 

loyalty and profitability of a business.  

2.3.2 Timing 

The question of timing refers to when and whether the purchase activities happen to 

be often affected by timing factors (Blackwel, et.al 2001). Therefore, the ability of a 

business to provide products or services appears to be one of the prerequisites or 

otherwise the attitude of the consumers will change. In marketing, timing factors can 

be regarded as the primary drivers behind the success of various types of business 

transactions. On the other hand, consumers can read and respond to a particular 

advertisement at their preferred time (Tripathi and Siddiqui 2008). Consequently, 

the ability to provide the best advertisement during the right time with sufficient 

numbers of repetition will stimulate the consumers‟ behavioral attitude and maintain 
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its exclusivity (Peng, 2006). The idea to minimize consumers‟ effort to purchase 

products and services by distributing the advertisement at the right time and place 

also helps to stimulate consumers‟ behavioral attitude (Caroll, 2007). These studies 

relate to Pura‟s study (2003) which revealed that the timing of an advertisement has 

a significant positive effect on the consumers‟ overall attitude. 

2.3.3 Products and Services  

Consumers usually purchase products and services based on their feel or think 

process (Vaugh, 1986). Therefore, general characteristics of a product such as its 

attribute, branding, packaging, labeling, and service is essential, especially at the 

elementary stage (Mc Daniel et al 2006). Consumers also pay a great deal of 

attention on the prestige of a product, product fit, and the degree of familiarity 

(Peng, 2006). Familiar brands that align with their norms, values and beliefs will be 

permitted by them. Meanwhile, a product‟s rational appeal may also create a 

significant effect on the consumers‟ attitude (Pura, 2003). A study conducted by 

Drosso, et al (2007) suggested that many consumers prefer to engage with products 

that require low purchase involvement, price, and risk. Past studies pointed out that 

products and services offered in mobile advertising positively affect the consumers‟ 

attitude. Therefore, within the context of mobile advertising, it is expected that the 

dimension of products and services positively influence the consumers‟ attitude.  

Government policy might affect the mobile advertisement messages in Tanzania. 

Government taxes as well as regulations lead to the mobile companies to deliver 

services to their customers in a certain way. This is because of price the services 

rendered determined by the tax paid by the company to Government through TCRA 
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which more often discourages unregistered mobile phones. Therefore, all mobile 

companies should make sure that their customers‟ are registered. 

2.3.4 Factors Enhancing Effective Mobile Marketing 

Some of the factors enhancing effective mobile marketing are; quality services, 

customized services, cost based value and new products. The higher the 

informativeness of advertisement messages, the higher the perceived advertising 

value, to the customer (Haghirianet, et al 2005).Customers need new product; 

discount coupon, mobile entertainments, location based, mobile internet and mobile 

banking (Barutcu, 2013). Likewise customers need customized services, they need 

relevant messages in their phones; mobile advertisement with permission, ubiquity 

and personalization of things that have significant effects to customers (Wong, et al. 

2008). Further, cost based values of advertisements are important; the issue of price 

always emerges as one of the significant determinants upon consumers‟ decision to 

engage with mobile advertising. Clear and reasonable price with special incentives 

may stimulate consumers to re-think about benefits that can be derived from it 

(Peng, 2006). 

2.4 Research Gap 

The main purpose of this research was to assess the challenges in mobile marketing 

advertisements in Tanzania. The study specifically intended to examine how the 

mobile advertisements SMS accepted by the mobile phone users. Some previous 

researches have been carried out about direct marketing aimed at widening 

understanding about consumers' attitudes and beliefs. (Barutcu, 2007). Scharl, et al. 

(1990) examined consumers  'attitudes toward direct marketing and purchase 
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intentions and concluded that attitudes were not only used for processing the 

received information but they were also used as a basis for specifications. These 

researchers proposed more studies to be done in mobile marketing. However, they 

did not show the contribution of mobile SMS marketing in cell phone companies. 

Thus, this particular study aimed at filling this gap.    

2.5 Conceptual frame work 

The conceptual frame framework below developed in this study based on the 

literature review. This is the framework of analysis of this study. The customer taste, 

government regulations, and Company strategies are factors that lead to inefficient 

of mobile marketing; customized services, quality services, cost based value and 

new product are means of addressing so as to enhance  efficient delivery of  mobile 

marketing services. Figuratively, this conceptual frame work can be shown in the 

following manner: 

Figure 2.1: Conceptual Framework 

 

 

 

 

Source: Researcher’s own Reflection of the literature.  
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2.6 Ethical Considerations 

The researcher highly considered the following ethical issues. Confidentiality of all 

the information from respondents, protection of the respondents” identities and 

exercise of freedom of thought, intellectual honesty and maintaining of 

independence from possible attempts to bias and ensuring security of data during 

and after completion of research.  

2.7 Chapter Conclusion 

The chapter has presented the literature review based on the key concepts of this 

study which are mobile marketing, component of SMS marketing SMS and MMS, 

theory of consumer motives, review of literature and advertisement as well as the 

research gap. It has also presented some selected empirical studies on mobile 

marketing. The chapter winds up with the conceptual framework based on the 

argument that mobile advertisement from service company leads to quality service 

and performance hence providing better services to costumers hence improving 

customers the live hoods as well. Further the chapter has stated the ethical 

considerations and reliability of the study. In the next chapter, the study presents the 

research methodology adopted in this study. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 3:0 Introduction 

This chapter describes the tools and ways in which the gathered data were collected 

and analyzed. It describes sampling techniques as well. The chapter comprises of 

eight sections namely; research design. Case study, study location, target population, 

sampling techniques, data collection methods and data analysis. Research 

methodology is the way of systematically solving the problem. Some researchers 

call this chapter, the “why and how” chapter. It simply shows how research is done 

scientifically and reasons as to why a researcher adopts a given method in the 

research. Kothari (2005) supports that, it is necessary for the researcher to know not 

only the research method but also the methodology. 

3:1 Study Area 

Selection of the case for study depends on numerous justifications such as financial 

support, proximity, possibility to get access to data, information suitability of the 

case, whether the case is typical of other cases or not. According to Stake (1994) 

when selecting case studies, balance and varieties are important but opportunity to 

learn is of primary importance. Due to the possibility of opportunity to learn and 

accessibility of data and information, this study was carried out at Vodacom 

Company Head Office in Mwanza City. Also the study involved two administrative 

wards as a platform.  Apart from being on the basis of opportunity to learning, 

Vodacom Company Head Office in Mwanza City is typical as far as mobile phone 
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companies are concerned. Convenience is a good enough reason for someone to 

select setting for the study (Kothari, 2001). 

3:2  Research Design 

Stake, E. (1998), defines research design as a framework or blue print for 

conducting the research project. It specifies the details of the procedures necessary 

for obtaining the information needed to structure and/or solve research problems. 

With respect to this study, non-experimental design specifically a case study 

approach was employed. According to Yin (1989), a case study is defined as an 

empirical inquiry that investigates a contemporary phenomenon within its real-life 

context when the boundaries between phenomenon and context are not clearly 

evident, and in which multiple sources of evidence are used. This approach was 

employed because of the following reasons; the goal of the study was to provide an 

accurate and complete description of the case as shown by Geoffrey (2005) who 

writes that, the case study involves in-depth examination of a single person, few 

people or an institution. Also, the study requires considerable amount of information 

so that conclusions can be drawn basing on a much more detailed and 

comprehensive set of information. Yin (1994) reveals that, the case study approach 

is important for its ability to allow in-depth investigation and analysis. According to 

Yin, (1994), case studies involve intensive study of an individual or institutions 

whose information is highly detailed, comprehensive and typically reported in a 

narrative form. Moreover, according to Yin, (1994), case studies have substantial 

contributions to science. The identified contributions among others are to serve as a 

source of research ideas and hypothesis, and to describe and detail instances that 
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contradict universally accepted beliefs, thereby serving to plant seeds of doubt and 

spur new experimental research to validate or invalidate the accepted beliefs. 

3:3 Target Population 

Martella (1999), defines population as a group of potential participants, objects or 

events to whom or to which the researcher want to generalize the result of the study 

derived from simple population. The target group for this study consisted of 

following:  

Management: These were the people in charge of mobile activities. They provided 

relevant information on how mobile marketing advertisements satisfied customers in 

their company. 

 Customers: These were included in this research project because they are customers 

of the mobile company and they provided relevant information on how mobile 

marketing advertisements satisfied or dissatisfied them.  

3.4 Study Sample  

Sample is segment of the population selected to present the target population as 

whole. The term sample refers to a subset or portion of a population (Keyton 2006). 

A sample size of 25 to 30 is enough for analysis and reporting in case to learning 

approach (Stake, 1998). The total population of two administrative wards, Vodacom 

management and costumers was estimated to be 4000. There were sample size of 98 

respondents; the sample size from the population was determined by the formula 

developed by Jane, (1998). 
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n =                      N____ 

                   (1+ N) e
2
 

 Where 

                      n = sample size estimate 

N = total number of population (4000) 

                  e = Level of significance (10%) 

 

                         n =                   4000____ 

                                           1+4000(0.1)
2
 

 

                                      n    =        98 

3.5 Sampling Technique 

There are basically two types of sampling procedure random and non random. 

