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ABSTRACT
Technology has advanced the use of text messaging (SMS) as an advertising medium
in recent times. Thus telecom operators in Ghana use SMS advertising (SMS ad) to
gain the attention of prospective consumers to patronize their products. Young people
have been the major drivers of mobile phone and SMS, however, the factors that
induce them to accept mobile devices as an advertising medium and to purchase a
product are not yet fully understood. The perception of both young and female
consumers has also not been explored to allow advertisers to plan effective campaigns
to elicit the response of this segment of the market. This study examines the attitudes
and factors that drive consumers’ acceptance of SMS ads and purchase behaviour. A
stratified random sampling was done in one of the leading Polytechnics in Ghana, and
self-administered questionnaires were completed by 80(students) respondents, aged
between 18-35 years. Statistical Package for Social Sciences (SPSS version 16.0) was
used to analyze the data gathered. It was observed that consumers’ perception of
informativeness of SMS ads are positively correlated to their overall attitudes towards
SMS ad and purchase behaviour while irritation and trust were attitudes which had a
negative correlation on their purchase behaviour. Permission and trust are identified in
this study as important elements that ensure the success of SMS ads. The advertiser is
advertised to develop innovative strategy to capture the attention of young male
consumers who have disaffection for SMS ads.
Keywords: SMS advertising, young consumers, attitudes, purchase behaviour
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1.1 Mobile phone penetration
Access to mobile phone has increased significantly across the world in recent times.
In terms of penetration and access, it is estimated that 5.9 billion people (87% of the
world population and 79% of all developing countries) use mobile phones which are
compatible with short message service (SMS) application (ITU, 2011).
Africa is the second largest mobile market in the world after Asia and 735 million
people are projected to have used mobile phone by the end of 2012 in Africa
alone(GSMA, 2011).
Ghana, one of Africa’s middle- income economies and from where this study is being
conducted, has more than 23 million active mobile subscribers (IFAD, 2012;NCA,
2012). This figure represents about 99.7% mobile penetration rate in the country
(Samuel, 2012).
1.2 Short Message Service (SMS)
SMS, also referred to as texting or text is a communications protocol which is used to
send and receive text messages (typically a maximum of 160 characters), is seen as a
form of communication, used not only for person-to-person contact, but also as
business-to-person and increasingly government-to-person (New Zealand Government
Web Standards, 2012).
SMS has been the most successful non-voice service and a key revenue generator for
mobile operators in the history of telecommunications (Ovum, 2012; Portio Research
2011; tekelec.com).Worldwide, mobile network operators earned approximately US$
115 billion and US$153 billion in 2010 and 2011 respectively on text/SMS based
services.
However, despite the solid revenue generated from SMS, telecom operators around the
world lost up to US$13.9 billion in 2011 and US$8.7 billion in 2010(Ovum, 2012); the
Business & Financial Times Newspaper (2012) reported that telecom operators in
Ghana also recorded a negative growth in SMS revenue for the year 2011.
The loss in revenue is attributed to the increasing shift towards Internet Protocol (IP)
based messaging which allows users of smart phones such as Black berry and galaxy
tabs to send instant messages and to communicate on social media platforms like
Facebook and whatsApp free of charge(Ovum, 2012;Portio Research, 2011).
Nonetheless, SMS remains a sound revenue stream, and it is expected to generate an
amount of US$ 334.7 billion by end of 2015(Portio Research, 2011).
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1.3 Young people’s adoption of Mobile Phone and SMS
The definition of a young person varies from one country to the other. The United
Nations (UN) and the Commonwealth Secretariat classify young people as persons
between the ages of 15-24 years and 15-29 years respectively. Informed by the two
definitions, the National Youth Policy of Ghana (2010) puts the age at 15-35years.
This study focuses on people between the ages of 18-35 years. The range has been
chosen because in Ghana, 18 years and above are regarded by the constitution as the
ideal age when people can make informed decisions such as taking part in a voting
exercise.
Young people (consumers) have been credited with the upsurge in the use of mobile
phones across the world (Barwise and Strong, 2002; Gauzente, 2007; Okazaki and
Taylor, 2008).
This can be attributed to the fact that young people are in the period of liking to learn
a new thing so they are interested in new technology...while most of adults are lazy to
learn new thing (Nattharika et. al,2009).
A study conducted by Rettie et. al (2005) has shown that young people have been the
early adopters of text messaging. They are also thought to be the heavy users of SMS
services (Astrid et. al 2004), and despite their low income, they are assumed to be
more sensitive to advertising and socially accepted and luxury products (Manisha,
2010).
