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Statement of the problem: Determine how the factors entertainment, irritation, 

permission, personalization and usefulness influence the 

Ghanaian consumers’ attitude towards mobile advertisement. 

 

Purpose: The main purpose with this report is to investigate five 

factors; entertainment, irritation, permission, personalization 

and usefulness. To see how they affect the Ghanaian 

consumers’ attitude towards using mobile advertisement with 

the focus on smartphones and with help of that be able to 

determine which of these factors should be avoided and 

prioritized when creating mobile advertisement towards the 

Ghanaian consumer. This information should be a guideline 

not only for companies in Ghana but also for companies that 

wants to enter the Ghanaian market with the help of mobile 

advertisement. 

 

Method A deductive quantitative research has been made with a focus 

to create a research that is cumulative. SPSS 21 and 

Microsoft Excel 2013 were used to analyze the data given 

from the quantitative research. 

 

Theoretical framework: Secondary data from previous research around similar topics. 

Theory was divided in to an African overview of the mobile 

situation, Ghanaian overview of the mobile-cellular situation 

and last but not least, theory regarding the used factors was 

presented. 

 

Empirical framework: The primary data was gathered from a quantitative research 

and were targeted towards Ghanaian inhabitants. 

 

Conclusion: While the factors entertainment and personalization showed a 

strong positive effect on the attitude, the permission and 

usefulness factors was without significance towards the 

attitude. Even though usefulness and permission had low 

effect on attitude itself, they should not be totally dismissed 

as research showed that certain aspects of permission and 

usefulness factors have high relevance. 
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1. Introduction 
In this chapter, the foundation of the report is presented. Problem background, problem 

discussion, statement of the problem, delimitations and key terms are the categories that 

explain its importance to why it should be done. 

1.1  Problem background 
 

Africa had at the end of year 2012 a smartphone penetration of 11 percent, compared to an 

average of 21 percent smartphone penetration globally. However, this is about to change as it 

is forecasted that the amount of smartphone connections in Africa will rise from 79 million in 

the end of 2012 to 412 million by 2018 (Informa Telecoms & Media, 2014). Device 

manufacturers and African operators form partnerships to be able to offer budget smartphones 

to the African market (Informa Telecoms and Media, 2014; Ericsson consumerlab, 2013), 

making it a key factor to enabling Internet use in Africa, which will be essential to connect 

people both socially and professionally (Ericsson Consumerlab, 2013).  

 

The increased access of mobile phones has improved the communication dramatically in 

Ghana. There are now, for example, mobile applications that link farmers and buyers through 

a marketplace and to report on agricultural trends (Murugesan, 2013). As recent as 2005, 

Ghana had below 3 million mobile-cellular subscriptions in total. In 2012 that number had 

increased to over 25 million mobile-cellular subscriptions (International Telecommunication 

Union, 2013). This proves that there is a rapid increase of mobile-cellular subscriptions in 

Ghana and with that, an increase of smartphone ownership comes as well. 

 

Research has shown that unwanted mail received through aggressive promotional campaign is 

the biggest privacy issue in terms of direct mails (Milne & Gordon, 1993), feeling of irritation 

can occur against these aggressive promotional campaigns. The consumer can get a provoking 

feeling, causing displeasure and momentary impatience from irritating advertisement (Aaker 

& Bruzzone, 1985). It is important for the marketers to identify the limit of their target 

segmentation, to know when the consumer becomes irritated and upset (Parreño, Sanz-Blas, 

Ruiz-Mafé, & Aldás-Manzano, 2013).  

 

By adapting the Technology advancement model (TAM-model), from Davies (1986) towards 

mobile advertisement, research have proven that the perception of certain factors affect the 

consumers’ attitude towards mobile advertisement (Tsang, Ho, & Liang, 2004; Yang & Zhou, 

2011).  

 

“Attitude towards advertising is defined as a learned predisposition to respond in a 

consistently favorable or unfavorable manner toward advertising in general” (MacKenzie & 

Lutz, 1989, p. 53). 

 

Parreño et al. (2013) proved in their research that it is not only the cognitive antecedents that 

are of relevance, but also affective antecedents. It is stated that a person’s behavior and 

attitude are related and influences each other, that the information regarding a person’s 

individual behavior plays a key role in the study of attitudes. (Kotler, P., Wong, V., Saunders, 

J. & Armstrong, G. 2005 as referred in Amen, 2010, p. 77). Koo (2010) stated that a lot of 

researches towards the previous mobile advertising methods have been made. Koo (2010) 

refers mostly to all the research made around consumers’ attitude towards mobile 

advertisement through SMS (Short Message Service) and MMS (Multimedia Message 
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Service). However, Koo (2010) also stated that researches around MMS haven’t been 

investigated around as much as with SMS. 

 

Just like Koo (2010); Persaud and Azhar (2012) noted that the prior research on the different 

themes within mobile marketing is based on mobile marketing practices using the classic 

mobile phone. It’s also pointed out that the classic mobile phones have obsolete technology, 

compared to today’s smartphones which have almost unlimited potential. 

 

The more broadened attributes of smartphones have increased the possibilities to reach the 

consumers by rich media and through a variety of apps which are pull-based (Persaud & 

Azhar, 2012). These advancements in technology have made mobile phones to a very 

lucrative advertising medium when it comes to its importance and effectiveness (Amen, 2010; 

Persaud & Azhar, 2012). 

 

1.2 Problem discussion 
As the mobile technology catches up in Ghana and more consumers obtain smartphones, it is 

important to know how the consumers’ attitude is towards mobile marketing. Amen (2010) 

states that the growth of mobile phones and other mobile devices have increased the demand 

for mobile advertising. It is important to understand the impact on attitude toward advertising 

but also the impact this attitude has on the behavior intention (Koo, 2010). Bauer, Barnes, 

Reichardt and Neumann (2005) highlighted that the success of mobile marketing depends on 

its acceptance by consumers. 

 

Attitudes towards mobile marketing is one of six key factors related to youth consumers’ 

adoption and acceptance of mobile marketing across the United States, China and Western 

Europe (Rohm, Gao, Sultan, & Pagani, 2012). 

 

Due to the rapid pace of the growth of mobile-cellular subscriptions in Ghana (International 

Telecommunication Union, 2013), the mobile market has become a lucrative way to advertise 

in Ghana. In Ghana, there are 100.99 SIM-cards (Subscriber Identity Module) per 100 

inhabitants (Id). 

 

The main problem area that needs a real investigation is how both international and domestic 

companies need to adjust as the mobile technology in Ghana catches up with the western 

world. What mobile advertising is the Ghanaian consumer most receptive to and which 

factors affect the Ghanaian consumers’ attitude towards mobile advertisement the most? 

These are important questions to answer, when it comes to making sure that the companies 

have a very accurate mobile advertisement strategy.  

 

1.3  Statement of the problem 
Determine how the factors entertainment, irritation, permission, personalization and 

usefulness influence the Ghanaian consumers’ attitude towards mobile advertisement. To 

determine this, following hypothesis will be answered; 

 

H1: Perceived usefulness has a strong effect on the attitude towards mobile advertisement. 

 

H2: Perceived entertainment or perceived usefulness in an advertisement will lead to 

decreased irritation as a result of the advertisement that is first perceived as irritating. 
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H3: Obtained permission for a company to send an advertisement will have a strong positive 

effect on the attitude towards the advertisement. 

 

H4: Entertainment in the advertisement has a strong positive effect on the attitude towards the 

advertisement. 

 

H5: Personally addressed advertisement will lead to a strong positive effect on the attitude 

towards the advertisement. 

 

1.4 Purpose 
The main purpose with this report is to investigate five factors; entertainment, irritation, 

permission, personalization and usefulness. To see how they affect the Ghanaian consumers’ 

attitude towards using mobile advertisement through smartphones and with help of that be 

able to determine which of these factors should be avoided and prioritized when creating 

mobile advertisement towards the Ghanaian consumer. This information should be a guideline 

not only for companies in Ghana but also for companies that want to enter the Ghanaian 

market with the help of mobile advertisement. 

 

1.5 Delimitations 
Being able to identify the consumers’ attitude towards mobile advertising is an important step 

towards more efficient mobile marketing. Due to this fact, focus have been set from a 

consumers’ perspective since if you know the course before the race, it will give you a great 

advantage against the unknowingly competitors. Due to the cultural diversity in Africa, it will 

be hard for a multinational company to use a globalized mobile marketing strategy towards 

every country in Africa. By focusing on a single country, Ghana in this report, the data 

becomes more precise. As stated earlier in the introduction, Ghana is a growing country 

where the amount of mobile-cellular subscriptions has had a rapid growth. The transition from 

the traditional mobile phone to smartphones is going on as we speak and by focusing this 

report towards smartphones, less information will be obsolete. 

 

1.6  Key terms 
Mobile marketing: Scharl, Dickinger and Murphy (2005) defined mobile marketing as a 

wireless medium to provide consumers with time- and location-sensitive, personalized 

information that promotes goods, services and ideas, thereby benefiting all stakeholders.  

 

Mobile advertisement: Mobile marketing association (2014) referred mobile advertisement 

to a form of advertising that is communicated to the consumer/target via handset. Examples of 

this sort of advertising could be banners, mobile gaming ads, mobile video ads as well as 

SMS and MMS ads. 

 

Smartphones: Next generation mobile device. Includes attributes such as larger and higher 

resolution screens as well as the possibility to use; mobile web browsing, thousands of 

applications, e-mail, instant messaging, picture messaging, video and audio playback, GPS, 

games, a video camera, picture and video editing, and much more (Persaud & Azhar, 2012, p. 

419). 
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2. Theoretical framework 
This chapter will present the theoretical framework behind the report. The theoretical 

framework is based on previous proven research around similar topics. Theory around the 

different factors will be presented as well as around attitude itself. Relevant information 

regarding Africa and Ghana will also be presented. 

 

2.1 Africa 

2.1.1 Mobile-cellular subscriptions and smartphones 

Informa Telecom and Media (2014) highlighted in their 2014 Africa telecom outlook that the 

mobile subscriptions were measured to 778 million in Africa in end of June 2013. It has also 

been forecasted that Africa will reach one billion mobile subscribers in 2015 and 1.2 billion 

subscribers by the end of 2018. It was also forecasted that the smartphones connections in 

Africa would increase from 79 million in the end of year 2012 to 412 million in 2018 

(Informa Telecoms & Media, 2014). 

 

Ericsson consumerlab (2013) reported that the smartphone will be the key to enabling Internet 

use in Africa, that it will be essential to connect personal and professional lives. Due to the 

price-sensitivity that is caused by different socioeconomic factors, the dependency for the 

traditional mobile phones is still high. Reason for this is because smartphone prices are still a 

high cost for many users in Africa (Ericsson Consumerlab, 2013). Informa Telecoms and 

Media (2014) states that the smartphone penetration in Africa is low at present, with 

smartphones accounting for only 11 percent of mobile connections at the end of 2012, 

compared to the global smartphone connection average of 21 percent.  