Random sampling techniques give the most reliable representation of the whole 

population, while non-random techniques, and rely on the judgment of the 

researcher or on accident (Martella 1999). In this study, simple random sampling 

was used. Simple random sampling assumes that the population is known and each 

case is identifiable. Also it requires a complete listing of all elements and it assumes 

that all such elements are statistically independent of one another. A sample of 98 

respondents was drawn by using simple random sampling. 
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Table 1: Sample Size of Respondents 

Respondents Sample Size Percent 

Management 05 5.12 

First Ward customers 46 46.9 

Second Ward customers 47 47.9 

Total 98 99.92 

Source: Field Data 2014. 

3:6 Data Collection 

Best and Khan (1993) disclose that it is important to use more than one data 

collection techniques because all data collection techniques have strengths and 

weaknesses. They suggest that one way to emphasize the strengths of one technique 

and minimize its weaknesses is to use more than one technique. In this study, data 

were collected by using two methods which are interviews and questionnaires. 

3:6:1 Interview Method 

McMillan and Schumacher (2001) reveal that interview may be the best primary 

data collection strategy to provide information on how individuals conserve their 

world and make sense of important events in their life. The researcher used face to 

face interview method to collect data from the Vodacom management. Respondents 

were asked for an appointment where the researcher met each of them through face 

to face interview. The main aim of employing this method was just to get accurate 

information as much as possible. With the consent, of an individual interviewee, 

digital camera and tape recorder were used to record the whole interview process, 

the exercise which helped the researcher to retrieve information and hence reach 



 
 

34 

accurate interpretation of the data. Interview method therefore was used to 

supplement the questionnaire method. 

3.6.2 Questionnaire Method 

Questionnaire is the primary vehicle of data gathering in sampling human 

population (Ame, 2013). In the context of this study, the researcher designed a 

questionnaire which comprised of relevant questions with regard to the objectives of 

the study. The questions were non-ambiguous and short. The aim of using this 

method was to make respondents feel free to give information that otherwise could 

not be obtained through interview method. 

3.6.3 Documentary Review 

Documentary review is the analysis of documents that contain information about the 

phenomenon we wish to study (Bailey, 1994).Document analysis involves the study 

of public and private documents such as the minutes of meetings, newspapers and 

personal journals, diaries and letters  (Kothari, 2001). According to (Kothari, ibid) 

document construction and analysis includes archival searches of documents 

(official and unofficial company documents, journals or logs, personal letters and 

diaries.  

This study employed documentary review technique for data collection. The 

technique was used because of its paramount importance in a research as shown by 

(Yin, 2003), who delineates that documentary is used to for triangulation of data that 

helps to counteract biases of other methods and hence supplement other sources of 

information. It also allowed the researcher to obtain the language and words of 
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informants. Likewise, documentation represents data that are important because the 

company allocated sufficient resources and time for informants. 

3.7 Data Collection Procedure  

In this study, pilot test of the instruments was conducted prior to data collection 

process. According to Fink (1998), the minimum number of respondents for testing 

instruments is 10. In this study, therefore, the researcher requested the supervisor to 

asses designed instruments prior to any other research procedure. When the 

instruments were found valid, enough questionnaires were produced and distributed 

ready to begin data collection.   

3.8 Data Analysis 

Interviews often generate only verbal data which are basically qualitative data. 

Questionnaires may be designed to elicit both qualitative and quantitative data. Both 

quantitative and qualitative methods, therefore, were employed in this study for data 

analysis. 

3.8.1 Data Analysis from Interview 

Data from interview were analyzed after field data collection. Methods that were 

used to analyze the obtained qualitative data were pattern matching, comparisons 

and explanation building. Pattern matching is a technique of analysis often used in 

case study research (Yin, 2003).In respect to this study, the researcher used 

matching, comparisons and explanation building because the study was case study 

research. With pattern matching, the theoretical configuration of independent and 

dependent variables is compared, for each case against the pattern of observed 
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characteristics to determine if   they correspond to each new case. Likewise, content 

analysis was employed in comparing data from academic, management and 

customers and personnel respondents. Creswell (2003) portrays eight basic steps in 

content analysis and these steps were followed by the researcher as summarized 

here; reading through all transcriptions carefully to get a sense of a whole, think 

about the underlying meaning of each document, cluster together similar topics into 

columns that were arranged as major topics, abbreviate the topics and codes, find 

the most descriptive wordings for topics, make a final decision on the abbreviation 

for each category and alphabetize codes and  finally, the researcher assembled data 

material belonging to each category.   

3.8.2  Data Analysis from Questionnaire 

The quantitative data that were obtained from questionnaire were analyzed through 

the use of descriptive statistics such as frequencies and percentages. Simple tables 

and figures were used, and computer software such as Statistical Packages for Social 

Sciences (SPSS) also was employed. Likewise, medians and percentages were used 

for ordinal data and standard deviations for interval data. Moreover, other statistical 

techniques were employed. The quantitative techniques were applied in analyzing 

questionnaires due to the nature of the questions. 

3.8 Ethical Considerations 

The researcher highly considered the following ethical issues: confidentiality of all 

the information from respondents, protection of the respondents” identities and 

exercise of freedom of thought, intellectual honesty and maintaining of 
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independence from possible attempts to bias and ensuring security of data during 

and after completion of the research.  

3.9 Credibility of the Study 

Two issues, reliability and validity, are the components of the credibility of the 

research findings. The researcher ensured high credibility of the findings through 

observing the following: 

3.9.1 Reliability and Validity 

This is given when the research has to answer the question whether the research 

would be able to yield the same results when administered in different location or 

refers to the extent to which data can be duplicated if collected at another time or 

through another means such as interviews versus surveys or from different 

individuals. Within the context of this study, the researcher ensured reliability by 

cross-checking information and description, employing a number of methods for 

measuring the same construct as this provide convergence through triangulation. 

Moreover, the researcher avoided subject error by collecting data at reasonable time, 

creating a friendly environment of collecting data (subject bias).avoiding poor 

structured instruments (observe error) and avoiding guiding respondents towards the 

answers of his attitude. With regard to validity, this answers the question whether 

the findings are really about what they appear to be about, that is, are the results the 

ones that would be obtained? (Ame,2013). Therefore, the researcher ensured 

validity through pre- testing of instruments and application of multiple methods 

such as questionnaire, interview, and documentary review. 
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3.10 Chapter Summary 

The study was carried out in Mwanza City in two administrative Wards. The 

research design in this study was cross section research design which used both 

qualitative and quantitative data. Primary data were collected from field and 

secondary data were collected from documents. Stratified random sampling and 

simple random sampling were used to draw the respondents from the various levels 

of customers and management in Vodacom Company. The sample size used by this 

study was 98 respondents. Various techniques of data collection were employed 

which included. Interview schedule and documentary review. Data were analyzed 

by using statistical package for social science (SPSS) for quantitative data and 

content analysis for qualitative data. The next chapter discusses data presentation 

and analysis of data collected.  
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND DISCUSSION 

4.0 Introduction 

In this chapter, presentation, interpretation analysis and discussion of results and 

major findings of the study are made as per data and information obtained from the 

field and documents. The discussion of the findings is based on data and information 

from respondents in the study area. The chapter begins with presentation of 

demographic characteristics of respondents followed by analysis of results and 

discussion. The latter is guided by the research objectives found in chapter one of 

this study. 

The main objective of this research was to assess the challenges in mobile marketing 

advertisements in Tanzania. The researcher intended to investigate the customers‟ 

acceptance of messages advertised in mobile phones. Also the researcher examined 

the perception of respondents towards mobile marketing advertisements and 

challenges facing mobile advertisement through mobile phones. Three specific 

objectives were used to test the validity of the problem: 

1. To understand customers‟ acceptance of mobile advertisements. 

2. To determine the customers‟ perception of marketing advertisement. 

3. To identify challenges facing mobile advertisements through mobile 

services. 

The study involved respondents of two categories. The first category was Vodacom 

customers that filled in the questionnaires and the second group was the group of 
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Vodacom management who participated in filling different questionnaires. The 

researcher gave out 98 questionnaires and only 88 were returned to researcher. 

These were then analyzed by the researcher.   

Table 4.1: The Number of Returned Questionnaires 

Respondents NO of questionnaires Returned Percent 

Customers 

Management 

Total 

93 

05 

98 

81 

04 

85 

88% 

80% 

87% 

Source: Field Data 2014. 

The Table above shows that, the number of questionnaires given to customers, were 

93 (100%) and the returned questionnaires were 84 that is 85%. For the management 

the questionnaires were 5 (100%) but the total number of returned questionnaires 

was 04(90%). Hence the total number of given questionnaires were 98 that was 

100% whereas the total number of returned questionnaires was 88 equal to 98%. 

4.1 Demographic Information of the Respondents 

This section looks at some basic background characteristics of   respondents who 

filled the questionnaires. It is essential because it gives detail background 

information upon which succeeding analysis of the assessment concerning the 

challenges in mobile marketing and advertisements are highlighted. The profile 

includes information on gender, age in years, academic ranks and finally, the tenure 

of respondents as employees of the Vodacom Company. 
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Figure 4.1: Respondents by Gender 

48, 56%

37, 44%

0, 0% 0, 0%

male

female

 

Source: Field Data 2014. 

The Figure above shows the distribution of respondents by gender. It reveals that 48 

of respondents who constituted 55.8% were male, and female participants were only 

37 (43.0%). It is vivid that there is gender inequality in composition of respondents 

by gender and it is mainly caused by two major reasons; unwillingness of females to 

participate in this study and the reality that, female customers are fewer in 

comparison to males. 