Young people are probably interested in expensive mobile gadgets (such as Galaxy
tab and ipad) and mobile related services (such as SMS, Wireless Application
Protocol (WAP),Whatz App and Multimedia Messaging Services(MMS)) due to the
influence of reference groups (Igbaria, 1993; David, 2002; Kaarina and Petteri,
2005;Boonlert, 2011).
A reference group includes friends, family members, and professional associations,
who because of their inter-connectedness have some power to influence the buying
habits of consumers on the basis of widely and commonly shared beliefs (Voss, 2011).
1.4 SMS advertising
The increased use of mobile phones allows users or consumers to conveniently
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participate in electronic commerce (the transaction and the transfer of ownership or
rights to use a good or service whether against monetary payment or otherwise over a
wireless device) at anytime, anywhere, and at a minimal cost (Magic, 2000;Philbin,
2000; Aphrodite and Evaggelia, 2001; Rajnish and Stephan, 2007).
Traditional medium of advertising (newspapers, magazines, television or radio) does
not allow marketers to reach their potential customers in a very individual way
(Robins, 2003). It also lacks immediate interaction between advertisers and
consumers to foster long term relationship so as to persuade the latter to take some
action to purchase the advertised product or service, now or in the future (Bauer et. al,
2005; Faraz and Seyedreza, 2011).
To address these challenges, there is a shift away from traditional marketing to new,
interactive, digital media based on a more targeted approach through personalized
channels (Brengman et. al, 2007).
The rise in the use of mobile phone, and SMS as a medium of marketing has
generated the term ‘‘SMS advertising’’ (Van de r Waldt et. al 2009). SMS advertising is
part of the concept of Mobile advertising/marketing, which involves using interactive
wireless media to provide customers with time and location sensitive, personalized
information that promotes goods, services and ideas, thereby increasing theresponse-to-advertisement ratio (De Reyck and Degraeve ,2003;Astrid et. al, 2004).
SMS advertising has been a major breakthrough for marketers to target consumers
with a degree of precision (Sandeep, 2000). InvolveMobile (2010) categorizes mobile
marketing landscape into three (3) distinct channels: (i)SMS / text messaging (ii)
Mobile websites and (iii) Mobile applications (or apps, like iPhone apps).
The InvolveMobile(2010) argues that while it is essential for large companies and
brands to have a mobile website presence and potentially a mobile app for
information or transaction purposes, it still only services a small portion of the
population.
It thus recommends the use of SMS or text messaging since it is ubiquitous, simple,
interactive, and allows companies to contact customers with ease anywhere and at
anytime. SMS is also the dominant format of mobile marketing communication (Smith
et. al, 2005).
For the purpose of this study, the researcher defines SMS advertising as any form of
personalized and non-personalized advertisement sent to mobile users via text
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message, with the aim of persuading the receiver to take some action, now or in the
future, about the advertised product (goods, services or ideas).
1.5Attitudes towards SMS advertising
The attitude of consumers towards SMS advertising has been the focus of my studies
on mobile advertising and advertising- in- general. An attitude is generally
considered as an individual’s inclination to respond to specific situations (Chowdhury
et al., 2006). It is also a mental and neutral state of readiness to respond, which is
organized through experience and exerts a directive and/or dynamic influence on
behaviour (Allport,1975).
Miza et. al. (2010) adds that an attitude is the psychological tendency that is expressed
by evaluating a particular entity with some degree of favor or disfavor. In relation to
this, an attitude can also be defined as a person’s enduring favorable or unfavorable
evaluations, emotional feelings, and action tendencies toward some object or idea
( Kotler and Keller ,2006).
It can thus be inferred that consumers’ positive attitude towards SMS advertising is
shaped by their favourable evaluation which increases their willingness to accept
SMS as a marketing or advertising channel.
This conclusion is deduced from the on-going discussion that an individual’s
inclination to respond to a specific entity is as a result of their favourable or
unfavourable evaluation.
A recent study (Faraz and Seyedreza, 2011) revealed that consumers hold positive
attitudes toward mobile advertising (including SMS advertising) and
advertising-in-general, adding that attitude is also significantly and positively
influenced by informativeness and trust.
There are factors which negatively or positively affect the attitude of consumers
towards SMS advertisements. These factors (listed below) were tested in this paper to
examine the correlation between attitudes and actual purchase decisions.
1.5.1 Informativeness
Informativeness is the ability of advertising to inform consumers of product
alternatives so that purchases yielding the greatest possible satisfaction can be made
(Ducoffe, 1996: 22). Van der Waldt et. al (2009) has suggested consumers disagree
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that SMS advertisements supplied the relevant information, and therefore