 

Smartphones and other data-capable devices are becoming more affordable partly due to the 

increase of competition, technological advancements and the marketing efforts of both 

operators and device manufacturers, for example Tecno and Huawei (Ericsson Consumerlab, 

2013). Informa telecoms and media (2014) reported that many African operators strive to 

increase the availability and affordability of smartphones by forming partnership with device 

manufacturers. MTN (Mobile Telephone Networks) introduced, in January 2014, a budget 

phone called Steppa that is the first sub 50 dollars smartphone, with an android operative 

system (MTN, 2014). Previous budget smartphones have been below 100 dollars but not 50 

dollars. This budget smartphone is an great example of how African operators and 

manufacturing companies are now creating budget versions of smartphones to not only offer 

an affordable smartphone for the African market, but also to increase the amount of mobile-

cellular subscribers with Internet access. As a result of these changes in the African market, 

with the introduction of more affordable smartphones, Informa Telecoms and Media (2014) 

forecasted that the number of smartphone connections in Africa will rise from about 79 

million at the end of 2012 to 412 million by 2018. Ericsson consumerlab (2013) reported that 

the three biggest reasons, in their research, for consumers to do the swap from the traditional 

mobile phone to smartphone. 44 percent said the reason was to get Internet access, 39 percent 

wanted to upgrade current mobile phone and 34 percent wanted to go on social networking 

sites. 

 

2.1.2 Mobile advertising 

Marketers in West-Africa now have the possibility to reach consumers who they would find 

difficult to reach before, but more importantly, they can personalize advertisement and make 

it tailor made for each consumer or consumer segment. This technical evolution might not 
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only be a positive change for marketers and consumers as Persaud and Azhar (2012) mention 

that marketers must be careful when implementing their mobile marketing strategies due to 

that consumers use their smartphones to enhance their private and social lives. Advertising 

received through their phones may easily be perceived as intrusive, which can lead to 

irritation. 

  

Vinerean, Cetina, Dumitrescu and Tichindelean (2013) stated that to have a successful social 

media marketing strategy when communicating to a company’s consumer, it is important to 

know who they are, what they want and when they want it. To do this Vinerean et al. (2013) 

suggest that each company should create buyer personas and adapt its strategy according to 

them. This is an ongoing process, which means that the companies must be flexible to see the 

changes in consumers’ needs and wants and always be able to provide for their interests 

(Vinerean et al., 2013).   

 

2.2 Ghana 
Ghana is located in west Africa and are divided into ten different regions, which are; Ashanti, 

Brong Ahafo, Central, Eastern , Greater Accra, Northern, Upper East, Upper West, Volta and 

Western (Government of Ghana, 2014). 

 

Ghanainfo.gov.gh (2010) presented a report, which showed a total population of 24 658 823 

inhabitants in Ghana. Out of the ten regions that Ghana is divided in to, Ashanti and Greater 

Accra represented the two regions that have the highest percentage of the population. 

 

Region Population (2010) Percent of population (2010) 

Ashanti 4 780.380 0,194 

Brong Ahafo 2 310 983 0,094 

Central 2 201 863 0,089 

Eastern 2 633 154 0,107 

Greater Accra 4 010 054 0,163 

Northern 2 479 461 0,101 

Upper East 1 046 545 0,042 

Upper West 702 110 0,028 

Volta 2 118 252 0,086 

Western 2 376 021 0,096 

GHANA 24 658 823 1,000 

(Ghana Statistical Service, 2012) 

Hofstede (2014) showed in his national cultural dimensions that Ghana has strong values in 

Power distance which had a value of 80, Uncertainty avoidance had a value of 65 and 

Indulgence had a value of 72 (Hofstede, 2014). Power distance is defined as to which extent 

the less powerful members of institutions and organizations within a country expect and 

accept that power and responsibility is distributed unequally. Uncertainty avoidance is defined 

as to which extent members of a culture feel threatened by unknown and uncertain situations 

and where they have created beliefs and institutions to avoid these. Last of the strong national 

cultural dimension values are Indulgence, which is defined as to which extent people try and 

control their desires and impulses (Id). 
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2.2.1 Mobile-cellular subscriptions 

International Telecommunication Union (2013) reported, in their mobile-cellular 2000-2012 

summarized report from NCA (National Communications Authority), that Ghana has a 

mobile-cellular subscription ratio of 100.99 subscriptions per 100 inhabitants. This shows a 

15.72 subscription increase per 100 inhabitants from the data acquired in 2011 where it was 

85.27 subscriptions per 100 inhabitants. 

 

Ghana’s mobile-cellular subscriptions have had a rapid growth the past decade. Since the start 

of the new millennium, the mobile-cellular subscriptions have increased from 0.69 mobile-

cellular subscriptions per 100 inhabitants to the previous mentioned 100.99 mobile-cellular 

subscriptions per 100 inhabitants (International Telecommunication Union, 2013). That 

increase can be translated to a total of 130 045 mobile-cellular subscriptions year 2000 while 

in the year 2012 the mobile-cellular subscriptions was measured to 25 618 427 (Id). In the 12 

years from 2000 to 2012, the amount of mobile-cellular subscriptions has increased with 

19600 percent. 

 

2.3 Attitude 
“Attitude is an individual's degree of evaluative affect toward the target behavior” - (Davies, 

1986, as cited from Fishbein & Ajzen, 1975, p. 216). 

 

Tsang et al. (2004) investigated Davies (1986) TAM-model (Technology Acceptance Model) 

and the possibility to be applied to mobile advertisement with the help of different perceived 

factors such as; entertainment, informativeness, irritation and credibility. Tsang et al. (2004) 

showed in their results that these different factors affect consumers’ attitude toward mobile 

advertisement.  

 

Several other researches have shown that it is not only entertainment, informativeness, 

irritation and credibility that affect the attitude but factors such as personalization, usefulness, 

incentive and permission as well (Baek & Morimoto, 2012; Bauer, Barnes, Reichardt, & 

Neumann, 2005; Davis, 1989; Mir, 2011; Watson, McCarthy & Rowley, 2013; Xu, 2006). 

Koo (2010) stated that the attitude can partly explain the intentional behavior. Kotler et al. 

(2005) confirms this by stating that an individual’s intentional behavior plays a key role when 

it comes to the studies of attitude. 
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2.4 Perceived factors 

 

Figure 1.  

2.4.1 Entertainment 

Amen (2010) brought up the challenge for advertisers to produce SMS advertisement that 

consumers finds eye-catching and entertaining due to its restrictions to only text. It is 

considered that attributes such as pictures, music and video can provide more value to an 

advertisements entertaining qualities. Most consumers’ have a natural playfulness and by 

stimulating this playfulness with games and prizes, via different mobile advertisement 

methods, it will create high participation as well as help to attract and keep customers (Scharl, 

Dickinger, & Murphy, 2005). By taking advantage of the more advanced technological 

attributes that a smartphone have, advertisers can now stimulate the natural playfulness that 

Scharl et al. (2005) mentioned with the help of pictures, videos and music, thus touching more 

senses with their mobile advertisements. Eighmey and McCord (1998) highlighted perceived 

entertainment as something that is imagitive, amusing and exciting, something that plays with 

your intellect and challenges you. 

 

Parreño et al. (2013) highlighted, with the result from their research on respondents in Spain, 

that the effect that entertainment have on the attitude to advertising towards traditional media 

can also be extended to mobile advertising. Several other researches supports this by showing, 

in their results, the importance of entertainment as a factor when it comes to consumer 

attitude towards advertisement (Koo, 2010; Eighmey & McCord, 1998; Scharl et al., 2005; 

Tsang et al., 2004; Xu, 2006). Shavitt, Lowrey and Haefner (1998) reported a result in their 

research that showed that perception of enjoyment in advertising, along with usefulness, 

covers a large porportion of the variance in overall liking or disliking of advertising. 
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2.4.2 Irritation 

Irritation towards advertisement is explained in numerous different studies. The majority of 

them derive the definition of irritation from Aaker and Bruzzone (1985) who said that 

irritation is the consumers’ perceived emotion, caused by an advertisement that leads to a 

provoking feeling, causing displeasure and momentary impatience. 

 

Irritation towards mobile advertising has emerged into an important factor if the 

advertisement will be successful or not, most consumers react differently on the advertising 

stimuli that they encounter and the amount of advertisement consumers can be exposed of is 

also highly individual. It is therefore important that marketers know when they will upset and 

irritate their targeted segment, by knowing their limit (Parreño et al., 2013). De Pelsmacker 

and Van den Bergh (1999) stated that irritation is a basic reaction to advertising stimuli and 

should generally be avoided. 

 

Irritation always leads to a more negative attitude towards the advertisement by becoming less 

likeable (P. De Pelsmacker & J. Van den Bergh, 1999). Fennis and Bakkers’ (2001) research 

results show that irritation caused by disliked advertisements or high exposure of the same 

may even cause irritation in that extend that it affects the attitude towards an unrelated, 

neutral advertisement and also the attitude towards an unrelated brand. These findings state 

the far-reaching effects irritation may have on advertising (Fennis and Bakker, 2001). 

 

Previous research by Milne and Gordon (1993) indicates that unwanted mail received through 

aggressive promotional campaigns is the biggest privacy issue in terms of direct mails. 

Although findings by Milne and Rohm (2000) suggests that more than 75 percent wanted to 

keep their e-mail addresses in the company´s mailing list when the purpose of keeping the 

mails stored in their database were explained to them. Milne and Gordons’ (1993) study also 

suggests that if the consumers are rewarded in some way and if the direct mail is targeted, the 

irritation will be remarkably lower. To create the least irritation and the most acceptances, 

companies should compensate the consumers for accepting mails to be addressed towards 

them, reducing the volume of mails and improve targeting of them (Milne & Gordon 1993). 

 

Parreño et al (2013) showed that irritation have a negative correlation with perceived 

usefulness. Other researches have shown perceived entertainment and perceived 

informativeness as factors with negative correlation towards irritation (Tsang, Ho, & Liang, 

2004). This negative correlation indicates that a reduction of irritation occurs when these 

factors are increased (Tsang et al., 2004; Parreño et al, 2013). 

 

2.4.3 Permission 

Godin (1999) define permission as when consumers give their approval to receive 

advertisement. Since advertisement in general and mobile advertisement in particular is 

something that surround the consumers at all time and is often seen as intrusive and annoying, 

receiving permission has now become the mission for most companies out there. Several 

studies have shown that when a consumer has agreed on receiving mobile advertisement from 

a company, he or she is also more likely to have a more positive attitude towards the same 

(Mir, 2011; Ashraf & Kamal, 2010). Watson, McCarthy and Rowleys’ (2013) study showed 

that one of the key factors for a consumer to accept advertisement is permission. The study 

also reveals that most consumers rather receive advertisement from companies that they trust 

and like, although they are still worried about misuse of the mobile personal data. The biggest 

worry were that the company would not be careful regarding keeping the data to themselves 
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and the risk of the personal data being passed on to a third party (Watson, McCarthy, Rowley, 

2013). Godin (1999) means that if the consumer is left with a sense of control, the attitude and 

the acceptance will be more positive. This suggestion is confirmed by Jayawardhena, 

Kuckertz, Karjaluoto and Kautonen (2008), although, their findings mention a difference in 

men and women when it comes to the amount of perceived control that is required to give the 

companies permission to send advertisement. Men have shown to have a higher demand for 

perceived control in this study. A proven strategy regarding consumer control is to always 

leave them with an opt-in and opt-out option, just by knowing that they have the option to 

stop receiving the advertisement will most likely lead to an acceptance of it (Bamba & 

Barnes, 2007; Godin, 1999). Sultan, Rohm and Gao (2009) also suggest that giving the 

consumers an opt-in alternative is a successful way to gain permission for the companies, 

although, this option is frequently combined with an incentive that will benefit the consumer 

and reduce the perceived risk of giving out personal information. With this said, permission 

on its own will not guarantee that the consumers won’t find the advertisement irritating. Grant 

and O’Donohoe (2007) found that consumers may react with frustration and irritation if they 

find the permitted text-based advertisement to be sent too often. 