4.1.2 Age of Respondents 

The Figure below shows composition of respondents by age, 38 (44.2%) 

participants had an age ranging between 18-35 years, 31 (36.0%) had an age ranging 

between 36-44 years,16 (18.6%) had an age ranging between 45- 60 years. However 

no respondent had an age above 60 years. The study reveals that the 18-35 age 

groups dominated this distribution since it was the age group in which many 
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Vodacom customers were found. Moreover, this age group was more responsive to 

fill in the questionnaires. However, no respondent had an age above 60 years 

because of the reality that most people in this age were unwilling to participate in 

this study, also it was realized that they were using their mobile phones for basic 

features only. 

Figure 3.2: Age of Respondents 

38, 45%

31, 36%

16, 19%

0, 0%

18  to35 years
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45 to 60 years

60  above

 

Source: Field Data 2014. 

4.1.3 Respondents' Education Level 

The researcher wanted to find out the level of education the respondent had. This is 

very important because education background of a respondent influences his/her 

views. The Figure below shows that, 24 (27.9%) of respondents had primary level of 

education, 23(26.7%) had secondary education level, 18(20.9%) had certificates and 

20(23.3%) had degree and diploma. 
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Figure 4.3: Respondents' Education Level 

 

Source: Field Data 2014. 

4.1.4 Tenure of Management Respondents in a Vodacom Company  

The Figure below shows tenure of management respondents in the Vodacom 

Company. It is depicted in the Table that 1 (25%) had worked in the Vodacom 

Company for 0-2 years, 3 (75%) for 3-5 years. It is shown that no respondents who 

had worked in this company for either 10 to15 or above 20 years. However, 

respondents who had worked for 3-5 years dominated the composition, followed by 

the group who had worked there between 1-2 years. 
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Figure 4.4: Tenure of Management Respondents in a Vodacom Company  
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Source: Field Data 2014. 

4.1.5 The Customers’ Acceptance of Mobile Advertisements Messages 

The specific objective number one of the study was to understand the customers‟ 

acceptance of mobile advertisements messages. Under this objective the researcher 

wanted to know if the customers accepted the advertised messages sent to their 

mobile phones. Investigation under this objective involved the following themes: to 

understand whether the respondents were Vodacom customers, to understand if the 

customers had ever received mobile advertising message from Vodacom Company, 

to understand what respondents did when they received advertisement messages, to 

understand types of messages sent to the Vodacom company customers, to 

understand if customers accepted all advertising messages sent to their mobile 

phones and to examine the feelings of respondents on mobile advertisement. 

 

75% 

25% 
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4.2.1 Acceptance of Mobile Advertisement 

The researcher in the first place would like to make sure that all respondents were 

Vodacom customers. This would enable him to come out with valid and correct 

answers from respondents since they were the exact people in this research. The 

Vodacom customers were only people receiving advertising messages from their 

mobile phone company. The exploration for this subject revealed that all 85 

respondents agreed that they were Vodacom company customers. The Table 3 

below illustrates that the respondents gave YES and NO replies. The valid yes reply 

was 85 (98.8%) missing system was 1.2 (1.2%) and the total was 86 (100%) as 

shown in the Table below: 

Table 4.2: Vodacom Customers 

N= 85  Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 85 98.8 100.0 100.0 

Total 85 100.0   

Source: Field Data 2014. 

From the above response, it is obvious that all respondents in this research were 

Vodacom company customers. 

4.2.2 Customers Received Vodacom Advertising Messages 

The researcher wanted to know the customers who had ever received advertising 

messages from Vodacom Company. The outcome of his investigation revealed that 

most respondents received advertising messages in their mobile phones. They stated 

that they received many messages especially when they purchased airtime on line or 
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when they used M pesa services (when they used mobile phone for financial 

transaction services) 

 

Table 2.3: Customers Received Vodacom Advertising Messages 

N=85  Frequency Percent Valid Percent 

Valid Yes 83 96.5 97.6 

No 2 2.3 2.4 

Total 85 98.8 100.0 

Total 85 100.0  

 Source: Field Data 2014. 

The Table above shows that, respondents gave Yes and No to state whether were 

they receiving messages from Vodacom Company or not. As depicted in the Table, 

83 respondents agreed that they were receiving mobile advertisement messages. 

These comprised (97.6%) and 2 respondents said that they were not receiving 

advertisement messages from Vodacom Company, these comprised (2.4%). From 

the responses above, it is crystal clear that Vodacom customers normally receive 

advertisement from their service Company. 

4.2.3 What Customers do when Receives Advertisements  

The researcher wanted to know the acceptance of mobile advertisement message. 

The respondents were given a matrix question to say what they did when they 

received advertisement messages in their mobile phones. The responses were given 

as shown below: 
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Figure 4.5: What do you do when you Receive Advertisements? 
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Source: Field Data 2014. 

It was revealed that 20 respondents who constituted 23.3% of the total respondents 

said that they ignored the advertisement when they received it, 28 (32.6%), said they 

read it occasionally, 5 (5.8%) said they read it after accumulating it, 20 (23%) said 

they read it when they got time, while 12 (14%) said that, they read the message 

immediately when they received it. From the above responses, it shows that many 

customer 28 respondents who constitute of 32.6% read the advertisement 

occasionally. 

4.2.4 Types of Advertising Messages Received by Customers 

Under this theme after most of the respondents agreed that they were Vodacom 

customers and agreed to have been receiving advertising messages from Vodacom 

Company, the researcher wanted to understand the types of messages received by 

these respondents. Under this question, it was revealed that Vodacom customers 

23.3% 32.6% 

5.8% 

23% 

14% 
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received several types of messages and sometimes it was difficult for some of them 

to manage to read them all and make responses on them. The question was set into 

ranking responses such as strongly agree, agree, none, disagree and strongly 

disagree for the listed messages. The Table below shows the results. 

Table 4.4: M Pesa Messages 

N=85 Observed N Percent Residual 

Strongly agree 54 63.88 32.8 

Agree 25 29.41 3.8 

 Disagree 1 1.17 -20.2 

Strongly Disagree 5 5.88 -16.2 

Total 85 100  

Source: Field Data 2014. 

In the first approach, the respondents were requested to express which messages 

they had ever received from Vodacom Company using matrix responses. For M 

pesa (Using mobile phone for financial transactions) the responses were as follows: 

Strongly agree constituted of 54 respondents making (63.88%), agree 25 making 

(29.41), disagree 1 constituting (1.17%) and who strongly disagree were 5 making 

(5.88%). As it can be realized from Table 6, a greater number 54 (63.88%) agreed 

that they had been receiving M pesa messages. 
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Table 4.5: Airtime Prepaid 

N= 85 Observed N Percent Residual 

strongly agree 44 51.76 22.8 

Agree 31 36.47 9.8 

Disagree 6 7.05 -15.2 

Strongly Disagree 4 4.70 -17.2 

Total 85 100  

Source: Field Data 2014. 

The second enquiry was for the airtime prepaid, the reply was as shown above. The 

respondents who strongly agreed that they were purchasing prepaid airtime were: 

44(51.76%). Those whose response was agree: 31 (36.47%). For those disagreed 

were 6 (7.05%). For those who strongly disagreed were 4, making (4.70%). 

Table 4.6: Buy Airtime Messages 

 N=85 Observed N Percent Residual 

Strongly agree 18 21.17 1.0 

Agree 13 15.29 -4.0 

None 3 3.52 -14.0 

Disagree 22 25.88 5.0 

Strongly Disagree 29 34.11 12.0 

Total 85 100  

Source: Field Data 2014. 

The third enquiry was for the buy of airtime on line, the reply of which was as 

shown in the Table above. Those who were strongly agreed were 18 (21.17%), those 
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who agreed were 13 (15.29), none disagreed were 3, (3.52%), those who disagreed 

were 22 (25.88%) and who strongly disagreed were 29 (34.11%). These results 

show that many of the respondents 29 (34.11%) disagreed that they purchase airtime 

online. 

Table 4.7: Buy Ringtones and Songs 

N= 85 Observed N Percent Residual 

strongly agree 29 34.11 7.8 

Agree 12 14.11 -9.2 

Disagree 24 28.23 2.8 

strongly disagree 20 23.52 -1.2 

Total 85 100  

Source: Field Data 2014. 

Fourthly, the respondents were asked if they were purchasing ringtones and songs. 

The responses were as illustrated above; strongly agree 29(34.11%), agree 12 

(14.11%), disagree 24 (28.23%). strongly disagree 20(23.52%). In findings, many of 

the respondents 29 (34.11%) strongly agreed to have been purchasing ringtones.  
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Table 4.8:  Buy News Messages 

N= 85 Observed N Percent Residual 

strongly agree 29 34.11 12.0 

Agree 26 30.58 9.0 

None 4 4.70 -13.0 

Disagree 14 16.47 -3.0 

Strongly Disagree 12 14.11 -5.0 

Total 85 100  

Source: Field Data 2014. 

Also another enquiry was for purchasing news on line, for this question the 

responses were as illustrated above; strongly agree 29 (34.11%), agree 26(30.58%), 

none 4 (4.70%), disagree 14 (16.47%),strongly disagree 12 (14.11). A greater 

number of respondents 29 (34.11%) strongly agreed that they were purchasing news 

online. 