recommended that
marketers should send only relevant information since
consumers value SMS advertisements that are short, straight to the point and concern
information that is relevant to their interests. Young consumers’ list of interests
include entertainment, and incentive or reward (monetary benefit)-based
advertisement (Milne and Gordon, 1993; Kavassalis et al. 2003; Rettie et. al 2005;
Mirza et.al ,2011) .
1.5.2 Trust
Trust as used in this paper is related to credibility, which can be defined as the extent
to which the consumer perceives claims made about the brand in the ad to be truthful
and believable (Mackenzie and Lutz ,1989:51). Credibility can also be expanded to
capture the extent to which consumers believe that a firm can design and deliver
products and services that satisfy their needs and wants, and this has been found to have
direct positive effects on attitude toward an ad, the brand, and purchase intent (Choi and
Rifon 2002; Dimitris et. al, 2007).
Trust is not that important to consumers in mobile advertising, according to Marko et. al
(2007). However, previous studies (Brackett and Carr, 2001:29; Tsang et.al., 2004: 71)
have found that there is a positive correlation between consumer perceptions of the
credibility/trust of an advertisement and consumer attitudes towards the advertisement.
This has also been confirmed by a recent study (Van der Waldt et. al, 2009).
1.5.3 Irritation
Although Faraz and Seyedreza (2011) admitted that people with different cultural
backgrounds respond differently to mobile advertising, their findings revealed that
relatively high level of exposure to advertisements can lead to negative attitudes
toward advertisements. However, an advertisement based on the personal data and the
permission of consumers tend to be relevant or useful to the receiver hence its
acceptance (Milne and Gordon, 1993; Robins, 2003).
Personalizing the message increases its impact (Astrid et.al 2004). However, user
permission is crucial if targeted advertising can meet the expectation of consumers; it
is the most important variable, as consumers are apprehensive of mobile advertising
and high levels of spam (Caroll et. al, 2007). Advertising based on the user permission
or personalization minimizes irritation (Tsang et. al., 2004) .
Defined by Ducoffe (1996:23) as when advertising employs tactics that annoy, offend,
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insult, or are overly manipulative, irritation has been confirmed by other researchers
(Stewart and Pavlou, 2002; Van de r Waldt et. al, 2009; Wanmo Koo, 2010 ) to be
negatively correlated to consumers’ attitude towards SMS advertisements. Earlier
studies (Bauer and Greyser, 1968; MacKenzie et. al, 1989; Abernethy, 1991) have also
found non-personalized advertisements to be intrusive and hence seen as the cause of
annoyance (irritation), which can negatively affect consumer attitudes and brand
perception.
1.5.4 Gender
Generally, women and men perceive mobile phones and their usage differently
(Ozhan, 2004). In terms of usage, men and women tend to perceive advertising
messages differently (Wolin 2003a,b).Thus, it can be deduced that the role of the
mobile phone differs between genders (Ling, 2001). On the relationship between
attitude towards advertising in general and gender, Shavitt et. al (1998) found that
male consumers show a more favourable attitude toward advertisements than female
consumers.
A recent study (Upstream/YouGov ,2011) has also revealed a notable gender bias in
response rates for nine different channels of advertising which included radio,
television, SMS and Electronic mail. According to the findings, male respondents
typically were more likely to respond to mobile channels (i.e. SMS 18% male and
13% female), while female respondents were more likely to be influenced by
television advertising (i.e. 34% female and 3% male). On the contrary, female
consumers are found to have much time to open and read SMS advertisements, and
also more likely to respond to SMS advertisements than males.
The attitude of both women and female in online shopping (through the use of
promotional e-mails) can be used to explain their behaviour in SMS advertising.
Garbarino and Strahilevitz (2004) explored the gender effects on online shopping, and
found that women perceive a higher level of risk than men. However, women were
more willing to make a purchase if a friend made a recommendation. This implies that
women seem more susceptible to the effects of interpersonal and interdependent
relationships [than men] (Okazaki, 2007).
The dependency of women on reference groups to make purchase decisions can be
likened to viral marketing, a situation whereby recipients of advertising messages
forward the received messages to other recipients who do not belong to the initial
target group of the campaign (Rettie et. al, 2005, Bauer et. al, 2005).
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Faraz and Seyedreza’s (2011) findings have also confirmed previous study (Nysveen
et al. ,2005) that there is no significant difference between male and female attitude
toward mobile advertising and advertising-in-general. These inconsistencies are
possibly attributable to cultural influences. As noted by Okazaki (2007), cultural
influences on gender may be dissimilar across cultures. Fig.1 illustrates the
relationship between attitudes and purchase behaviour.