 

Ashraf and Kamal (2010) reported in their results that the permission factor had the highest 

correlation and significance when it comes to positive attitude toward mobile advertisement. 

This confirms what Watson et al. (2013) reported in their results regarding permission being 

one of the key factors for the consumer to be able to accept mobile advertisement. 

 

2.4.4 Personalization 

Personalized mobile advertising refers to Sending advertising messages to mobile devices 

such as mobile phones through the wireless network, based on user demographics, user 

preferences, content and context factors  (Xu, 2006). From a consumer point of view, there is 

different ways to look at personalized advertisement. Previous studies have shown 

personalized advertisements as something that is an intrusion of their personal space, for 

example, when companies collect information from their previous shopping behavior and 

other personal information and use that to customize offers back to the consumer. Baek and 

Morimoto (2012) states that when advertisements is perceived as personalized some 

consumers becomes annoyed and tend to avoid such messages due to that they feel that their 

personal information has been taken advantage of and being threatened. At the same time, 

other consumers who feel that the advertisement is personalized and targeted towards them 

appear to be less resistant towards the same (Baek & Morimoto, 2012; Mir, 2011; Xu, 2006). 

Xu (2006) indicates that personalized advertisement have a positive effect on the attitude 

towards advertisement. It showed that respondents that were generally negative towards 

mobile advertising showed to be more positive if the advertising were personally addressed. 

Mir (2011) also suggested that mobile advertisement that is personalized towards the receiver 

will have greater success in being accepted by the consumers. 

 

2.4.5 Usefulness 

Perceived usefulness is interpreted, in this report, as a factor where both tangible and 

intangible benefits can affect the Ghanaian consumers’ attitude towards mobile 

advertisement. Davies (1986; 1989) defined perceived usefulness as when the consumer tend 

to either use or not use an application to the extent that the consumer believes it will help 

them perform their job better. This usefulness could be information regarding a discount, a 

new product, an upcoming event or even just some curiosa that would give the consumer a 

feeling that he or she has obtained new knowledge. 
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Hinson’s (2011) study about Ghanaian postgraduate students browsing habits suggests that 

usefulness in a website is important for them when navigating the web. They receive 

perceived usefulness through quick and accessible information, convenience and as a 

communication tool. Hinson (2011) also states that the students mainly use the Internet when 

working to enhance their job performance. This finding can strongly be connected to Davies 

(1986; 1989) and his definition of usefulness. Shavitt, Lowrey and Haefner (1998) reported in 

their research an importance in usefulness for the overall liking or disliking of mobile 

advertising. 

 

2.4.5.1 Incentive 

Tsang et al. (2004) defines incentive based advertising as an approach that provides specific 

financial rewards to consumers who agree to receive advertisement into their mobile phones. 

An example of this could be Spotify® who offers a free version of their music stream service 

to their subscribers. However, if they accept to use the free version of the program, they also 

have to endure the advertisement that randomly comes up after a song (Spotify, 2014). Both 

Amen (2010) and Tsang et al. (2004) identified in their research incentive based service as 

one of the most significant mobile advertisement approaches that a company could use. 

 

Tsang et al. (2004) highlighted however, in their model, that the incentive factor should be 

seen as a factor that affects the intention of the usage of mobile advertisement, along with the 

attitude, instead of a factor that only affects the attitude itself. 

3. Methodology 
In chapter three, method of how the research was performed will be explained. This 

explanation will include which kind of research method that was chosen, what was the 

inspiration for the chosen research, how was the data analyzed and which limitations were 

there during the course of the research. 

 

3.1 Method of approach 
A quantitative research method was chosen due to the reports purpose of investigating the 

Ghanaian consumers’ attitude towards mobile advertisement. Jacobsen (2002) mean that, by 

giving out a closed quantitative questionnaire to a larger amount of respondents, a grasp of the 

larger populations’ mindset can be decided with the help of statistical calculations. The 

statement of the problem was created in the form of five hypotheses to be able to find out how 

each factor affect the Ghanaian consumers’ attitude towards mobile advertisement. 

 

Jacobsen (2002) highlighted the possibility to get a high accuracy generalization of a 

population, with the help of a larger sample size, as one of the greatest advantages with 

quantitative research. However, it is also stated that only the questions that are asked will be 

answered, hence giving a data of what the researchers find is relevant (Jacobsen, 2002). Due 

to this fact, a lot of focus was put on the secondary data of similar researches to get a broad 

grasp of the subject in hand before creating the questionnaire. 

 

3.2 Comprehensive method 
Jacobsen (2002) emphasize on having a strong theoretical background and, preferably, a 

deductive approach when doing a quantitative research. This reason strengthened our choice 

to use a deductive approach to answer the five hypotheses. Downside of a deductive approach 
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is that the researchers will inevitable steer the research and its questions towards the direction 

he or she wants (Jacobsen, 2002). Something that speaks for the deductive approach, when it 

comes to not influencing the research, is the distance that the deductive approach applies 

between researcher and respondent. This leads to less of an emotional attachment to the 

respondent, thus not influencing the respondents’ answers (Id). Since the main objective of 

this report was to identify how different factors affected the Ghanaian consumers’ attitude 

towards mobile advertisement, the direction of the research and its questionnaire were 

inevitable steered in a direction so it answered the hypotheses. 

 

3.3 Data gathering 
The data gathering was divided into two different phases, the primary data gathering and the 

secondary data gathering. The secondary data was the foundation to how the five hypotheses 

were going to be designed while the primary data showed how the research at hand is 

compared to similar researches in other countries. 

 

3.3.1 Primary data 

The primary data was obtained with the help of a closed questionnaire. Majority of the 

questions in the questionnaire was created in the form of five-level Likert items. Questions 

that were not created as a five-level Likert item were the introduction questions, questions 

regarding owning and using a smartphone, knowledge of what an mobile app is and how 

many times the respondents download an app per month, how much money the respondents 

spend on apps, and how much time the respondents spend on social medias. The respondents 

had the possibility to rate each five-level Likert item, where one on the scale was strongly 

disagree and five was strongly agree. 

 

The decision to create a questionnaire with five-level Likert items was due to the fact that 

Jacobsen (2002) highlighted it as the most common design when using questions that are in 

an ordinal format. Jacobsen (2002) mean that through a five-level Likert item, the 

respondents’ intensity is shown. When making the questions as five-level Likert items, an 

ordinal response format is chosen. This gives the possibility of see not only the correlation 

between different categories, but also gives the possibility to rank the different categories 

(Jacobsen, 2002). The fact that the research is based on looking in to how different factors 

affect the Ghanaian consumers’ attitude towards mobile advertisement made the ordinal 

response design the most optional. 

 

250 paper questionnaires were handed out and out of those 250 questionnaires, 212 were 

returned with fully answered. This gave a respond percentage of 84.8 percent on the paper 

questionnaires, which is according to Jacobsen (2002) a very good answering result. All the 

paper questionnaires were handed out by the authors of this paper, thus it was made sure that 

the respondents was of Ghanaian decent. Since there are no records of how many Ghanaian 

inhabitants the digital questionnaire reached, the amount of answered questionnaires is the 

only record and that was 23. Out of the 235 questionnaires, both digital and paper version that 

was answered and returned, 229 could be used.  

 

3.3.2 Selection criteria 

The selection of criteria was based on the statement of the problem along with the five 

hypotheses. These selection criteria also set the foundation to how the questionnaire would be 

constructed. Geographic restrictions were made to first of all target the inhabitants of Ghana. 
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These geographic restrictions were made to narrow the research down and specify it to one 

country; this is due to the broad diversity of cultures that exists in Africa.  

 

Since research around attitude towards mobile advertising through SMS and the more basic 

phones has been made to a more widened extent (Koo, 2010), focus was set on smartphones. 

It was decided to focus on smartphones since the authors observed, while doing research in 

Ghana, that the use of traditional mobile phones are decreasing and the smartphone usage is 

increasing rapidly. By setting focus on the smartphone era, the research becomes more 

relevant as it was felt that smartphones will be a part of the future of Ghana. 

 

It was decided to distribute the questionnaire both in a digital format and a paper format. The 

paper format was distributed among people in the campus areas of University of Ghana in 

Accra as well as University of Education in Kumasi. The digital version was distributed with 

the assistant of Ghanaian inhabitants that shared it with their Ghanaian friends through 

different social media channels. The authors observed that majority of the Internet usage go 

through their smartphones. By doing a digital questionnaire, it was believed that it would 

reach a good amount of smartphone users, hence giving valuable data. 

 

Due to the fact that the Ghanaian consumers’ attitude towards mobile advertising with focus 

on the smartphone era was sought, there was no special target audience in mind. The main 

focus was to get a sample size of respondents that would represent the larger population to 

such an extent that the confident interval was around 6 and 50 percent. Since the confident 

interval was calculated in a way where a sample size had already been obtained, the 50 

percent level was chosen to determine the general level of the already obtained data with a 

worst-case scenario (Creative research systems, 2014). 

 

The focus was set on five main perceived factors, which affects the attitude towards mobile 

advertisement. The main factors were decided from the knowledge that was obtained through 

the secondary data. Besides the Davies’s (1986) TAM-model, the main inspiration for both 

model and used factors were Godin (1999), De Pelsmacker and Van der Bergh (1999), Fennis 

and Bakker (2001), Tsang et al. (2004); Xu (2006); Ashraf and Kamal (2010); Koo (2010); 

Amen (2011); Mir (2011); Koo, Knight, Yang, and Xiang (2012) and Parreño, et al. (2013). 
 

3.3.3 Survey background 

The background to the survey was to obtain data that first of all gave an overview of how the 

chosen factors affected the attitude towards mobile advertising. To obtain that data, several 

five-level Likert items were created for each factor (Appendix 1). These five-level Likert 

items could be linked to one of the perceived factors that were under investigation. This was 

the foundation to be able to look for correlations between the different perceived factors, 

perceived factors significance towards the attitude and thus answering the hypotheses. 

Secondary, we wanted to examine how much the respondents perceived the selected Likert 

items for each factor as useful, entertaining, personal, permitted or irritated.  

 

By putting the respondents in different situations, with the help of statements, an 

interpretation could be made if the attitude would be positive or negatively affected. 

 

Inspiration to the five-level Likert items came from previous research in similar topics. It was 

decided to focus on main factors such as; entertainment, permission, personalization, irritation 
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and usefulness as it was felt that it would give the most beneficial information to the 

companies in Ghana that decides to use mobile advertisement. 

 

3.3.4 Secondary data 

The majority of the secondary data was obtained through scientific articles with a similar 

topic as what was going to be researched. Main objective when gathering the secondary data 

was to get a good theoretical overview of the research topic, to see which factors have been 

researched in similar researches as well as which factors would best be adapted for the 

research in hand. 

 

To be able to gather the secondary data that was used in the report, several Internet search 

engines were used. The two main search engines used were Google Scholar (Google Inc., 

2014), University of Halmstads’ search engine called “Summon” (University of Halmstad, 

2014) and Web of Science (SIS Knowledge, 2014). 