Table 4.9: Pay Bills Messages 

N=85 Observed N Percent Residual 

strongly agree 13 15.29 -4.0 

Agree 20 23.52 3.0 

None 2 2.35 -15.0 

Disagree 33 38.82 16.0 

Strongly Disagree 17 20 .0 

Total 85 100  

Source: Field Data 2014. 
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Further, the researcher would like to understand if the respondents were paying bills 

using their mobile phones. The responses were as follows; strongly agreed 13 

(15.29%), agreed 20 (23.52%), none 2(2.35%), disagree 33 (38%), strongly disagree 

17 (20%). Lastly, the researcher would like to know if the respondents had ever 

received any other messages more than those mentioned above. For this question the 

responses are as illustrated below: Strongly agree 57 (67.05%). Agree 28 (29.94%). 

Table 4.10: All Above and Other Messages 

N=85 Observed N Percent Residual 

Strongly Agree 57 67.05 14.5 

Agree 28 29.94 -14.5 

Total 85 100  

Source: Field Data 2014. 

The answers provided by the respondents above relate to the answers which were 

given by the Vodacom managers. The Vodacom management was requested to put a 

tick to matrix question to identify advertisement messages which Vodacom 

Company sent to its Customers.  
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Table 4.11: Summary of the Advertising Messages Received by Customers 

Item (n=85) Strongly Agree Agree None Disagree Strongly Disagree 

M- pesa 54 

63.88% 

25 

26.41% 

0 

0% 

1 

1.17% 

5 

5.88% 

Airtime 

prepaid 

44 

51.76% 

31 

36.47% 

0 

0% 

6 

7.5% 

4 

4.70% 

Buy airtime 18 

21.17% 

13 

15.29% 

3 

3.52% 

22 

25.88% 

29 

34.11% 

Ringtones and 

songs 

29 

34.11% 

12 

14.11% 

0 

0% 

24 

28.23% 

20 

23.52% 

Buy news 29 

34.11% 

26 

30.58% 

4 

4.70% 

14 

16.47% 

12 

44.11% 

Pay bills 13 

15..29% 

20 

23.52% 

2 

2.35% 

33 

38.82% 

17 

20% 

All Above 57 

67.05% 

28 

29.94% 

0 

0% 

0 

0% 

0 

0% 

Source: Field Data 2014 

4.2.5 Respondents who Accept Advertising Messages 

After the responses on advertising messages sent to their mobile phone by the 

Vodacom Company; the researcher further ask the respondents whether they like all 

the messages sent in their mobile phones or not. The respondents were required to 

provide Yes/No responses. The Figure below represents the results as follows: Yes 

57(66.3%) and No 28(32.2%) that made total of all respondents 85(98.8%). As 

shown by the above responses, the majority of the respondents that is 57 (66.3%) 

agreed that they needed advertised messages to be sent in their mobile phone.  
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Figure 4.6: Respondents who Accept Advertising Messages 
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Source: Field Data 2014. 

For the customers who said No 28 (32.6%) for advertised messages claimed that 

some messages such as purchasing ringtones, songs and news were nagging to them. 

They did not like such messages to be sent in their mobile phone because they are 

no longer need them because they were useless to them. They claimed that, if it was 

possible, they would tell the Company telephone operators to stop sending such 

messages to their mobile phones. 

Generally, for this question, most customers agreed that, they needed advertised 

messages to be sent to their mobile phones, since most of these messages were very 

important to them. The most important messages for most customers were those of 

M-pesa, airtime prepaid, buy airtime, and payment of bills messages. Messages 

which some customers did not like to be sent to their mobile phone were; buy 

ringtones, songs and news. They claimed that these messages were irritating to 

66.3% 

32.2% 
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them, although few customers especially youths showed positive responses to such 

messages. 

4.2.6 Feelings of Respondents about Mobile Advertisement Messages 

The researcher wanted to know the feelings of respondents about mobile 

advertisement messages sent in their phones. The respondents were requested to 

show their feelings about product and services, price and purchase intention. Matrix 

questions were set for the purpose and three items were prepared each (product and 

services, price, and purchase intention). For products and services the items were; 

mobile advertising offer highly prestige products and services and mobile 

advertisement offer products and services that are fit to the customer‟s lifestyle were 

tested. 

4.2.6.1Feelings of Customers on Product and Services 

The researcher wanted to know the feelings of respondents about mobile 

advertisement message sent in their mobile phone. Matrix questions ranging from 1-

5 were set for the purpose. The three items which are: Mobile advertising offer 

brands that are important to customer, mobile advertising offer highly prestige 

products and services and lastly, mobile advertisement offer product and services 

that are fit with customer‟s lifestyle were tested. 
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Figure 4.7: Feelings of Customers on Product and Services  
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Source: Field Data 2014. 

The findings of this study indicated that 15 respondents 17.4% said that 

advertisement messages offered brands that were important to customers. 15 

respondents (29.1%) said that mobile advertisement offered highly prestigious 

product and services and lastly 45 respondents (52.2%) said that mobile 

advertisement offered product and services that were fit to the customer‟s lifestyle.  

4.2.6.2 Feeling of Customers on Price  

Respondents were asked to explain their feelings on mobile advertisement prices. 

For this question, three items were prepared which were: mobile advertisement 

provides a clear price for each product and services, mobile advertising offer 

product and services that has value for money and there is no hidden cost in mobile 

advertising.  

 

17.4% 29.1% 52.2% 
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Figure 4.8: Feeling of Customers on Price  
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Source: Field Data 2014. 

The findings reveal that 27 respondents equal to 31.4% said that mobile 

advertisements provided clear price for each product and services. 48 respondents 

(55.8%) said that, mobile advertisement offered product and services that had 

money value; and lastly 10 respondents (11.6%) said that there was no hidden cost 

in mobile advertising. As it is revealed in these findings, 48 respondents equal to 

(55.8%) said that mobile advertisement offered products and services that have 

value for money used. 

4.2.6.3 Feeling of Customers on Purchase Intention 

The respondents were also requested to answer the matrix question ranging from (1 

-5) to show their feelings in purchase intentions. For this question three items which 

are: I will keep mobile advertising for future reference, I will encourage others to 

purchase product and services and I will consider the advertised product and 

services as a first choice were tested. 

55.8% 

31.4% 

11.6% 
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Figure 4.9: Feeling of Customers on Purchase Intention  

0
5

10
15
20

25

30

keep 
advertising for 

future 
purchase

encourage 
others to 
purchase 

products and 
services

Target 
customers at 

the right 
position

 

Source: Field Data 2013. 

The findings revealed that 20 respondents (27%) agreed that, they would keep the 

advertising message for future reference. 48 respondents (53.8%) agreed that, they 

would encourage others to purchase the product and services as the first choice and 

10 respondents (11.6%) agreed that, they would consider product and services as 

their first choice. In this finding most respondents 48 (58.8% n=85) agreed that they 

would encourage others to purchase the products and services as the first choice. 

4.2.6.4 Feelings on Timing of Advertisements 

Finally the researcher wanted to know the feelings of respondents on timing of 

advertisements on this respect. The researcher provided three items. These items 

were: Mobile advertisement presents appropriate number of exposures; mobile 

advertisements present a reasonable length of advertisements and mobile 

advertisement is targeted to consumers at the right location were tested. 

27% 55.8% 

11.6% 
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Figure 4.10: Feeling on Timing of Advertisement 

0

10

20

30

40

50

presents an 
appropriate of 

explosures

presents a 
reasonable 

length of ads 

targeted 
customers at 

the right 
position

 

Source: Field Data 2014. 

The Figure above reveals that 48 respondents (55.8%) replied that mobile 

advertisement presented an appropriate number of exposures, while 28 respondents 

(32.6%) said that mobile advertisement present a reasonable length of 

advertisements and 9 respondents (10.5%) said that mobile advertisements were 

targeted to customers at the right location. In this study most respondents 48 

(58.8%) said that mobile advertisement presented an appropriate number of 

exposures. 

4.2.6.5 Discussion on Customers’ Acceptance of Mobile Advertisements 

The study revealed that all respondents under the study 85 (100%) were Vodacom 

customers. Similarly, 83 (96.5%) agreed to have received Vodacom advertising 

messages. With these results, it is obvious that all Vodacom customers receive 

advertisements from their service provider. The same response was given by the 

55.8% 

32.6% 

10.5% 
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Vodacom managers through interviews when interviewed; they stated that, the 

Company usually sent advertising messages to customers. One of the interviewed 

manager d said; 

„All customers receive advertisement SMS; advertisement 

messages are important to all customers because, they enable 

customers to be aware with service provided by Vodacom 

Company‟‟ Field Data, 2014. 

4.2.7.1 What Customers do when Receives Advertisements 

Most of respondents said that when they received advertisement messages they read 

it occasionally 28 (32%), while 20 (23%) said, they read it when they got time. It is 

said that mobile customers tend to show positive responses to the advertisement 

which are relevant to them (Peng, 2006). The efforts of advertising the mobile 

advertisement at the right time and right place help to stimulate consumers to accept 

advertisements.  Keaney (2003) argues that, the higher the informative of 

advertising message the higher accepted by customers. 