Trust

Informativeness

Attitude

Irritation

Acceptance

Purchase behaviour

Gender

Fig. 1: Simple model: relationship between attitudes and purchase behaviour

1.6 Purchase behaviour
Organizations operate in an environment that is characterized by constant change and
an increase in competition as a result of globalization. Paul and Olson (2008) indicate
that consumer behaviour involves interactions among people’s thinking, feelings, and
actions, and the environment. Fareena and Andrew (2008:39) for instance, suggest
that young consumers’ intention to participate in mobile marketing (SMS advertising)
is influenced by hedonic purpose (that is, fun or entertainment) and functional
purpose (that is obtaining incentives and information).
Consumers have a greater selection with regards to products and services (Zyman and
Brott, 2002).Many decisions made by consumers are also shaped entirely by previous
behaviour (Trefor, 2004). Below is a discussion on consumers’ decision processes
which include factors which impact on their purchase intentions and actual purchases.
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1.6.1 Purchase intentions and actual purchases
Ajzen and Fishbein (1980) examined the relationship between purchase intentions and
actual purchase through the Theory of Reasoned Action (TRA). The Theory (TRA)
asserted that behaviour is influenced by behavioural intentions; this is because
individuals consciously decide on performing or not performing a specific behaviour.
Also, individuals consider and evaluate various criteria concerning the behaviour
before actually performing it. Consumers express their preferences (purchase
intentions) based on utility maximization in terms of the costs and benefits presented
to them (Alba et.al, 2007).
Hence, it can be inferred that young people’s acceptance of mobile technology is
linked to the fact that the utility obtained from the use of mobile phone is greater than
the utility provided by other available means of communication(such as fixed
telephone lines). The need to send relevant messages to mobile users to increase their
utility and level of acceptance has thus been stressed by many researchers
(Krishnamurthy, 2000; Barwise and Strong, 2002)
Fishbein and Ajzen (1975) assert that intentions are the best predictor of behaviour
which allows an individual to independently incorporate all relevant factors that may
influence his or her actual behaviour. Early studies (such as Clawson, 1971; Warshaw,
1980;Jamieson and Bass, 1989) have observed a positive relationship between
intentions and actual purchase.
The observations above are also consistent with the findings of Mirza et. al (2011) and
Henderson and Divett (2003), who argued that Perceived usefulness (PU), which is
one of the features of Technology Acceptance Model(TAM), and developed by Davis
(1989,1993) has a positive correlation with behaviour.
Another feature of TAM is Perceived ease of use (PEOU) which is defined as the
degree to which an individual believes that using a particular system would be free of
physical and mental effort (Davis, 1993:477).
While PU deals with the degree to which an individual believes that using a particular
system would enhance his or her job performance (Davis, 1993:477), Henderson and
Divett (2003) postulate the more positive the PEOU and PU of the system, the higher
the probability of actually using the system. TAM was used in this research to
explain why young people use SMS as a means of communication.
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1.6.2 Purchase decision process
The market place is such that consumers have a greater selection with regards to
products and services (Zyman and Brott, 2002), and since many decisions by
consumers are shaped entirely by previous behaviour (Trefor, 2004), it is important
for business enterprises to understand the needs and wants of young consumers so as
to retain and to create value for them (Kotler, 1999; Fareena and Andrew, 2008).
In making a choice about which products and services to buy, young people - like
other consumers - go through five stages, otherwise known as consumer buying
decision process (CBDP) (Clow and Baack 2004: 61). The five CBDP consists of the
following: (i) problem recognition (ii) information search (iii) alternative evaluation
(iv)buying decision and (v)evaluation after buying decision (Post-purchase behaviour).
The purchase process starts when a consumer recognizes a problem or a need (Gupta
et. al 2004).The consumer begins to search for information and then evaluates
alternatives according to qualifications (price, quality, image etc.) of product/service or
brand (Purinton et. al, 1998: 2). When the consumer has enough information, he/she
makes a choice between the alternatives and then buys the product or service. After
buying a product, the consumer compares it with their expectations and is either
satisfied or dissatisfied. If he/she is satisfied, buying behaviour is repeated (McQuitty
et.al, 2000: 7).
To increase consumer’s favorable thoughts and feelings about a product, service or a
brand, and encourage their repeated purchase, organizations are advised to switch
from a transactional perspective to a customer-loyalty-building perspective (Kotler,
1999; Paul and Olson , 2008).
This paper looks at young consumers’ exposure to SMS advertising and the influence
it has on their intention to purchase a product or service of Vodafone (whether now or
in the future). Fig.2 below depicts the five consumer buying decision processes:

Need

Information

Evaluation of

Buying

Post Purchase

Recognition

Search

Alternative

Decision

Evaluation

Fig. 2:

The stages of a consumer buying decision process
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1.7 Statement of the problem
Young people have become a target for marketers through mobile devices due to their
technological intuition and their great consumption of mobile services (Lee and
Murphy, 2006; Ines and Kaouther, 2010 ).
However, the factors that help attract the ‘‘attention’’ and ‘‘interest’’ of young
consumers to ‘‘desire’’and take ‘‘action’’ in demanding advertised products or
services through SMS have not be explored (Palmer, 2005).
Also literature addressing SMS adverting in developing countries like Ghana is
limited; most studies in this field are from developed countries, and have focused on
the attitude of consumers (young people) towards SMS advertising and the acceptance
of mobile technology as an advertising medium. Studies on how these attitudes
influence the purchase behaviour of consumers is also limited.
In Ghana, studies on how mobile operators employ this marketing platform is also
limited; a recent study (Nana Yaa et. al., 2011) for instance, only attempted to
investigate the impact of integrated marketing communication effort on business
performance of telecommunication companies in Ghana.
This study thus examines the factors that drive the purchase behaviour of young
consumers in SMS advertising, using Vodafone Ghana limited as a case study. The
objectives of the research were:
i. To examine the factors that influence young consumers’ use of SMS as a medium of
communication in Ghana;
ii. To explore the relationship between attitudes and the purchase behaviour of young
people(consumers) in Ghana in SMS ad; and
iii. To examine how both young men and women perceive SMS ads
This study is relevant because it will guide the operator (Vodafone) in making policy
decisions on its marketing strategies through SMS. It will also build on existing
knowledge on attitude and how it further influences the purchase behaviour of young
consumers, and lastly, it will serve as a basis for future research in the area of
consumer behaviour, business decision management, and advertising.
2. METHODOLOGY
Qualitative research method was adopted to enable the researcher use a systematic
empirical inquiry to investigate, make sense of, or interpret the meaning of a social
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phenomenon as experienced by individuals themselves (Malterud, 2001;Shank 2002).
Both primary (questionnaire and observation) and secondary sources of data were
used in data collection.
The questionnaire, pre-tested to check the reliability and validity of the method used
(Saunders et al., 2009), was distributed to eighty (80) students selected from
Koforidua Polytechnic,a tertiary institution in Ghana through a stratified random
sampling method(SRSM) in the proportion of 38(48%) male and 42(51%) female.
SRSM ensured that every member of the population had an equal chance of being
selected for the sample (Jaccard and Becker, 1990).
The eligibility criteria or the characteristics that the population possessed before they
were included in the study was that: a student (between 18-35years) must own a
mobile phone, be a subscriber of Vodafone Ghana and should have in the past months
(prior to data collection period) received SMS advertisements from the operator.
The use of a student sample is often criticized by researchers who believe that such a
sample is not representative of the greater market of general consumers (Wells and
Mithun, 2003). However, the use of a student sample for this study is justified as
experts agree that SMS advertising is an ideal medium for reaching younger
consumers in the age category specified by this study (Scharl et al., 2005).
The pattern of SMS advertisements from Vodafone were observed and recorded for a
period one month in order to put the questionnaire in perspective. The use of
secondary data in this study also proved economical, relatively accessible, time saving
(Boslaugh, 2007; Weijun, 2008). It also enabled the researcher to place the study in
the context of existing knowledge (Blumberg et al., 2008).
The data collected was analyzed using the Statistical Package for Social Sciences
(SPSS version 16.0). Tables, charts and cross tabulation were generated to provide
clearer understanding of the discussion of the findings of this study.