 

Keywords when searching for data were “Consumer attitude”, “Mobile advertisement”, 

“Smartphone”, “consumer attitude towards mobile advertisement”, “Entertainment”, 

“Irritation”, “Personalization”, “Permission” and “Usefulness”. Through the scientific articles 

that were obtained, with the help of these search words, more articles with similar research 

direction could be found. This was done with the help of the references in the obtained 

articles. Reason for a deeper investigation in the references is partly to find the main source of 

information, so no misunderstood interpretations would be made. 

 

Besides the scientific articles, websites (Ghana Statistical Service, 2012; Ghana.gov.gh, 2014; 

International Telecommunication Union, 2013; MTN, 2014; Creative research systems, 2014; 

Spotify, 2014) were used, both for using in examples as well as to gather statistical data. The 

statistical data that was gathered was Ghana’s population, population per region, amount of 

mobile-cellular subscribers and also to calculate the confident interval as well as confident 

level. This data was then summarized with the help of Microsoft Office Excel 2013. This 

summarize gave an overview of how the population was divided amongst Ghana’s ten 

different regions as well as gave information of how the growth have been during the past 

decade and how many mobile-cellular subscriptions there is per Ghanaian inhabitant. 

 

Majority of the literature sources used in the report was to confirm the decisions that were 

made regarding research method. By doing this, the credibility of the reports research method 

was strengthened.  

 

3.4 Method of analysis 
Before analyzing the data received from the primary source, it was important to get an 

understanding to how the big picture of a quantitative research method should be seen. 

Jacobsen (2002) mean that by using an overview in the form of positivism, you would get the 

best answers when it comes to looking in to how each individual answers. For this reason, a 

quantitative research was made. To investigate each individual and see how the different 

factors affects the attitude towards mobile advertisement. By gathering a larger sample size of 

individual’s opinions, a generalization can be made. Positivism also highlighted cumulative as 

an important factor when doing a research (Jacobsen, 2002). Cumulative refers to that a 

research should be based on previous proven research and continue building on that (Id). The 

research at hand is therefore made with a deductive approach that is based on previous 

researches mainly from Davies (1986; 1989), Tsang et al. (2004), Xu (2006), Koo et al. 
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(2012) and Parreño et al. (2013). These researches proved that there were factors that affected 

the attitude in different ways and also that it was adaptable towards mobile advertisement. 

 

3.4.1 Elaborated model 

Main source of inspiration for the used model was Tsang et al. (2004) who showed that 

Davies (1986) TAM-model could be applied towards mobile advertising. However, it was 

decided to investigate the effects of permission and personalization along with irritation, 

entertainment and usefulness. This was investigated instead of credibility and 

informativeness. Through the secondary data, information was obtained that gave an 

understanding regarding which factors affect the attitude and through that, the factors were 

chosen. Factors were also chosen from what the authors felt the most interesting and relevant 

information would come out of and what would benefit companies when creating mobile 

advertisement toward the Ghanaian consumer. 

 

3.6 Data analysis 
The collected data was statistically analyzed with the help of SPSS version 21 and Microsoft 

Excel 2013. With the help of the software, regression analyzes (both stepwise multiple linear 

regression analysis and multiple linear regression analyzes) and correlation analyzes was 

made. The stepwise multiple linear regression analysis was made to see the significance of 

each factor, to identify which factors have more significance towards the idea of using mobile 

advertisement and should be focused on when creating mobile advertisement towards the 

Ghanaian consumer. Correlation test was made to identify if there was a correlation between 

the factors and the Likert items that involved the specific factor. Mean value calculations were 

made on the Likert items that answered directly, for example on a hypothesis, H2, or where it 

was not needed for a regression or correlation test. Majority of all our data variables were 

nominal, a Pearson correlation-test was the most optimal to use. 

 

3.7 Reliability and validation 
By putting the sample size of 229 towards the population of Ghana that was reported by the 

Ghanaian statistical service (2012), a confident interval of 6.48 and 50 percent was given 

(Creative research systems, 2014). The confident interval is obtained with a 95 percent 

confidence level. This means that 43.52 to 56.48 percent of the Ghanaian consumers, with a 

95 percent confidence level, would answer as it has been answered in the questionnaire. 

Knowing that a larger percentage of the population would answer as given in this report 

strengthens the reliability as well as confirming that the instructions in the questionnaire were 

written in such matter that the respondents understood the questions and the Likert items that 

were given. 

 

Previous research within same topic but different countries proves that the research topic 

displays a research method that is both adaptable and valid. Olsson and Sörensen (2011) mean 

that reliability is shown when several tests come to the same result. In this report’s case, this 

reliability is shown through the similar previous researches that have been proven valid. Just 

as much as the reliability of the research has been proven, have the consensual validation been 

shown. Olsson and Sörensen (2011) mean that a consensual validation have been reached 

when an amount of people within the expertise of the topic have concurred that the measure 

instrument, TAM-model in this case, is valid.  
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By doing a stepwise multiple linear regression analysis, more precautions were taken to insure 

that less invalid data was given. The stepwise multiple linear regression analysis showed step 

for step when and how the validation of the factors permission and usefulness became less 

significant. 

 

Validation was also increased by not only looking at data from a regression analysis, but also 

doing a correlation analysis to confirm the relations and affects, factors had on both the 

attitude and on each other.  

 

3.8 Source criticism 
The lack of secondary data on the chosen topic, that investigates Ghana the country and the 

Ghanaian consumer, should be seen as a limitation as secondary data from research involving 

countries with different cultural values, according to Hofstede’s (2014) national cultural 

dimensions, was mostly used. 

  

Mobile marketing is a relatively new topic and the secondary data obtained regarding topic is 

therefore written within the past ten years. That being said, the foundation of the secondary 

data was written more than 20 years ago by Davies (1986; 1989). However, Davies’ (1986) 

research was made in a cumulative way and Tsang et al. (2004) could therefore show that it is 

adaptable for mobile advertisement. 

 

International Telecommunication Union (2013) presented data that showed the amount of 

mobile-cellular subscriptions in Ghana from year 2000 up to the end of year 2012. The 

amount of 100.99 mobile-cellular subscriptions per 100 inhabitants, that was the result in the 

end of year 2012, does not take into consideration that some Ghanaian consumers uses more 

than one SIM-card. Eventhough there is a knowledge of multiple SIM-card owners, it was felt 

that this data still proves the rapid growth of both mobile-cellular subscriptions as well ass the 

growth of mobile phones that has occurred in Ghana during the past 12 years. 

 

It should be noted that some of the main sources of the articles could not be found. In those 

cases, trust in the author who referred to the main source’s results was made. However, the 

authors of this paper are fully aware of the possibility of researchers’ own interpretation of 

another scientific article. That’s the reason it is clearly stated, when a reference of that kind 

have been made, that it is an interpreted secondary source that the information was taken 

from.  

 

3.9 Method of analysis criticism 
Even though a confident interval of 6.48 was given with 50 percent, the reliability takes a hit 

as the percentage of how many of the Ghanaian consumers who would answer as shown in 

the research isn’t as high as what would been preferred. Reason to this was the low amount of 

answers that were received from the digital questionnaire due to an overestimation of the 

Ghanaian consumers’ willingness to spend Internet data on a questionnaire as well as an 

overestimation of the Ghanaian consumers’ patience to answer a questionnaire.  

 

Since the digital questionnaire got such a low amount of responses, more paper questionnaires 

was handed out in the campus area of University of Ghana, Accra. This resulted in that out of 

the 229 respondents, 63.3 percent were students.  
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4 Empirical framework 
In chapter four, the primary data and the results from the used statistical analyzing methods 

will be presented. 

 

4.1 Characteristics of respondents 

 

 Occupation Total 

Student Private sector Government 

sector 

School staff 

Gender 

Woman 
Count 76 29 7 7 119 

% of Total 33,3% 12,7% 3,1% 3,1% 52,2% 

Man 
Count 69 20 11 9 109 

% of Total 30,3% 8,8% 4,8% 3,9% 47,8% 

Total 
Count 145 49 18 16 228 

% of Total 63,6% 21,5% 7,9% 7,0% 100,0% 

Table 1. 

 

 

 Age Total 

0-15 16-20 21-25 26-36 36- 

Gender 

Woman 
Count 1 24 50 28 16 119 

% of Total 0,4% 10,5% 21,8% 12,2% 7,0% 52,0% 

Man 
Count 0 12 57 30 11 110 

% of Total 0,0% 5,2% 24,9% 13,1% 4,8% 48,0% 

Total 
Count 1 36 107 58 27 229 

% of Total 0,4% 15,7% 46,7% 25,3% 11,8% 100,0% 

Table 2. 

 

 

 Level of education Total 

Undergraduate Diploma/BBA/HND/DBS 1:st 

degree 

2:nd degree / 

Master 

Gender 

Woman 

Count 11 11 94 3 119 

% of 

Total 

4,8% 4,8% 41,0% 1,3% 52,0% 

Man 

Count 17 11 76 6 110 

% of 

Total 

7,4% 4,8% 33,2% 2,6% 48,0% 

Total Count 28 22 170 9 229 
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% of 

Total 

12,2% 9,6% 74,2% 3,9% 100,0% 

Table 3. 

 

The gender distribution of the respondents shows a quite even amount of answers from both 

male and females, where female is accounted for 52 percent of the answers and male 48 

percent. Students were the highest representation of respondents in the occupation category 

with a total percentage value of 63.6 percent, as seen in Table 1. It should be noted that there 

were only 228 of 229 answers in the occupation category, hence giving a small margin of 

error, 0.2 percentages, in the occupation category. The highest percentage representation of 

age was 46.7 percent and included all respondents between the ages 21-25, which are shown 

in Table 2. The majority of all the respondents either studying for their first degree or 

possesses a first degree already, which is equal to a bachelor degree. This category consists of 

74.2 percent of all of the respondents; this can be seen in Table 3. 

 

4.2 Attitude 
Creating a stepwise multiple linear regression analyze on factors towards the idea of using 

mobile advertisement, significance (Sig.) of lower than 0.05 was obtained for the overall 

model (ANOVA model), makes it valid (See Table 4a). 

 

ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 65,011 1 65,011 39,993 ,000b 

Residual 360,878 222 1,626   

Total 425,888 223    

2 

Regression 76,236 2 38,118 24,093 ,000c 

Residual 349,653 221 1,582   

Total 425,888 223    

3 

Regression 85,840 3 28,613 18,512 ,000d 

Residual 340,048 220 1,546   

Total 425,888 223    

Table 4a. 

 

 

Table 4b presents the adjusted R square value of the stepwise multiple linear regression 

analysis on the factors towards the idea of using mobile advertisement, adjusted R square 

value of 0.149 in step one, 0.172 in step two and 0.191 in step three was given. This 

represents the percentage of how much the chosen coefficients represent of the dependable 

variable. The dependent variable of the stepwise multiple regressions analyze was the Likert 

item “I like the idea of using mobile advertisement”. 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,391a ,153 ,149 1,275 

2 ,423b ,179 ,172 1,258 
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3 ,449c ,202 ,191 1,243 

Table 4b. 