4 2.7.2 Types of Advertising Message Received by Customers 

For the advertising messages enumerated, the respondents replied as follows; 54 

respondents (63.8%) strongly agreed that they received M-pesa messages, 44 

(51.76%) strongly agreed that they received airtime prepaid, 29 (34.11%) strongly 

agreed that, they received buy news messages. It was reveled that 15 respondents 

(29%) receive all messages mentioned while 57 (67.05%) strongly agreed to receive 

messages. 

The answers provided by the respondents above relate to those answers given by the 

Vodacom managers. The Vodacom management was requested to identify 

advertisement messages which Vodacom Company sent to its customers. The 
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advertisements messages which the managers agreed that they were sent are: M-

pesa, buy prepaid airtime, buy airtime online, and buy ringtones and songs and 

payment of bills messages. According to the interviewed respondents, advertisement 

messages sent to customers were not only those mentioned above, but there were 

many others as well. One interviewee said; 

“We don‟t have only these advertisement messages. We 

normally send several advertisements to our customers, if you 

are our customers I think you know all advertisement messages 

which our Company sends to its customers.” Field Data 2014. 

4.2.7.3 Respondents Who Accepts Advertising Messages 

Many of the respondents 57 (66.3%) said that, they needed advertisement messages 

to be sent in their mobile phones. While 28 (32.2%) said that, they did not like 

advertisement messages. From these responses, the majority of respondents 57 

(66.3%) said they needed advertisement messages to be sent in their mobile phones. 

There was a question which required the respondent to elaborate their responses; the 

respondents provided the following reasons: they explained that the messages they 

were mostly like to be sent to their mobile phone were M-pesa, airtime prepaid 

messages, buy airtime online and pay bills online. Some respondents specified that, 

they needed these messages since they were helping them directly. For instance, 

airtime prepaid and paid bills using mobile phone. Customers can add airtime even 

though he/she does not have money; further customer can pay bills without moving 

from his/her premises. These findings correspond with Haghirianet et al. (2005) who 

agreed that most mobile customers need advertisements messages to be either 

relevant to them, informative or entertaining content. Likewise, Barutcu, (2007) said 
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that mobile users have positive perception towards mobile tools such as mobile 

discount coupons, mobile entertainment, internet and mobile banking. 

4.2.7.4 Feeling of Respondents about Mobile Advertisements 

Many respondents in figure 12 showed, 45 (52.2%) felt that mobile advertisement 

offered product and services which were fit with customers‟ life style. This is 

supported by Vaugh, (1986) stated that consumers usually purchased product and 

services based on their feelings and thinking process. Likewise Drosso (2007) 

explained that the general characteristics of product such as, attribute branding, 

packaging, labeling and service are essential. 

4.2.7.5 Feelings of Customers on Product Prices 

The majority of respondents 48 (55.8%) in the study in figure 12 showed that, 

mobile advertisements offered product and services that had money value. These 

finding relate to Daniel, et al (2006) who stated that, it was important for business to 

set price based on degree of satisfaction that customers expect to receive from 

product and services. Correspondingly, Peng, (2006) states that clear and reasonable 

price with special incentives may stimulate consumers to re-think about benefits that 

can be derived from it. 

7.2.7.6 Feeling on Timing of Advertisements 

Under this investigation, most of the respondents in figure 4.2.6.4,shows that, 48 

(58.8%) said that, advertisement presents an appropriate number of exposures; these 

findings relate to Peng, (2006) who said that the ability to provide the best 

advertisements during the right time with sufficient numbers of repetition will 
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stimulate the consumers‟ behavioral attitudes. Again, Backwell et al (2001) said that 

the question of when and whether the purchase activities happen is often affected by 

timing factors. 

4.2.7.7 Customers’ View Point 

The findings in the figure 9, show that, 53 respondents (61.6%) said that 

advertisement messages are good as they help to get ideas about product and 

services. These findings are in line with Drossoet, et al (2007) who stated that, 

within the context of mobile advertising, it is expected that the dimension of product 

and services positively influence the consumers‟ attitude. 

4.2.7.8 Conclusion 

Investigation under this objective revealed that, all respondents 85 (100%) under the 

study were Vodacom customers, and the majority of them 83 (96.5%) were 

receiving advertisement messages from service provider. Also the management 

identified that, Vodacom customers were receiving several messages such as M-

pesa, airtime prepaid, buy news, payment of bills and others. This was revealed 

from the substantial number of respondents 57 (66.3%) who agreed that 

advertisement messages were being sent to their mobile phones. Again, 29 

respondents (32.6%) specified that when they received advertisement messages they 

read them occasionally. Lastly, most respondents thought that, mobile advertisement 

offered product and services which were in line with customers lifestyle 45 (52.2% 

n=85). 
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4.3 Determinant Factors towards Customers’ Perception 

The researcher under this objective would like to explore determinants of customer 

perception towards mobile advertising messages sent in their mobile phones. This 

section thus presents findings on what underlies customers‟ decision and perceptions 

to purchase/make response on advertised messages. To explore the domain of this 

objective the respondents were asked the following:  

 First the respondents were asked to identify if they had ever purchased 

advertised messages.  

 In second approach the respondents were asked to identify and rank their 

purchased advertising mobile messages they purchased from Vodacom 

Company. 

 Thirdly, the respondents were required to identify the messages they 

purchased but of which they were not satisfied with. 

 Further, the researcher would like to understand whether the customers had 

ever purchased advertised messages but were not satisfied and lastly the 

view point for advertising. 

The researcher asked the respondents (Vodacom customers) if they 

purchased/showed responses on advertising messages which were sent to their 

mobile phone by their Company services. The question had Yes/No responses and 

the respondents, replies were as follows: Yes responses were 62 (72.9%) and No 

responses 23 (27.1%) and total responses were 85 (100%). 
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Figure 4.11: Purchase/Responses on Advertised Messages 

0

20

40

60

80

YES

NO

 

Source: Field Data 2014.  

The findings from the figure above, shows that 62 respondents (72.9%) agreed that 

they purchased/made responses for the advertised messages sent to their mobile 

phones. They purchased/made responses for the messages advertised to them such 

as M-pesa, buy prepaid airtime, buy airtime on line, buy music, songs and pay bills. 

Although 23 (27.1%) respondents disagreed, it seemed that for the basic mobile 

services such as M-pesa, prepaid airtime, buy airtime and payment of bills are 

important to them but they disagreed to have been buying other messages such as 

payment of ringtones, songs and news. 

4.3.1 Messages Purchased by Vodacom Customers 

Under this question the respondents were required to identify the message they 

purchased from Vodacom Company and were arranged as asked to their answers in 

matrix answers such as once, twice, none, several times or not at all. The responses 

of the respondents are summarized in the following Tables below: 

72.9% 

27.1% 
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Table 4.12: The Message Purchased by Vodacom Customers 

Item (n=85)  Once twice none Several times Not at all 

M-pesa 7 

8.23% 

2 

2.35% 

6 

7.5% 

67 

78.82% 

3 

3.52% 

Airtime prepaid 10 

11.76% 

10 

11.76% 

17 

20% 

12 

14.11% 

36 

42.35% 

Buy airtime 7 

8.23% 

3 

3.52% 

16 

18.82% 

21 

24.70% 

38 

44.70% 

Buy ringtones and 

songs 

3 

3.52% 

2 

2.35% 

41 

48.53% 

10 

11.76% 

29 

34.11% 

Buy news 4 

4.70% 

5 

5.88% 

27 

31.76% 

19 

22.35% 

30 

33.29% 

Pay bills 48 

50.57% 

37 

43.52% 

0 

0% 

0 

0% 

0 

0% 

All above 58 

68.23% 

27 

31.76% 

0 

0% 

0 

0% 

0 

0% 

Source: Field Data 2014 

It can be observed that many respondents said that, they purchased/made response 

on M pesa several times 67 (78%), once 7(8.23%), twice 2(2.35%), none 6 (7.05%), 

not at all 3(3.52%). 

Also the findings of this study indicate that among 85 respondents, 10(11.76%) said 

they bought prepaid airtime once, twice 10(11.76%), none 17(20%), several times 

12 (14.11%), not at all 36 (42.35%). The respondents in this study imply that, most 

customers did not purchase prepaid airtime, none 17(20%) and not at all 

36(42.35%). 

Further, the Table above shows that, 7 (8.23%) respondents said they bought airtime 

on line once, 3 (3.52%) said twice, 16 (18.82%) said none, 21 (24.70%) said they 

purchased several times and 38 (44.70%) said not at all.  Additionally, the Table 
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reveals that, 3 (3.52%) of the respondents purchased ringtones and songs once 

2(2.35%) purchased ringtones and songs twice, 41 (48.23%) of the respondents said 

none, 10 respondents (11.76%) said several times and 29 (34.11%) said none at all. 

These make the total of 85 respondents that is 100%. 

Moreover the Table shows that, the respondents who purchased news were as 

follows: 4 (4.70%) of respondents said they bought news, once 5 (5.88%) of the 

respondents twice 27 (31.76%) respondents, 19(22.35%) of the respondents said 

several times, 30(33.29%) of the respondents said not at all. 

Finally, the responses revealed that 48 (56.47%) of the respondents paid bills on line 

once, while 37(43.52%) had paid bills on line twice, that make total of 85(100%). 

Lastly, the findings revealed that: 58 (68.23%) of the respondents purchased 

advertisement messages and other services once, and 27 (31.76%) of the 

respondents purchased twice and this made total of 85 (85%) responses. 