3. RESULTS AND ANALYSIS
3.1 Age distribution and use of SMS
Out of the 80 sampled respondents,33.8% were in the age group of 18-23years, whiles
41.6% and 24.7% were aged 24-29years and 30-35years respectively. The age
distribution (refer to fig.3) suggests the respondents were young. The respondents
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often use SMS as a means of communication on daily basis. From fig.4,54% as
opposed to 20% respondents agreed that they often use SMS, while 26% of the
respondents were neutral.

Fig.3: Age distribution of respondents
Source: Filed survey, 2012

Fig. 4: I often send SMS
Source: Field Survey, 2012

3.2 Use of SMS using TAM-Technology Acceptance Model(Davis,1993)
3.2.1 Perceived Ease of Use (PEOU)
This simply refers to the degree to which using a particular system will be ‘‘free from
any physical and mental effort’’. Although some of the respondents (46.8%) agree
composing messages takes time, most of the respondents (41.6%) generally perceive
an ease of use in expressing their thought through SMS as shown in fig.5.
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Fig. 5: Responses: Perceived Ease of Use (PEOU)
Source: Field Survey, 2012

3.2.2 Perceived Usefulness (PU)
This simply refers to the degree to which using a particular system will ‘‘enhance
one’s job performance’’. The respondents generally perceive SMS to be useful since it
is affordable (82%), fast (74%) and convenient (71.3%) as shown in fig.6.

Fig. 6: Responses: Perceived Usefulness (PEOU)
Source: Field Survey, 2012

3.3 Attitudes towards SMS advertisementss
Most of the respondents (75%) revealed that on the average they receive more than
two SMS advertisements from the operator per day; 16% and 9% of the respondents
however, respectively disagreed and remained neutral on the issue as shown in fig.7.
The attitudes of the respondents towards SMS advertising are shown in fig 8 and
presented as follows:
Most of the respondents (58.1%) found the SMS advertisements they received as very
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informative (of products and services on offer). On the contrary, 10.8% and 31%
respondents were indifferent and showed disagreement respectively on the issue.
In spite of it being informative, the respondents do not trust SMS advertisements
because of hidden terms and conditions usually employed by the advertiser or
operator. Findings from the study show that 47.4% respondents disagreed they trusted
SMS advertising, while 23% held a contrary view. 23.8% of the respondents were also
indifferent.
Also most of the respondents (53.5%) found the SMS advertisements they received
very irritating based on two grounds; lack of user permission to receive the
advertisement and opt out, and frequency of the advertisements receive. 23% however
receipt of SMS advertisements is irritating; 23.8% respondents neither agreed nor
disagreed.