 

 

Table 4c that is shown below represents the predictor variables that have a valid significance 

of below 0.05 and those predictor variables represent the factors irritation, personalization and 

entertainment. The predictor variables’ B-parameter coefficient indicates how much each 

predictor variable increases when the mean value of that specific predictor variable increases 

with one unit. It should be noted that the predictor variable “I find mobile advert isement 

irritating” gave a negative result in the B-parameter coefficient while the rest of the valid 

coefficients gave a positive result. When showing a negative B-parameter, the curve of the 

coefficient is in a decreasing direction. The predictors representing the entertainment-factor 

had the strongest B-parameter coefficient of the ones that were valid in this multiple linear 

regression analysis, thus making it the most significant factor towards the dependent variable. 

The dependent variable represents the output or effects while the predictor variable represents 

the input or cause. It can also be noted in Table 4c that the Variance Inflation Factor (V.I.F) 

are low on the predictor variables, hence showing very low indications that multicollinearity 

have occurred. Multicollinearity is when several variables in a multiple linear regression 

analysis are closely correlated to one another. 

 

Coefficients
a 

Model Unstandardized Coefficients Standardize

d 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

3 

(Constant) 2,159 ,345  6,249 ,000   

I like mobile 

advertisement 

that I find 

entertaining 

(Entertainment) 

,277 ,075 ,262 3,692 ,000 ,723 1,383 

I like mobile 

advertisement 

that is 

addressed 

towards me 

(Personalizatio

n) 

,195 ,071 ,190 2,749 ,006 ,756 1,322 

I find mobile 

advertisement 

irritating 

(Irritation) 

-,150 ,060 -,154 -2,493 ,013 ,947 1,056 

a. Dependent Variable: I like the idea of using mobile advertisement 

Table 4c. 
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When looking at the two excluded variables in the stepwise multiple regressions analysis 

(Appendix 2), which was not included in Table 4c, it can be shown that while permission 

never reaches a valid significance, usefulness does in the early stages when the predictor 

variables are fewer. When the two excluded variables are being faced towards all of the 

predictor variables, the P-value of the excluded variables are above 5 percent, thus making 

them not significant towards the dependent variable in the model. It should be noted that it 

was first in the third step of the stepwise multiple linear regression analysis where the factor 

usefulness became invalid. 

 

4.3 Usefulness 
By doing a stepwise multiple linear regression tests on all Likert items involving the factor 

usefulness (Appendix 3), a result of three valid predictor variables were shown. An overall 

significance of below 5 percent in the ANOVA table (Table 5) told us that the overall model 

was valid. 

 

 

ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 68,027 1 68,027 36,156 ,000b 

Residual 425,219 226 1,881   

Total 493,246 227    

2 

Regression 89,639 2 44,819 24,986 ,000c 

Residual 403,607 225 1,794   

Total 493,246 227    

3 

Regression 100,129 3 33,376 19,018 ,000d 

Residual 393,117 224 1,755   

Total 493,246 227    

a. Dependent Variable: I like mobile advertisement, if I can get something in return that will benefit me 

 

b. Predictors: (Constant), I would download an application that contains advertisement if I can learn something from the application 

 

c. Predictors: (Constant), I would download an application that contains advertisement if I can learn something from the application, I would 

download an application, just to get beneficial promotion through it 

 

d. Predictors: (Constant), I would download an application that contains advertisement if I can learn something from the application, I would 

download an application, just to get beneficial promotion through it, I would visit a mobile website that includes advertisement, if I find the 

main content useful 

Table 5. 

 

 

The three valid predictor variables were “I would download an application that contains 

advertisement if I can learn something from the application”, “I would download an 

application just to get beneficial promotion through it” and finally “I would visit a mobile 

website that includes advertisement, if I find the main content useful” (Appendix 3). The 

V.I.F (Variance Inflation Factor) had low value as V.I.F can be equal or higher than 1, 

whereas a V.I.F value above five shows a high multicollinearity. The predictor variable with 

the strongest influence was the Likert item called “I would download an application that 
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contains advertisement if I can learn something from the application” with a B-parameter 

coefficient of 0.228. The two other predictor variables “I would download an application just 

to get beneficial promotion through it” and “I would visit a mobile website that includes 

advertisement, if I find the main content useful” were not far behind with a B-parameter 

coefficient of 0.199 and 0.192 respectively (Id). 

 

The Likert items in the usefulness-factor’s correlation test all showed significance below 0.01. 

This indicates that the correlation is no coincidence, no matter if the relationship is strong or 

weak with a certainty of 99 percent as shown in Table 6. The strongest relationship within this 

test with the comparative variable does “I want to engage in mobile campaigns (such as a 

competition or similar) if there is something in it for myself” show with 0.421 in Pearson’s 

test. The other items show a weaker relationship but none of them score a value lover than 

0.32. 

 
Correlations 

  

I like mobile advertisement, 
if I can get something in 

return that will benefit me 

I like mobile advertisement, if I can get something 
in return that will benefit me 

Pearson Correlation 1 

Sig. (2-tailed)   

N 229 

I want to engage in mobile campaigns (such as a 
competition or similar) if there is something in it 
for myself 

Pearson Correlation ,421** 

Sig. (2-tailed) ,000 

N 229 

I would visit a mobile website that includes 

advertisement, if I find the main content useful 

Pearson Correlation ,330** 

Sig. (2-tailed) ,000 

N 228 

I would download an application, just to get 

beneficial promotion through it 

Pearson Correlation ,346** 

Sig. (2-tailed) ,000 

N 228 

I would download an application that contains 

advertisement if I can learn something from the 
application 

Pearson Correlation ,377** 

Sig. (2-tailed) ,000 

N 229 

I would download an application that contains 
advertisement if I can get tips on how to improve 
my health through the application 

Pearson Correlation ,306** 

Sig. (2-tailed) ,000 

N 208 

I would download and use an application that 
allowed me to choose my own interests and 

Pearson Correlation ,320** 
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receive advertisement according to them Sig. (2-tailed) ,000 

N 229 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 6. 

 

4.4 Irritation 

ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 13,527 3 4,509 2,250 ,083b 

Residual 444,902 222 2,004   

Total 458,429 225    

Table 7. 

 

Analyzing the Likert items that involved irritation, with its own multiple regressions analysis, 

the ANOVA table gave an overall significance of 0.083 (Table 7), thus making the multiple 

regressions analyze model invalid. This means that the chosen predictors have no significant 

effect on the dependent variable. In this case the predictors were if irritation leads to a 

negative attitude towards mobile advertising, if the irritation gets reduced when the consumer 

finds the mobile advertisement useful and finally if the irritation gets reduced when the 

consumer finds the mobile advertisement entertaining. 

 

 

When looking if there is a correlation between finding mobile advertisement irritating and if 

irritation leads to a negative attitude towards mobile advertising, a Pearson-correlation value 

of 0.140 was obtained with a 2-tailed significance of 0.035 (Table 8). What should be noted 

here is that a perfect correlation between two variables in a Pearson-correlation is either 1 or -

1 and that the correlation is in that case significant at below 0.05. 

 

 

 I find mobile 

advertisement 

irritating 

Irritation caused by 

mobile advertisement 

will lead to a negative 

attitude towards the 

advertisement 

I find mobile advertisement irritating 

Pearson Correlation 1 ,140* 

Sig. (2-tailed)  ,035 

N 228 228 

Irritation caused by mobile 

advertisement will lead to a negative 

attitude towards the advertisement 

Pearson Correlation ,140* 1 

Sig. (2-tailed) ,035  

N 228 229 

*. Correlation is significant at the 0.05 level (2-tailed). 
Table 8. 
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Table 9 displays a correlation between the Likert items representing Attitude towards 

advertisement, entertainment, irritation and usefulness. What can be seen is that the Likert 

items representing entertainment and usefulness, “I like mobile advertisement that I find 

entertaining” and “I like mobile advertisement, if I can get something in return that will 

benefit me”, both had a negative correlation with the Likert item representing Irritation which 

was “I find mobile advertising irritating”.  

Correlations 

 I like mobile 

advertisement, 

if I can get 

something in 

return that will 

benefit me 

I find mobile 

advertisement 

irritating 

I like mobile 

advertisement 

that I find 

entertaining 

I like the idea 

of using 

mobile 

advertisement 

I like mobile 

advertisement, if I can 

get something in return 

that will benefit me 

Pearson Correlation 1 -,160
*
 ,262

**
 ,256

**
 

Sig. (2-tailed)  ,016 ,000 ,000 

N 229 228 228 228 

I find mobile 

advertisement irritating 

Pearson Correlation -,160
*
 1 -,223

**
 -,247

**
 

Sig. (2-tailed) ,016  ,001 ,000 

N 228 228 227 227 

I like mobile 

advertisement that I find 

entertaining 

Pearson Correlation ,262
**
 -,223

**
 1 ,389

**
 

Sig. (2-tailed) ,000 ,001  ,000 

N 228 227 228 227 

I like the idea of using 

mobile advertisement 

Pearson Correlation ,256
**
 -,247

**
 ,389

**
 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 228 227 227 228 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 9. 

 

4.5 Entertainment 
By doing a multiple linear regression analyze on the Likert items that involves the 

entertainment factor, with the Likert item “I like mobile advertising that I find entertaining” 

as the dependable variable, an observation could be made that majority of the predictor 

variables are valid towards the dependent variable as it as seen in table 10. The significance 

on the overall model was below 5 percent and therefore valid. 

 

Coefficients
a 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 
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1 

(Constant) 1,393 ,254  5,488 ,000 

I would share a mobile website because it’s 

funny 

,226 ,059 ,255 3,801 ,000 

I enter mobile websites just because they are 

funny even if they contain advertisement 

-,068 ,064 -,075 -1,064 ,289 

I use mobile apps because they are funny 

and entertaining 

,134 ,059 ,150 2,277 ,024 

I would like if a company host a competition 

online which I can take part of through my 

phone 

,391 ,054 ,417 7,218 ,000 

a. Dependent Variable: I like mobile advertisement that I find entertaining 

Table 10. 

 

It can be seen that the only invalid predictor variable in the multiple linear regression analyze 

regarding “Entertainment” is the Likert item “I enter mobile websites just because they are 

funny even if they contain advertisement”. Out of the valid predictor variables, the one with 

the strongest effect on the dependent variable was the Likert item regarding that the Ghanaian 

consumer would like if a company host a competition online which they can take part of 

through their phones. This Likert item had a B-parameter value of 0.391. 

 

 

  
I like mobile advertisement that I 

find entertaining 

I like mobile advertisement that I find entertaining Pearson Correlation 1 

Sig. (2-tailed)   

N 228 

I would share a mobile website because it’s funny Pearson Correlation ,355** 

Sig. (2-tailed) ,000 

N 228 

I enter mobile websites just because they are funny even if they 
contain advertisement 

Pearson Correlation ,196** 

Sig. (2-tailed) ,003 

N 225 

I use mobile apps because they are funny and entertaining Pearson Correlation ,283** 

Sig. (2-tailed) ,000 

N 225 

I would like if a company host a competition online which I can 
take part of through my phone 

Pearson Correlation ,475** 
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Sig. (2-tailed) ,000 

N 227 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

Table 11. 