4.3.2 Unsatisfied Customers because of Message Purchased  

Under this question the researcher wanted to know the messages purchased by 

customers but which did not satisfy them. A matrix question was used to find out the 

answers to that question.  Respondents were asked to put a tick in a set of matrix 

question which ranged from first advertising message to the last and in the second 

approach respondents were asked to give reasons to support the given responses. 

The findings of the approach are summarized here below: 
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Figure 4.12: Unsatisfied Customers because of Message Purchased 
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Source: Field Data 2014. 

The findings show that 5(5.88%) of the respondents said that they were not satisfied 

with M-pesa services, 4 (4.70%) said were not satisfied with airtime prepaid, 50 

(58.82%) were not satisfied with buying ringtones and songs, 25(29.41%) were not 

satisfied with buying news, and 1 (1.17%) was generally not satisfied. From the 

findings above, it can be observed that the majority, 50 respondents (59%) were not 

satisfied with the purchased ring tones and songs. 

4.3.3 Embarrassing Advertising Messages 

For this question the researcher wanted to know about the advertising messages that 

were sent to customers by Vodacom Company and which the customers considered 

them embarrassing. Respondents were asked to put a tick in Yes and No responses 

and also the respondents were asked to give reasons to support the given responses. 

The answers for that question are shown in the Table below.  
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Table 4.13: Embarrassing Messages  

N=85  Frequency Percent Valid Percent 

Valid Yes 36 41.9 42.4 

No 49 57.0 57.6 

Total 85 100 100.0 

Total 85 100.0  

Source: Field Data 2014. 

The Table above illustrates that 36 respondents (41.9%) said Yes, while 49 

respondents (57%) said No, and that makes a total of 85 (100%).  

4.3.4 View Point for Advertising 

The researcher wanted to investigate the respondents‟ views about the mobile 

advertisement messages. The researcher provided three items which the respondents 

were required to put a tick for their favorable responses. The items were: mobile 

advertising is good platform to get ideas about product and services, mobile 

advertising is favorable and engagement with mobile advertising is fun. 
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Figure 4.13: View Point for Advertising 
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Source: Field Data 2014. 

The findings shows that 53 respondents (61.6%) said that mobile advertising were 

good to get ideas about products and services, 20 respondents (23.3%) said that, 

mobile advertisement message was their favorite, while 12 respondents 14.1% said, 

engagement with mobile advertising was funny. In these findings therefore, 

respondents 53 (61.6%) agreed that mobile advertising was a good source of getting 

many ideas about products and services. 

4.3.4.0 Discussion of Results for the Determinant Factors towards Customer 

Perception 

4.3.4.1 The Purchased Advertisement 

The study under this question as shown in figure 13, revealed that, 62 (72.9%) 

agreed that they purchased or made responses for the advertisement messages that 

61.6% 

23.3% 

14.1% 
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were sent to their mobile phones. From these results it is obvious that Vodacom 

customers purchasing or making responses for advertisement messages. Further, 

most respondents showed that, some advertisements were important to them than 

other advertisements. The results in Table 13, shows that, 67 (78%) purchased M-

pesa several times, 12 (14.11%) bought prepaid airtime several times, 21 (24.70%) 

bought airtime on line several times, 10 (11.76%) purchased ringtones and songs 

several times, 19 (22. 35%) purchased news several times. From the above 

responses, the respondents were requested to provide reasons; their responses were 

as here under: 

In general, respondents who used M-pesa several times as expressed in Table 13, 

shows that 67 (78%) stated that, they were using M-pesa message because they 

reduced cost, and time. This response is in line with Schal, (2007) who stated that, 

the price of media acts as one of the drivers towards the acceptance of mobile 

advertising. The respondents use M-pesa messages services several times due to the 

service‟s reasonable costs and time saving benefits. 

However, it was noted that respondents did not purchase airtime several times, as 

results. In Table 13, shows that only 12 respondents (14.11%) purchased airtime 

prepaid several times. With airtime prepaid, most respondents who did not purchase 

airtime on line stated that, in order to purchase airtime online one should have M 

pesa account in their mobile phone so as to effect such a transaction. 

For ringtones and songs and buying news messages, many customers stated that it 

was costly to buy such services. Other respondents said such messages have hidden 

costs that the customers do not know about. Most mobile customers need low and 
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known cost services; as stated by Donald et al (2006) clear and reasonable price 

with special incentives which may stimulate consumers to re-rethink about benefits 

that can be derived from it. Respondents further claimed that, the service provider 

should provide these services free or reduce cost so as to attract more customers to 

use their services. As claimed by Drosso, et al (2007) many consumers prefer to use 

products that cost less in term of price and risk. 

To buy airtime on line the results in Table in 13 shows that, 21 (24.70%) some of 

respondents said that, they did not use such service because it needed one to have 

amount of money in M-pesa account. With paying bills using mobile services many 

respondents claimed that they did not use many times due to the fact that the service 

was not very familiar with them and some of them were not responsible for payment 

of bills in utility Companies. However many respondents stated that, they used pay 

bill services, as the results in Table 13, shows that respondents who once used the 

service were 48(56.4%), twice 37(43.59% n=85) The respondents who paid bills 

using mobile phones held that they used such services since it reduced time, 

movement and cost. The findings are parallel with Peng, (2006) who stated that 

consumer pay great attention on the prestige of services/products, profit, time saving 

and degree of familiarity. 

4.3.4.2 Messages Purchased but Which Do not Satisfy Customers 

Some of respondents stated that, they were not satisfied with ringtones and songs, 

refer figure 14, that shows 50 (59%) were not satisfied with buy news messages. 

These customers after they had purchased messages they were no satisfied. The 

respondents were requested to provide reasons to support their responses. On this 
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regard, majority of them said that they were not satisfied with purchasing ringtones 

and songs because was in turn their air time reduced without notice. This is because 

the payment of ringtones and songs messages was not well stated by the service 

company but customers found themselves paying for them whenever they received 

them.  

In prepaid airtime, the unsatisfied customers in figure 14 shows  4 (5%) stated that, 

they were not satisfied with such messages because after using the service the 

customer was required to pay higher amount of airtime than that used in prepaid. 

They also stated that, you can forget that you used prepaid airtime, when you put 

airtime in your phone the amount was reduced without notice to pay for the airtime 

which you had already used. 

For M-pesa messages, figure 14 shows 5 (6%) of the respondents said that, 

sometimes M-pesa delayed transfer of money due to the network problems. Other 

respondents stated that they lost their money because their beneficiaries receive less 

money. Others said they sometimes forgot their password or someone else might 

have stolen it. 

4.3.4.3 Embarrassing Advertising Messages 

Respondents in Table 14, shows that, 36 (41.9%) of them thought the advertising 

messages were embarrassing to them. When they were asked to give reasons for 

their responses they stated that, advertising message distracted them when they had 

another task with their mobile phone. They further stated that sometimes when they 

were in hurry, and the advertisement message entered their mobile phone it irritated 

them. They added that, sometimes the service Company sent embarrassing messages 
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that overloaded their mobile phone SMS center and this made them embarrassed. 

Good examples of these advertising messages according to them were many 

especially those sent to them after using M-pesa services, after adding airtime or pay 

bills using mobile phone. 

They stated further that, privacy issues should be considered by mobile company. 

Most customers stated that the mobile users should have power over their personal 

information. Users should never get mobile advertisements that they have not agreed 

to receive. Lastly, respondents insisted that, the advertisements should have an offer; 

this can be free airtime, downloading favorite‟s songs, video song or game, 

entertainment or reduced cost. These would reduce the negative attitudes towards 

mobile advertisements. 

Moreover, the management was asked to identify the reason for the Company to 

send unwanted messages to customers. Respondents said that the customers should 

receive the messages which are important to them but the Company sent 

unnecessary message to its customers. The interviewed managers stated that, the 

Company believed that all advertisement messages were important to all customers. 

One of interviewed manager said: 

 “The Company believes that, all messages are important to all 

customers. The customers who consider advertising messages 

irritating to them might stop to read or delete them immediately 

as it enters their mobile phones.  Today new advertisement 

messages can be unnecessary to you but next time they can be 

very important to you. However the company is looking for new 

ways to overcome this situation.”  Field Data, 2014. 
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4.3.5 Strategies Used by the VODACOM to Retain Customers 

The researcher would like to know the strategies used by the company in order to 

attain and retain their potential customers. The researcher set open ended question to 

the respondents. Under this question, one interviewee replied, 

 “Vodacom Company customized mobile services to their 

customers so as to retain and attain new potential customers” 

Field Data, 2014. 

They also stated that, the company provided high quality and best communication 

services to all customers. Further interviewees stated that the Company made sure 

that Vodacom services reached all over the country to customers wherever they 

were in Tanzania. Yet another manager stated that, 

 “Our mission is to become the most successful 

telecommunication Company in Tanzania by having strong 

brand return investment for stakeholders to be a leader in all 

markets and to be good employer” Field Data, 2014. 