Fig.7: No. of respondents who received more than two SMS ads per day from Vodafone
Source: Field Survey,2012

Fig.8: Measurement of the various attitudes
Source: Field Survey, 2012
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3.4 Factors:purchase behaviour of young people
The study also measured the effect of user permission and persuasion by friends on
the purchase behaviour of young people (refer to fig.9). 52.5% respondents opined
that they were more likely to respond to SMS advertisements if they were
recommended by their friends; 32.6% and 15% of the respondents however
respectively disagreed and remained neutral in their responses.
Additionally, permission from the user to opt in and out of SMS advertising also
increases the acceptance and responses to the advertisements as findings from the
study show that 47.6% agree that they were more likely to respond to SMS
advertisement only with their permission. On the other hand, 33.7% respondents
disagreed their permission was unimportant while 16.2% respondents were neutral.

Fig. 9: Responses on factors that influence purchase behaviour
Source: Field Survey, 2012

3.5 Gender over all purchase behaviour
Both male and female respond to SMS advertising differently, probably as a result of
cultural differences (Okazaki,2007). Findings from the study indicate that more
female consumers had made purchases ( 22.6%) and were more likely to make
purchases in the next three (3) months (20.8%) than male consumers who made
purchases(19.8%) and had the intention of making purchases in the next three (3)
months(19.5%).
Particularly in terms of future decisions, 28.7% males than 23.7% female respondents
agreed that they were likely to make purchases if it was recommended by friends. To
buttress this view, 15% males as compared to 17.4% female respondents disagreed
their purchase behaviour will be affected by friends’ recommendation. Those who
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expressed neutral views comprised of 3.8% male and 11.2% female respondents.
The findings suggest that young male consumers than females are more likely to be
influenced by friends in their purchase decisions. This is in sharp contrast with
previous studies (Garbarino and Strahilevitz ,2004; Okazaki, 2007) which found
women to be more willing to make a purchase if a friend recommended it to them.
This is because they (women) seem more susceptible to the effects of interpersonal
and interdependent relationships [than men] (Okazaki, 2007).
The above findings and analyses are shown in fig.10 below:

Fig.10: Gender over all purchase decisions
Source: Field Survey, 2012

4. CONCLUSION
Based on the finding above, the following conclusions have been drawn:
Young consumers in Ghana are major users of SMS, because they perceive the use of
SMS to be free of effort and useful to their lives. SMS is a target medium for
marketers.
Except informativeness, irritation and trust negatively had an influence on the
purchase behaviour of young consumers. However, reference group and consumer s’
permission play a vital role in the acceptance of SMS advertisements and purchase
behaviour;
Both young male and female consumers perceive SMS advertising differently; female
consumers are more likely to make purchases initially and in the future following
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frequent exposure to SMS advertising. Men also rely on their friends to make
purchase decision contrary to the view by Okazaki (2007) that women seem more
susceptible to the effects of interpersonal and interdependent relationships.
5. RECOMMENDATIONS
Based on the results, discussions and conclusions, the following recommendations are
made. The operator should integrate permission marketing in its strategies to increase
response rate to SMS advertisements. Secondly, it should employ campaigns that are
devoid of complicated terms and conditions in order to restore consumers’ trust of the
its brand.
In order to ensure a successful viral marketing, the operator is advised to introduce
incentives to encourage recipients of advertisements to forward messages to others.
Additionally, the operator should integrate social media in its marketing strategies to
target consumers, especially the younger generation.
6. DIRECTION FOR FUTURE RESEARCH
Future researchers could use a bigger sample of respondents and/or a different
research instrument to determine how consumers of different ages, class or culture
(relevant demographic variables) differ in their attitudes and purchase behaviour
towards SMS advertisements.
Future research should also incorporate a study on all the competing mobile operators.
Future research should also explore how the use of social media and other mobile
marketing strategies like MMS and location-based SMS advertising influence the
purchase behaviour of consumers.
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