 

The correlation test results that is shown in Table 11 shows that all the Likert items in the 

questionnaire involving entertainment, which are tested in a correlation with the main factor 

“I like mobile advertisement that I find entertaining” show a significance in all the factors that 

is well below the chosen P-value of 5 percent, which indicates that there is no coincidence in 

the presented result. The item that shows the strongest correlation with the compared variable 

is “I would like if a company host a competition online which I can take part of through my 

phone”, this variable score a 0.475 in the Pearson correlation test. “I enter mobile websites 

just because they are funny even if they contain advertisement” is the item that has the least 

effect on the compared variable with 0.196 and significance below 5 percent. 

 

4.6 Personalization 
A multiple linear regression analysis on the Likert items that involved personalization showed 

that both predictor variables; “It is likely that I follow up on mobile advertisement that is 

addressed with my name” (0.392 B-parameter coefficient) and “I do not like mobile 

advertisement that I perceive as mass marketing” (0.208 B-parameter coefficient) were below 

a significance of 0.01 and thus valid.  

 

Coefficients
a 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1,500 ,268  5,588 ,000 

It is likely that I follow up on mobile 

advertisement that is addressed with my 

name 

,392 ,061 ,384 6,449 ,000 

I do not like mobile advertisement that I 

perceive as mass marketing 

,208 ,055 ,226 3,789 ,000 

a. Dependent Variable: I like mobile advertisement that is addressed towards me 

Table 12. 

 

 

When it comes to the correlation test on the Likert items involved with the factor 

personalization, the significance reached a value below 0,001 on both items. “It is likely that I 

follow up on mobile advertisement that is addressed with my name” shows the strongest 

correlation with the comparative factor with a value of 0,424, as seen in Table 13. 
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I like mobile 
advertisement that 

is addressed 
towards me 

I like mobile advertisement that is addressed towards me Pearson 
Correlation 

1 

Sig. (2-tailed)   

N 227 

It is likely that I follow up on mobile advertisement that is addressed with my name Pearson 
Correlation 

,424** 

Sig. (2-tailed) ,000 

N 227 

I do not like mobile advertisement that I perceive as mass marketing Pearson 
Correlation 

,277** 

Sig. (2-tailed) ,000 

N 226 

Table 13. 

 

4.7 Permission 
Four of the Likert items involving permission that were tested in the correlation test indicate 

significance at a value of 0.01 or lower, these are the top four variables in the correlation test 

(Appendix 4). The two bottom ones, which are regarding the consumers’ willingness to give 

out personal information in form of their e-mail address and phone number, show the least 

correlation with the comparative factor. The item regarding e-mail address has no significance 

at all and tells us that it is most likely just a coincidence that these numbers are shown. 

 

ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 132,274 4 33,069 25,768 ,000b 

Residual 287,464 224 1,283   

Total 419,738 228    

a. Dependent Variable: I like mobile advertisement that I have permitted 

b. Predictors: (Constant), I would give out my e-mail address to a company to get mobile advertisement and promotions 

through it, I do not like mobile advertisement that I have not agreed on, I am more likely to trust mobile advertisement I 

receive on my phone, if I have permitted the company to send it to me, I never trust mobile advertisement I receive on my 

phone, if the company hasn’t gotten permission to send it 

Table 14. 

 

By doing a multiple linear regression analysis on all the Likert items involving permission, 

with “I Like mobile advertisement that I have permitted” as the dependent variable, it can be 

seen in Table 14 that the overall model is fit with a significance below 0.05. The multiple 

linear regression model also showed that out of four predictor variables, only two had a valid 
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significance below 0.05 (Appendix 5). The two valid predictor variables “I am more likely to 

trust mobile advertisement I receive on my phone, if I have permitted the company to send it 

to me” and “I do not like mobile advertisement that I have not agreed on” had a B-parameter 

coefficient of 0.45 and 0.212 respectively. Strongest of the two valid predictor variables were 

the Likert item “I am more likely to trust mobile advertisement I receive on my phone, if I 

have permitted the company to send it to me” (Id). 

 

5 Analyze 
This chapter will present the theoretical framework and empirical findings on each of the five 

hypotheses. 

  

H1: Perceived usefulness has a strong effect on the attitude towards mobile 

advertisement. 

 

Davies (1986; 1989) defined perceived usefulness as when the consumer tend to either use or 

not use an application to the extent that the consumer believes it will help them perform their 

job better. All though, in this report, perceived usefulness was defined as more general, where 

tangible (i.e. financial benefits) and intangible (i.e. newly gained knowledge) benefits that 

affect the Ghanaian consumers’ attitude towards using mobile advertising. Tsang et al. (2004) 

reported in their study that the incentive factor have a high significance on the attitude 

towards mobile advertisement. Hinson’s (2011) study mentioned that the Ghanaian 

postgraduate students browsing habits suggest that usefulness in a website is important for 

them when navigating the web. Shavitt, Lowrey and Haefner (1998) highlighted an 

importance in usefulness. Stepwise multiple linear regression analysis (Table 4c) showed that 

usefulness, compared to other predictor variables, had an invalid and low influence (P-value 

higher than 5 percent and B-parameter coefficient of 0.115) towards the idea of using mobile 

advertising. The V.I.F value of 1.136 reveals that there is no multicollinearity that tainted the 

result. Correlation between the Likert items involving usefulness showed small correlation 

with a good significance that was below 0.01. The good significance shows that even though 

the correlation is small, it is no coincidence. By doing a stepwise multiple linear regression, 

involving the same Likert items as when doing the correlation test, showed that three 

predictor variables were valid towards the dependent variable “I like mobile advertisement, if 

I can get something in return that will benefit me”. These predictor variables were “I would 

download an application that contains advertisement if I can learn something from the 

application”, “I would download an application just to get beneficial promotion through it” 

and “I would visit a mobile website that includes advertisement, if I find the main content 

useful”.  

 

H2: Perceived entertainment or perceived usefulness in an advertisement will lead to 

decreased irritation as a result of the advertisement that is first perceived as irritating. 

 

The main factor regarding irritation, which is tested in the stepwise multiple linear regression 

model (table 4c) with all the other factors towards the depended statement “I like the idea of 

using mobile advertisement” show a negative correlation with the dependent statement. This 

negative relationship is due to the fact that the Ghanaian consumers, in general, do not think 

mobile advertising is irritating (2.5 on the Likert scale) in combination with the overall 

attitude towards using mobile advertisement, which the respondents rated 3.5 in average 

(Appendix 6). In the two statements answering the second hypothesis, the average attitude 
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among the respondents leant slightly towards “agree”. The respondents rated both the 

statement that says “I get less irritated from mobile advertisement that is unwanted, if I find it 

entertaining” and “I get less irritated from mobile advertisement that is unwanted, if I find the 

advertisement useful” at a mean value of 3.3 respectively 3.26 on the Likert scale (Id). Tsang 

et al. (2004) and Parreño et al.’s (2013) studies both investigated if the irritation could be 

reduced from the advertisement if it was perceived as entertaining, useful and informative. 

Both researches checked if there was a negative correlation between irritation and the factors 

above. Usefulness were determined as an important factor due to the effect it had on irritation 

in both studies, entertainment on the other hand did not show a decrease of irritation in 

Parreño et al’s (2013) research. Our study did show a negative relationship in the correlation 

test between entertainment and irritation as well as usefulness and irritation, which is 

presented in table 9. The result shows that entertainment has a stronger effect on irritation 

than usefulness with a value of -0.233 compared to -0.160 in the Pearson’s correlation test 

 

H3: Obtained permission for a company to send an advertisement will have a strong 

positive effect on the attitude towards the advertisement. 

 

In the theoretical framework that is presented in this study, permission is according to 

previous researchers a key factor for the acceptance of the advertisement (Mir, 2011; Ashraf 

& Kamal, 2010). Watson, McCarthy and Rowley (2013) also speak of the importance of 

permission and that consumers rather receive advertisement from companies that they already 

trust and like. Looking at the Likert items in this study’s survey, we can see that “Permission” 

overall scored relatively high (Appendix 6). The statements “I like mobile advertisement that 

I have permitted” and “I am more likely to trust mobile advertisement I receive on my phone 

if I have permitted the company to send it to me” both scored a mean value over 3.9 on the 

Likert-scale, which is within the highest of all the statements. This result is in line with 

previous research. What also was investigated in this study was if the respondents would trust 

advertisement that they haven’t agreed on receiving. Watson, McCarthy and Rowley (2013) 

mentioned that most consumers rather receive advertisement from a company that they 

already trust. Our statements regarding permission and trust investigated the opposite, 

whether if the Ghanaian consumers are more likely to trust advertisement from a company if 

they already have given permission to receive it. This statement got mean value of 3.98 

(Appendix 6) on the Likert-scale and the statement that says “I never trust mobile 

advertisement, if the company hasn’t gotten permission to send it” scored 3.5 (Id) which tells 

us that it is important for companies who want to reach out to the Ghanaian consumers that 

they obtain permission first, to make sure that their advertisement will receive the best 

response.    

 

Godin (1999); Jayawardhena, Kuckertz, Karjaluoto and Kautonen’s (2008) studies both 

suggest that when the consumer is left with a choice and a sense of control, the attitude will 

be more positive towards the advertisement and more likely to be accepted. What 

Jayawardhena, Kuckertz, Karjaluoto and Kautonen (2008) states that differs from Godin’s 

(1999) study is that there is a difference between men and women in terms of the amount of 

perceived control that is required before granting permission for the companies to send them 

advertisement. Their study showed that men have a higher demand for perceived control than 

women. This can be related and in some way compared to what our study show, men tend to 

have higher trust in the advertisement if they have accepted to receive it in advance 

(Appendix 6). 
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H4: Entertainment in the advertisement has a strong positive effect on the attitude 

towards the advertisement. 

 

Several researches have showed a result that highlights entertainment as one of the most 

important factors when it comes to consumer attitude towards mobile advertising (Koo, 2010; 

Eighmey & McCord, 1998; Scharl et al., 2005; Tsang et al., 2004; Xu, 2006). The stepwise 

multi-regression analysis that was made gave a result that showed the entertainment factor as 

the predictor variable with highest significance and effect on the Ghanaian consumers’ 

attitude towards liking the idea of using mobile advertisement. Hofstede (2014) gave Ghana a 

high value in the national cultural dimension Indulgence, meaning that countries with high 

indulgence generally show a willingness to realize their impulses and desires with regard to 

enjoying life and having fun. 

 

Scharl, Dickinger and Murphy (2005) mentioned in their research that most consumers’ have 

a natural playfulness and if this playfulness is stimulated with games and prizes, via different 

mobile advertisement methods, a high participation will be created. Looking into the Likert 

items involving the entertainment factor, with the help of a multiple linear regression analysis, 

gave a result that showed the Likert item “I would like if a company host a competition that I 

could take part of on my phone” as the one with highest B-parameter coefficient and thus 

being most significant towards the attitude of liking entertaining mobile advertisement.  

 

H5: Personally addressed advertisement will lead to a strong positive effect on the 

attitude towards the advertisement. 

 

Personalization can be perceived in different ways. Baek and Morimoto (2012) brings up the 

scenario where a consumer can become annoyed and tend to avoid those kind of messages as 

the consumer feels that their private information has been taken advantaged of and been 

threatened. The other side of personalization however, explores a more positive aspect where 

the consumer perceives the advertisement as personalized in a way that it is targeted towards 

them. Mir (2011) suggested in his research that mobile advertisement that is personalized 

towards the receiver will have a greater success in being accepted by the consumer. Xu (2006) 

indicated that this more positive attitude towards mobile advertising was due to the fact that 

the advertising was personally addressed. Fennnis and Bakker (2001) highlighted that an 

irritation towards advertisement could occur due to a high exposure of it.  