4.3.6 The Management Response on Market Research 

Further, under this question the researcher would like to know if the Vodacom 

Company conducted market researches before sending advertising messages to its 

customers. To understand this, the researcher set question with Yes and No 

responses. All the respondents who were interviewed agreed that the Company was 

conducting market researches before sending advertising messages to customers. 
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Table 4.14: The VODACOM Management’s Responses on Market Research 

 

Source: Field data 2014 

The Table above shows that, the Vodacom Company was conducting a market 

research to its customers before it sent advertising messages to them. The researcher 

asked the question due to the fact that, all the Vodacom customers were receiving 

the same advertising messages without regarding their differences. According to one 

interviewed respondent all customers needed mobile advertisement in order to be 

aware of all services provided by their service company. He stated: 

 “It‟s important for all customers to get all advertisement 

messages in order to become aware of our services” Field 

Data, 2014. 

4.3.7 Testing the Market to Understand Customer Needs 

The researcher would further like to understand if Vodacom Company tested the 

market before sending advertising messages to its customers. The researcher asked 

such question due to the fact that some customers showed negative attitudes to the 

advertisement messages sent to their mobile phones. The researcher posted a 

question to the interviewees and they replied that; for any business activity it was 

important to conduct market research before initiating the business. For the big 

mobile telecommunication Company like Vodacom testing market is very 

important. The communication development all over the World leads all mobile 

company to be adaptive of new technological communication services. The 

N=85  Frequency Percent 

 Yes 4 100.0 
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company looks at customers‟ needs through mobile phones that can do nearly 

everything. Most customers need customized services such as downloading video, 

music and songs as well as financial transaction. 

4.3.8 Different Customers with Same Advertisement 

Under this question the researcher would like to know if all Vodacom Customers 

were regarded as the same despite of their users‟ differences in age and personality. 

It said that, due to different personalities of customers, the Company required to 

customize services according to the user. The question was set to know the reasons 

for this situation and the responses from one of interviewees stated that;  

 “Regardless of our customers‟ differences all customers receive 

the same advertisement services” Field Data, 2014. 

Another interviewee replied that: 

 “For all customers all advertisement messages are significant. 

For the first time, the advertisement message might appear as a 

spam to a certain customer, but next time the same 

advertisement message will be useful to him/her. When a person 

receives a needless message, he/she may stop to make reaction 

or delete it” Field Data 2014. 

4.3.9 Conclusion 

Investigation under this objective revealed that, most respondents 62 (72.9%n=85) 

purchased or made responses on most advertised messages. The respondents 

purchased the messages which they thought were relevant and informative to them 

such as M-pesa, buy airtime online, pay bills and prepaid airtime. Respondents 

revealed that there were some messages which they purchased but they were not 

satisfied with them, such  messages were; buy news 25 (29.41%) and ringtones and 



 
 

78 

songs 50 (58.82%n=85). Further the customers termed other messages as 

embarrassing to them due to their irrelevance. Additionally, most Vodacom 

managers 4 (100%n=85) stated that, the Company usually conducted market 

researches before deciding to SMS their customer some kind of SMS and they 

further stated that, the Company was testing the market to understand the customer 

needs. Moreover, interviewed managers stated that, they usually sent advertising 

messages to all Vodacom customers. Finally, the management stated that, the 

Company was facing several challenges such as, cost of services provided, privacy, 

government regulations and spam/unsolicited messages to customers. 

4.4 Challenges Facing Mobile Advertising Messages  

Under this question the researcher would like to know the challenges facing mobile 

advertisement messages in Vodacom Company. The management respondents gave 

the following challenges: 

Personalized mobile advertisements messages is a problem in all mobile companies. 

This is because customers need only the messages which are important to them. In 

order to make sure that all messages are directed to the right person, it requires the 

company to personalize mobile advertisements. This would increase the value of 

mobile advertising messages to the consumers. All communication companies are 

looking for a good solution to this problem. 

According to the interviewed managers, privacy is another issue that that is facing 

mobile advertisement messages. The mobile phone users need to have power over 

their personal information. Vodacom Company adheres to the rules and regulations 
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of TCRA. However the Company faces challenges in privacy especially when the 

security matters threaten the customers‟ privacy. 

Cost of messages sent to customers is also considered by the management as a 

challenge. The Vodacom Management respondents explained that, most of the 

customers blamed the company due to the higher price of advertisement messages 

such as M pesa, airtime prepaid and other services provided by the Company. These 

costs seem to be higher but that is due to the running cost as well as higher tax 

which the government levies on such messages. However, the customers should 

understand that, the company wants all customers to enjoy the lower price services. 

In summary, the study found out that, most customers accepted advertisement 

messages sent to their mobile phones. Some of them needed them to be familiar 

with new services provided by their mobile Company. Some mobile customers 

perceived the mobile marketing advertisement differently, while some customers 

were inclined to need them, some customers saw these advertisement messages as a 

spam/unsolicited messages. The findings suggest that, these advertisement messages 

should go together with reward to the customers who receive them. This can be 

reduced airtime, downloading favorite music or songs. Lastly, the chapter has 

discussed challenges facing mobile advertisement messages which involve spam 

messages, lack of privacy to customers as the concern of the mobile Companies and 

personalization of advertisement messages. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction 

This chapter presents a summary, conclusion and recommendations drawn from the 

study. The purpose of this study was to assess the challenges in mobile 

advertisement via messages: The Case of Mwanza City. Data for this study were 

collected by the use of questionnaire and interview. The study sample was taken 

among Vodacom Customers in two Administrative Wards. 

5.1 Summary of Findings 

This chapter shows discussion of the findings presented in chapter four. The 

findings have been analyzed and presented qualitatively and quantitatively. As 

discussed in chapter four a total of 85 respondents were involved in this study 

comprising of  Vodacom customers and Vodacom management in Mwanza city. 

Thus all arguments in this chapter are based on the findings obtained through 

research questions and objectives in relation to the literature review and respondents 

as well. 

The main purpose of the study was to assess the challenges in mobile marketing 

advertisement in Vodacom Company.  Three research objectives for the study were: 

to understand customers‟ acceptance of mobile advertisement, to determine the 

customers‟ perception towards marketing advertising, to identify challenges in 

mobile advertisement through mobile services.  
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The study involved different respondents from two administrative wards in Mwanza 

city where the study took place. The instruments used in data collection were 

questionnaires, interviews and documentation methods. The information from 

respondents was largely quantitative in nature hence use of statistical package for 

social science (SPSS) analysis was used. The results were presented, analyzed and 

discussed in line with objectives and research questions. 

5.2 Conclusion 

The following were the major findings of the study. 

The finding corresponded to the conceptual frame work that was developed on page 

27.  It showed that if the Company strategies (such as timing, price, product and 

services) applied and at the same time the company customized its services by 

providing quality services leaded to effective mobile marketing. It was revealed the 

same by researcher. Most respondents stated that, they enjoyed when they received 

services which has quality and customized with a reasonable cost.    

5.2.1 Customers’ Acceptance of Mobile Advertisement 

Investigation under this objective revealed that, all respondents 85 (100%) under the 

study were Vodacom customers, and most of respondents 83 (96.5%) received 

advertisement messages from service provider. Also the management identified that, 

Vodacom customers were receiving several messages such as M-pesa, airtime 

prepaid, buy news, payment of bills and others. Most respondents 57 (66.3%) agreed 

that advertisement messages were being sent to their mobile phones. Most 

respondents agreed that they like messages which are either relevant, informative, 

entertaining or with a lower cost. The findings corresponded with Drosso.et al, 
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(2007) who argued that, many consumers prefer to engage with products that require 

low purchase involvement, price and risk. Again, most respondents (32.6%) 

specified that when they received advertisement messages they read them 

occasionally. Lastly, most respondents thought that, mobile advertisement offered 

product and services which were fit with customers‟ lifestyle 45 (52.2% n=85). 

5.2.2 To Determining the Customers Perception towards Advertisement 

Examination under this objective revealed that, most respondents 62 (72.9%n=85) 

purchased or made responses on most advertised messages. The respondents 

purchased the messages which were relevant and informative to them such as 

M.pesa, buy airtime online, pay bills and prepaid airtime. These findings are in line 

with Haghirianet et al (2005) who argued that, most mobile phone customers needed 

advertisement messages to be either relevant to them, informative or with 

entertaining content. 

Respondents revealed that there were some messages which they purchased but 

which did not satisfies them. Such messages were such as buy news 25(29.41%) and 

ringtones and songs 50 (58.82%n=85).Respondents considered these messages as 

costly, as stated by Peng, (2006) that, price always emerges as one of significant 

determinants upon consumers‟ decision to engage in mobile advertising .Moreover, 

some respondents termed other messages as uncomfortable to them due to their 

irrelevance to customers. To change this situation, mobile service providers should 

send messages to the customers who need the service. This guidance was also 

proposed by, Peng (2006) that the effort of distributing the advertisement at the right 

time and right place helps to stimulate consumers to accept mobile advertisements. 
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Additionally most Vodacom managers 4 (100%n=85) stated that, the Company was 

conducting market researches and they further specified that, the Company was 

testing the market to know customer needs. Moreover, interviewed managers stated 

that, they were sending advertising messages to all Vodacom customers.  

5.2.3 Challenges Facing Mobile Advertisement 

Personalized mobile advertisements messages is a problem in all mobile companies. 

The customers need only the messages which are important to them. In order to 

make sure that all messages are directed to the right person, it requires the company 

to personalize mobile advertisements. This would increase the value of mobile 

advertising messages to the customers. All communication Companies should look 

for solution on this problem. 

According to the interviewed managers, privacy is another issue that that facing 

mobile advertisement messages. The mobile phone users need to have power over 

their personal information. Vodacom Company tracks the rules and regulations of 

TCRA. However the Company faces challenges related privacy especially when the 

security matters threaten the customers‟ privacy. Costs of messages sent to 

customers are also considered by the management as a challenge. It hinted that, 

most of customers blame the company due to the higher price of advertisement 

messages and other services provided by the Company. 

5.3  Limitation of the Study 

Although the case study took place in Mwanza Region, it was not easy for the 

researcher to cover all areas of the Region. This was due to financial constraints and 

time limitation. Only one selected office was considered in the study. This was the 



 
 

84 

Vodacom headquarters in Mwanza and two administrative wards were the target for 

the study.  

5.4  Recommendations 

These recommendations can be used as guidelines when designing mobile 

marketing applications: 

To the Government 

The government through Tanzania Communication Regulatory Authority (TCRA) 

should direct mobile Company to privatizing the use of consumer‟s personal 

information thereby transferring more control to the consumer. TCRA should force 

Companies to view the exchange of personal information as a social contract 

between consumers and the company. The use, access and distribution of this 

information should be protected and respected at all times to refrain from violating 

this implicit social contract.  

To the Company 

Mobile Company should therefore use only permission-based campaigns in which 

explicit authorization must be obtained from them before communication can 

commence. A clear, free-of-charge opt-out feature must also be included in the 

mobile advertisement to allow consumers to terminate their participation easily and 

at any time.  

The government through Tanzania Communication Regulatory Authority (TCRA) 

should direct mobile Company to privatizing the use of consumer‟s personal 

information thereby transferring more control to the consumer. TCRA should force 
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Companies to view the exchange of personal information as a social contract 

between consumers and the company. The use, access and distribution of this 

information should be protected and respected at all times to refrain from violating 

this implicit social contract. 

The messages must be creative and entertaining as well as informative in order to 

captivate consumers‟ attention and keep them open to future communication. This 

can be done through the use of humor, graphics, sound and video clips.  

By sending relevant and targeted messages, the Company can decrease irritation 

levels and fear of spam among consumers and prevent consumers from being 

overwhelmed by excessive amounts of unnecessary messages. Marketers should 

tailor their advertisements to consumers‟ profiles. 

Message frequency needs to be limited to 1-3 times a week to avoid consumers 

being inundated with mobile advertising. Otherwise mobile advertising would be 

considered as spam, resulting in development of negative attitudes. Customers‟ 

would prefer that messages are sent in the afternoon and early evening on weekdays 

only.  

To the Public  

The mobile phone customers and communities as whole, should inform the 

Companies as well as responsible organs such as TCRA when they face problems 

relating to the mobile advertisement. 

By following these guidelines, the mobile Company will maximize the probability 

of sending the right message to the right person at the right time. This should assist 
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in transforming current negative perception towards mobile advertising among the 

market in Tanzania into positive attitudes. 

5.5 Suggestion for Further Research 

The issues discussed in this thesis can be further investigated. During the project 

many new questions were identified some of them although revealed, fell outside 

the scope of this thesis. These may be the focus of future studies: 

a) Conduct studies on perception of customers towards mobile marketing. 

b) Privacy issues, which are particularly sensitive when analyzing mobile 

marketing. The mobile user‟ fear of spam and the risk of intrusion into their 

private space. 
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APPENDICES 

APPENDIX 1: Questionnaire for Customers 

This study based at University of Dodoma. Its major objective is to study challenges 

and prospects facing mobile phone marketing by taking a case of Mwanza city. 

There is no need to provide your name. Therefore you are kindly requested to 

participate in this study by filling in this short form. The information being looked 

for is only for academic purposes. It is not for any other use. Under no 

circumstances will this information be given out to any person or institution. 

A. SOCIAL DEMOGRAPHIC INFORMATION  

i. Date……………………………………………………………… 

 ii. Ward…………………………………………………………….. 

iii. Gender:    Male        Female 

iv. Age (Put tick to the correct respond) 

Under 18 years 19 to 30 years 35 to 44 years 45 to 60 

    

V. Education level (put tick) 

Primary level Secondary level Certificate  Diploma|Degree Others 
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B   ACCEPTANCE OF MOBILE ADVERTISING. 

1. Is you a customer for Vodacom mobile company? (Put tick in the correct answer) 

Yes                                                              (    )  

No                                                               (    ) 

2. Have you received advertising messages from Vodacom Company? (Put tick in 

the correct respond) 

Yes                                                            (      )  

No                                                              (      ) 

2. What do you do when you receive advertisement messages? ( Put tick tick). 

a.) Ignore it                                         (       ) 

b) Read it occasionally                        (       ) 

c) Read it after accumulating it           (       ) 

d) Read it when I get time                   (       ) 

e ) Read it immediately                        (      ) 

What type of advertising message did you receive?  
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1. Strong agree, 2.Agree, 3.Not expect 4. Disagree, 4.Strong disagree                                          

(Put tick to the correct respond) 

Service Strongly  

agree 

Agree None Disagree Strongly 

disagree 

M Pesa      

To buy air time      

Buy ring tune or 

songs. 

     

Payment for news      

Pay bills      

All above and 

others 

     

4. Do you like all the above advertising messages being sent to your phone? (Put 

tick in the correct answer) 

Yes (         ) 

No                                      (         ) 

5. If Yes or No for the above answer, which messages do you like most being sent to 

your mobile phone? And which ones you do not like? (Specify) 

Yes……………………………………………………………………………………

……………………………………………………………………………………… 

No………… 

The following set of statements relates to your feelings about mobile 

advertisements. Please respond by circling the number which best reflects your own 

evaluation. 
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Product and services 

Mobile adverting offer brand that are important 

to customer 

1 2 3 4 5 

Mobile adverting offer highly prestige product 

and services  

     

Mobile advertising offer product and services 

that are fit with customer life style. 

     

 

Price 

Mobile advertising provide clear price fo each 

product and services 

1 2 3 4 5 

Mobile advertising offer product and services that 

are value of money 

     

There is no hidden cost in mobile advertisement      

Timing 

Mobile advertising present an  appropriate number of 

exposures 

1 2 3 4 5 

Mobile advertising present a reasonable length of 

advertisement 

     

Mobile marketing is disseminated to customers at 

right location 
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Purchase intention 

I will keep mobile advertising for future purchase 

reference  

     

I will encourage others to purchase products and 

services  

     

I will contact the advertiser to obtain more information 

about products and services  

     

 

C.  DETERMINANTS OF THE CUSTOMER‟S PERCEPTION:  

1. Have you purchase or make a response for the advertised messages? (Put tick in 

the correct answer) 

Yes          (      ) No           (      ) 

3 .Which service did you purchase regularly among the following? 

 1. Once, 2.Twice, 3.Not expect, 4.regularly, 5. Not purchase.   

(Put tick to the correct respond) 

Service Once Twice None Regularly Not purchase 

M Pesa      

To buy air time      

Buy ring tune 

or songs. 

     

Payment for 

news 

     

Pay bills      

All above and 

others 
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2. Which services did you purchase but were not satisfied you among mentioned 

above? 

(Specify)………………………………………………………………………………

……………………………………………………………………………………… 

3. There are some service messages which require payment and are paid 

continuously by reducing your airtime. Have you ever faced any problem 

concerning these messages?( Put tick in the correct answer) 

Yes No 

b. If the answer is Yes or No Specify. 

………………………………………………………………………………………

……………………………………………………………………………………… 

View point for advertising 

Mobile advertising is good to get ideas 1 2 3 4 5 

Mobile advertising messages  is favorable      

Engagement of mobile advertising  messages is fun      
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APPENDIX II: Interview Guide for Management 

This study based at University of Dodoma. Its major objective is to study challenges 

and prospects facing mobile phone marketing by taking a case of Mwanza city. 

There is no need to provide your name. Therefore you are kindly requested to 

participate in this study by filling in this short form. The information being looked 

for is only for academic purposes. It is not for any other use. Under no 

circumstances will this information be given out to any person or institution. 

A. POLICY ISSUES 

1. How long have you worked in this company? 

A B C 

      1 to  5   years   6   to 10  years    Over  10 years 

2. What are market advertising strategies do you use in your company to attain new 

customers and retain your customers?  

………………………………………………………………………………………

……………………………………………………………………………………… 

3. Do you conduct any market research before advertisement? 

      Yes       No  

4.  How do you test your market advertisement to understand your customers‟ 

needs? 

………………………………………………………………………………………

…................................................................................................................................... 
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5. Is there any regulations which guide mobile marketing advertisement? 

   Yes      No       

6.. Does your company send advertising messages to its customers? 

Yes No       No 

A .If Yes what are advertising messages sent to the Vodacom customers? Mention. 

………………………………………………………………………………………

……………………………………………………………………………………… 

8. You have got different customers with different status in your Company, do you 

think all these customers need these advertising messages? 

Yes No No 

B. If the answer is Yes or No please explain.  

………………………………………………………………………………………

……………………………………………………………………………………… 

 9. Some customers blame the company for sending them unwanted/useless 

messages to them. Have you heard these claims? 

Yes   No 

 

 

 



 
 

102 

B. If the answer is Yes, which efforts the company would make to reduce/eliminate 

these problems? Explain………………………………………………………… 

What are the challenges facing mobile advertising? 

………………………………………………………………………………………

……………………………………………………………………………………… 

 

 

 

 

 

 

 

 

 

 

 