 

The result from the stepwise multiple linear regression analysis, Table 4c, gave a result that 

showed perceived personalization as the second strongest predictor variable with a B-

parameter coefficient of 0.195 and significance value of 0.006. P-value less than 5 percent 

makes the predictor variable significant. Looking into the Likert items that involved 

personalization with a multiple linear regression test, both predictor variables showed a strong 

significance where both predictor variables had a significance value of below 0.05. The two 

Likert items that was used as predictor variables gave a B-parameter coefficient of 0.392 (“It 

is likely that I follow up on mobile advertisement that is addressed with my name”) and 0.208 

(“I do not like mobile advertisement that I perceive as mass marketing”) respectively, towards 

the dependent variable (“I like advertisement that is addressed towards me”). Looking into the 

mean value of the respondents answers on the Likert items involving personalization, it could 

be seen that in the questions regarding if the respondent like advertisement that is addressed 

towards them and the question regarding the likeliness of following up on mobile 

advertisement that is addressed with their name was above average, 3.53 and 3.59 
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respectively. The third personalization categorized Likert item, which was about whether or 

not they like mobile advertisement that is perceived as mass marketing, had a mean value of 

3,02 where 3 was neutral in the scale. 

6 Conclusions and discussions 
This chapter will present the conclusions on the analysis that was made around the five 

different hypotheses and discussions around the reason for the result. Implications for 

companies and further research as well as method criticism will be discussed. 

 

It has been shown in this research that the different investigated factors have been shown to 

have different significance towards the Ghanaian consumers’ attitude towards mobile 

advertisement. The entertainment factor showed to have the strongest positive affect on the 

attitude, with personalization as the second strongest positive factor. Irritation showed to have 

a negative effect on the attitude. What should be noted is that the two factors; permission and 

usefulness, had a non-significant effect on the attitude towards mobile advertisement itself. 

Looking at each of the hypotheses that were created to answer the statement of the problem, 

following conclusion and discussion could be made. 

 

 
Figure 2. 
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H1: Perceived usefulness has a strong effect on the attitude towards mobile 

advertisement. 

 

It can be interpret from Table 4c numbers that even though certain parts of the usefulness 

factor have shown great significance in previous research, the general usefulness defined in 

this report has a weak significance with an invalid value of over 0.05 in the stepwise multiple 

linear regression test. It can also be interpret that there is a noticeable difference in Shavitt et 

al. (1998) research results and this reports results. Shavitt et al. (1998) indicated usefulness as 

one of the most important factors towards attitude while usefulness is, in this report, one of 

the least significant factors. This means that the usefulness of the advertisement will not make 

a significant change to the overall idea of using mobile advertisement amongst the Ghanaian 

consumers. It also shows a difference between when it comes to the importance of usefulness 

among Ghanaian postgraduate students’ Internet usage according to Hinson’s (2011) research 

and the Ghanaian consumers’ perceived usefulness on mobile advertisement in this study. 

While the Ghanaian postgraduate students’ show a high importance in usefulness when it 

comes to their Internet usage, it can be seen in Table 4c that perceived usefulness do not have 

the same strong effect on the attitude towards mobile advertisement among the Ghanaian 

consumers, thus making hypothesis one false. 

It should however be noted through the stepwise multiple linear regression analysis, that even 

though the factor usefulness had a low influence and low significance towards the dependent 

variable “I like the idea of using mobile advertisement”, the Ghanaian consumers demand for 

advertisement that gives them some kind of knowledge, discount or stimulating an interest 

had a good influence on the usefulness factor itself. This proves that even though usefulness 

has low significance towards the overall liking of the idea of using mobile advertisement 

when competed with other factors, it should not be totally dismissed. The larger 

generalization of the definition usefulness could in this report be holding certain minor 

categories in the usefulness factor down. What is interesting here is that the usefulness-factor 

scored a high mean value on several of the Likert items that were about the factor (Appendix 

6). 

 

H2: Perceived entertainment or perceived usefulness in an advertisement will lead to 

decreased irritation as a result of the advertisement that is first perceived as irritating. 

 

Looking at irritation in general and how it‘s negatively related to the “Idea of using mobile 

advertisement” tells us that Ghanaians are not that bothered about receiving mobile 

advertisement. This result is something the authors were expecting after observing their 

mobile phone usage and most important the observation made by us that Ghanaians are not 

used to receive physical mail in a personal mailbox as most people in the more westernized 

world. The authors believe that poor infrastructure is one of the biggest reasons for this, 

which leads to Ghanaians in a great extend lack personal mailboxes and therefore rarely 

receive any mail. Since they are not use to receive advertisement either as personally 

addressed or perceived mass marketing, we believe that they do not have the same mindset as 

Europeans for example, when finding most unwanted advertisement irritating. The second 

hypothesis in the research was based on previous scientific articles, which suggested that 

perceived entertainment and/or usefulness in an unwanted advertisement would lead to a 

decrease in irritation towards the same. The Pearson correlation test showed that both the 

factors were negatively related to irritation with a value of -.223 for entertainment and -.160 

for usefulness, the p-values were 0.001 respectively 0.016, which show a high significance. 

Even in the stepwise regression model, entertainment is shown to have a stronger effect on the 
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overall attitude towards the advertisement than irritation. This is emphasized with items 

regarding if the irritation can be decreased when the respondent find the advertisement 

entertaining or useful, even though both statements scored just above three on the Likert 

scale. We believe that these two items are not scoring higher because the Ghanaians do not 

perceive mobile advertisement as irritating to begin with. This observation seems even more 

valid due to the fact that entertainment is the biggest influencer to a positive attitude towards 

using mobile advertisement among this study's respondents. Hypothesis two should therefore 

be accepted. 

 

H3: Obtained permission for a company to send an advertisement will have a strong 

positive effect on the attitude towards the advertisement. 

 

Permission is proven in past studies to be important for companies when addressing 

advertisement to consumers. Ashraf and Kamal (2010) and Watson et al. (2013) are just some 

of the researchers that stress the importance in obtaining permission from the receivers of the 

advertisements. The stepwise multiple linear regression analysis made in this study did not 

show that  permission  is  that  important  when  compared  with  the  overall  attitude  of  the 

advertisement and competing with all the other factors. The Likert items regarding permission 

however did show two of the highest ratings in the entire survey. “I like mobile advertisement 

that I have permitted” and “(I am more likely to trust mobile advertisement I receive on my 

phone if I have permitted the company to send it to me” were those items with the highest 

ratings, which indicate that companies who wish to address Ghanaian consumers with 

promotion or advertisement can’t overlook the importance of obtained permission even 

though it was excluded in the previously mentioned regression analysis. We believe that if the 

Ghanaian consumers were used to be exposed to mobile in the same extend as us Europeans 

for example, they would find it more irritating, which probably mean that without permission, 

the advertisement is less likely to be accepted and trusted. 

 

H4: Entertainment in the advertisement has a strong positive effect on the attitude 

towards the advertisement. 

 

It is shown, not only in the results obtained in this report but also several previous researches, 

that entertainment is a factor with a strong influence on the consumers’ attitude towards using 

mobile advertising. Entertainment is an important factor amongst the Ghanaian consumers as 

it was the strongest predictor variable towards the dependent variable of liking the idea of 

using mobile advertisement. What is also interesting to look into in this research is that the 

most significant predictor variable when “I like mobile advertisement that is entertaining” is 

the dependent variable, was the Likert item that referred to respondents liking the idea that 

companies should create a competition that the respondent could participate in through their 

phones. This strengthens the result Scharl, Dickinger and Murphy (2005) obtained in their 

research, that if the natural playfulness is stimulated with games and prizes, via different 

advertising methods, a higher participation would be reached.  

One reason for the entertainment factor’s strong influence on liking the idea of using mobile 

advertisement could be the level of indulgence the Ghanaian consumer has according to 

Hofstede’s (2014) national cultural dimensions. People in a country with high score in the 

indulgence dimension usually show a willingness to realize their impulses and desires when it  

comes to enjoying life and having fun (Hofstede, 2014). By investigating the empirical data 

that have been obtained and comparing it to the national culture dimensions, we feel that there 

is a clear correlation and thus the hypothesis is strengthened, showing another proof that 
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entertainment does indeed have a strong influence on the attitude towards mobile 

advertisement among the Ghanaian consumers. Hypothesis four is for these reasons true. 

 

H5: Personally addressed advertisement will lead to a strong positive effect on the 

attitude towards the advertisement. 

 

While Baek and Morimoto (2012) brings up a more negative perceived aspect of 

personalization in their research, the results given through the multiple linear regression 

analysis indicates a positive perception of personalization amongst the Ghanaian consumers 

as Xu (2006) mentioned. This indication is shown partly by the mean values of the questions 

regarding if they like mobile advertisement that is addressed towards them, which had a value 

of 3.53 as well as the results from the stepwise multiple linear regression analysis which 

showed a strong positive influence towards the dependent variable “I like the idea of using 

mobile advertisement” with a B-parameter coefficient of 0.195.  Further on, looking at the 

mean value of the question “I do not like mobile advertising that is perceived as mass 

marketing” a visible neutral standpoint is made amongst the respondents, neglecting Fennis 

and Bakker’s (2001) result regarding an occurrence of irritation towards mobile advertising 

due to high exposure. This gets supported by the mean value of the Likert item “I find mobile 

advertisement irritating” as the respondents answers resulted in a mean value of 2.50 where 2 

was disagree on the statement, showing a curve of below average and placing the respondents 

opinions regarding if mobile advertisement is irritating in the disagree area of the scale 

(Appendix 6). 

 

It can be therefore concluded that, considering personalization was the second strongest 

predictor variable of all the factors and the overall opinion of mobile advertisement is towards 

the positive; personally addressed advertisement will therefore lead to a strong positive effect 

on the attitude towards the advertisement among our respondents. Hypothesis five is therefore 

true. 

 

6.1 Method criticism 
The authors are aware of the observations that were made for the decision to focus on 

smartphones and to do a digital questionnaire can have different point of views and opinions. 

However, the authors felt that this observation was made in such matter that it could be 

counted as relevant for the research. 

 

Even though the used questionnaire was simplified to an extent, it should be noted that some 

noise could have caused certain parts of the questionnaire to be misunderstood. Cross-cultural 

collisions such as different meanings for words and sentences could also be a factor in the 

misunderstanding. 

 

6.2 Implications and further research 
This research has shown that when creating a mobile advertisement towards the Ghanaian 

consumer, certain factors weigh heavier than others. The mobile advertisement itself should 

not only be entertaining but also be addressed to each individual Ghanaian consumer in such a 

way so that the specific consumer does not feel like one of many. 

 

Since entertainment showed to be an important factor even among the Ghanaian consumers 

and the item regarding if a company would host a competition showed to be the most 

appreciated by the respondents, it is highly recommended from the authors that companies 
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would take this in to consideration when constructing an advertisement. Items involving 

advertisement and competitions did not only show a high significance in the entertainment 

factor but also in the usefulness factor where the respondents would like if a company would 

host a competition that they could benefit from. This stresses the importance of looking into 

the possibilities in combining advertisement and amusing competitions that would benefit the 

consumers. Even though the Ghanaian consumer didn’t perceive mobile advertisement as 

highly irritating, it should not be abused as this factor as it was proven that irritation would 

lead to negative attitude towards mobile advertising We believe, the reason that irritation is 

not more negatively correlated with the attitude towards mobile advertisement is due to the 

fact that Ghanaian consumers do not have the same pre-programed mindset, towards 

advertisement, as parts of the world where direct mass marketing campaigns have been used 

more frequently. It is therefore not said that Ghanaian consumers won’t feel that unwanted 

advertisement is irritating in the future. It will become a more influential part of their lives as 

the infrastructure is improving and most importantly the vast increase in smartphones. 

 

When it comes to the factors usefulness and permission, the authors feel that these should not 

be neglected even though they had an invalid significance result in the multiple linear 

regression analysis. Reason for this is due to the fact that, looking at the mean values of the 

questionnaire, the Likert items involving these factors had a high average. Likert items such 

as “I would visit a mobile website with advertisement, if I find the content useful” and “I like 

mobile advertisement that I have permitted” both scores a high mean value, showing that 

these factors do in fact matter. It shows that even though perceived entertainment and 

perceived personalization have a higher influence on the Ghanaian consumers’ attitude 

towards mobile advertisement, permission to send advertisement as well as giving 

advertisement that is useful for the consumer will also affect the outcome. 

 

For future research, the authors feel that more factors could be investigated as well as a larger 

sample size. It is also felt that a research looking into incentive as its own factor would give a 

more broadened view of which factors that affect the Ghanaian consumer the most. Finally, 

when the most significant factors towards the attitude have been determined, actions how to 

best achieve these effects could be looked in to for a more accurate and precise marketing to 

each segment. 
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Appendicies 

All attachments that were used and referred to in the through the report can be found here. 

Appendix 1: Questionnaire 

 



 

 



 

 



 

 



 

 



 

 

 

 

 

 



 

 

Appendix 2: Excluded variables from stepwise multiple linear 

regression (Factors) 

 

Model Beta In t Sig. Partial 

Correlation 

Collinearity Statistics 

Tolerance VIF Minimum 

Tolerance 

1 

I like mobile 

advertisement, if 

I can get 

something in 

return that will 

benefit me 

(Usefulness) 

,163
b
 2,593 ,010 ,172 ,940 1,064 ,940 

        

I find mobile 

advertisement 

irritating 

(Irritation) 

-,151
b
 -2,398 ,017 -,159 ,948 1,055 ,948 

I like mobile 

advertisement 

that I have 

permitted 

(Permission) 

,101
b
 1,556 ,121 ,104 ,901 1,110 ,901 

I like mobile 

advertisement 

that is addressed 

towards me 

(Personalization) 

,187
b
 2,664 ,008 ,176 ,757 1,321 ,757 

2 

I like mobile 

advertisement, if 

I can get 

something in 

return that will 

benefit me 

(Usefulness) 

,132
c
 2,063 ,040 ,138 ,893 1,120 ,718 

I find mobile 

advertisement 

irritating 

(Irritation) 

-,154
c
 -2,493 ,013 -,166 ,947 1,056 ,723 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I like mobile 

advertisement 

that I have 

permitted 

(Permission) 

,062
c
 ,940 ,348 ,063 ,845 1,183 ,710 

3 

I like mobile 

advertisement, if 

I can get 

something in 

return that will 

benefit me 

(Usefulness) 

,115
d
 1,801 ,073 ,121 ,880 1,136 ,717 

I like mobile 

advertisement 

that I have 

permitted 

(Permission) 

,070
d
 1,072 ,285 ,072 ,843 1,186 ,701 

a. Dependent Variable: I like the idea of using mobile advertisement 

b. Predictors in the Model: (Constant), I like mobile advertisement that I find entertaining 

c. Predictors in the Model: (Constant), I like mobile advertisement that I find entertaining, I like mobile advertisement that 

is addressed towards me 

d. Predictors in the Model: (Constant), I like mobile advertisement that I find entertaining, I like mobile advertisement that 

is addressed towards me, I find mobile advertisement irritating 



 

 

Appendix 3: Stepwise multiple linear regression analysis 

(Usefulness) 
Coefficients

a
 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. Error Beta Toleran

ce 

VIF 

1 

(Constant) 1,900 ,295 
 

6,441 ,000 
  

I would download an 

application that 

contains advertisement 

if I can learn something 

from the application 

,421 ,070 ,371 6,013 ,000 1,000 1,000 

2 

(Constant) 1,602 ,301 
 

5,331 ,000 
  

I would download an 

application that 

contains advertisement 

if I can learn something 

from the application 

,311 ,075 ,274 4,125 ,000 ,823 1,215 

I would download an 

application, just to get 

beneficial promotion 

through it 

,218 ,063 ,231 3,471 ,001 ,823 1,215 

3 

(Constant) 1,236 ,333 
 

3,713 ,000 
  

I would download an 

application that 

contains advertisement 

if I can learn something 

from the application 

,228 ,082 ,201 2,774 ,006 ,680 1,470 

I would download an 

application, just to get 

beneficial promotion 

through it 

,199 ,063 ,211 3,184 ,002 ,810 1,234 

I would visit a mobile 

website that includes 

advertisement, if I find 

the main content useful 

,192 ,079 ,168 2,445 ,015 ,751 1,331 

a. Dependent Variable: I like mobile advertisement, if I can get something in return that will benefit me 

 



 

 

Appendix 4: Correlation (Permission) 

 

  
I like mobile advertisement that I have 

permitted 

I like mobile 
advertisement that I 
have permitted 

Pearson Correlation 1 

Sig. (2-tailed)   

N 229 

I do not like mobile 
advertisement that I 
have not agreed on 

Pearson Correlation ,342
**
 

Sig. (2-tailed) ,000 

N 229 

   
I am more likely to 
trust mobile 
advertisement I 
receive on my phone, 
if I have permitted the 
company to send it to 
me 

Pearson Correlation ,496
**
 

Sig. (2-tailed) ,000 

N 229 

I would give out my e-
mail address to a 
company to get mobile 
advertisement and 
promotions through it 

Pearson Correlation ,078 

Sig. (2-tailed) ,242 

N 229 

I would give out my 
phone number to a 
company to get mobile 
advertisement and 
promotions through it 

Pearson Correlation ,174
**
 

Sig. (2-tailed) ,008 

N 228 

I never trust mobile 
advertisement I 
receive on my phone, 
if the company hasn’t 
gotten permission to 
send it 

Pearson Correlation ,223
**
 

Sig. (2-tailed) ,001 

N 229 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 



 

 

Appendix 5: Multiple linear regression analysis (Permission) 
Coefficients

a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 1,317 ,302  4,358 ,000   

I am more likely to 

trust mobile 

advertisement I 

receive on my phone, 

if I have permitted the 

company to send it to 

me 

,450 ,058 ,447 7,716 ,000 ,913 1,095 

I do not like mobile 

advertisement that I 

have not agreed on 

,212 ,050 ,255 4,259 ,000 ,854 1,170 

I never trust mobile 

advertisement I 

receive on my phone, 

if the company hasn’t 

gotten permission to 

send it 

,026 ,054 ,029 ,482 ,630 ,836 1,196 

I would give out my e-

mail address to a 

company to get 

mobile advertisement 

and promotions 

through it 

,000 ,049 ,000 -,003 ,998 ,970 1,031 

a. Dependent Variable: I like mobile advertisement that I have permitted 



 

 

Question Male Female Total

I like mobile advertisement, if I can get something in return that will benefit me 3,63 3,54 3,58

I want to engage in mobile campaigns (such as a competition or similar) if there is something in it for me 3,32 3,22 3,27

I would visit a mobile website that includes advertisement, if I find the main content useful 4,07 3,87 3,97

I would download an application, just to get beneficial promotion through it 3,26 3,51 3,39

I would download an application that contains advertisement if I can learn something from the application 4,04 3,95 3,99

I would download and use an application that allowed me to choose my own interests and receive advertisement according to them. 3,71 3,68 3,69

I find mobile advertisement irritating 2,48 2,53 2,50

Irritation caused by mobile advertisement will lead to a negative attitude towards the advertisement. 3,25 3,17 3,21

I get less irritated from mobile advertisement that is unwanted, if I find the advertisement useful 3,07 3,44 3,26

I get less irritated from mobile advertisement that is unwanted, if I find it entertaining 3,36 3,24 3,30

I would like to receive mobile advertisement from a company that I patronize with 3,92 3,87 3,89

Receiving mobile advertisement that I have not asked for can still be a positive experience for me if I patronize with the brand/product/service 3,55 3,48 3,51

Receiving a coupon on my phone for a free sample from a Brand/product I patronize with would most likely lead to taking part of the offer 3,64 3,68 3,66

Receiving a coupon on my phone for a free sample from a Brand/Product will most likely lead to taking part of the offer 3,72 3,61 3,52

I do not like mobile advertisement that I have not agreed on 3,55 3,32 3,43

I like mobile advertisement that I have permitted 3,97 3,88 3,93

I am more likely to trust mobile advertisement I receive on my phone, if I have permitted the company to send it to me 3,98 3,97 3,98

I never trust mobile advertisement I receive on my phone, if the company hasn’t gotten permission to send it. 3,51 3,47 3,49

I don’t trust mobile advertisement I receive on my phone if I have not permitted the company to send it to me, even if I patronize with the brand 3,37 3,26 3,32

I would give out my e-mail address to a company to get mobile advertisement and promotions through it 3,13 3,07 3,10

I would give out my phone number to a company to get mobile advertisement and promotions through it 2,75 2,77 2,76

I like mobile advertisement that I find entertaining 3,73 3,76 3,75

I would share a mobile website because it’s funny 3,03 3,39 3,21

I enter mobile websites just because they are funny even if they contain advertisement 2,77 2,89 2,83

I use mobile apps because they are funny and entertaining 2,99 3,15 3,08

I would like if a company host a competition online which I can take part of through my phone 3,59 3,62 3,61

I like mobile advertisement that is addressed towards me 3,63 3,44 3,53

It is likely that I follow up on mobile advertisement that is addressed with my name. 3,49 3,68 3,59

I do not like mobile advertisement that I perceive as mass marketing 2,98 3,06 3,02

I am used to receiving “offline” advertisement such as physical mail at my doorstep or to the post office 2,33 2,34 2,33

I dislike physical advertisement that I have not asked for 3,29 3,10 3,19

I would download an App that a company I patronize with, recommends for me 3,56 3,65 3,61

I would download an application that a friend recommends to me 3,88 3,99 3,94

I would appreciate if a company I patronize with made advertisement through YouTube 3,42 3,18 3,29

I find it irritating when there is advertisement on YouTube 2,53 2,26 2,39

I rather receive mobile advertisement on Facebook than any other media through my phone 3,00 3,06 3,03

I rather receive mobile advertisement on WhatsApp/Telegram or similar Application than any other media through my phone 3,20 3,24 3,22

I rather receive mobile advertisement on Twitter than any other media through my phone 2,41 2,07 2,23

I would like to download an application (for free) to receive the majority of my advertising through that 3,62 3,69 3,66

I don’t mind if an Application I downloaded contains a lot of advertisement if the use of it makes up for the disturbance 2,87 2,74 2,80

I like the idea of using mobile advertisement 3,53 3,45 3,49

Mean value

Appendix 6: Display of mean value for every Likert item 
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