
CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
For over a century, there has been a drastic growth in the wireless communication industry, as there is a clear shift from the fixed telephone system to the more flexible but robust wireless mobile communication. In his mission to realize what occurs in his quick and wireless conditions, man has invented better, quicker, less expensive and compelling methods for sharing thoughts and data. He found that encounters or thoughts can be transmitted through writing on farm implement, dividers of caverns, applying gun shots, smoke and bush burning, rather than interpersonal or face-to-face approach alone to deliver messages.
With the progression of time, there developed numerous ways or images for recording history and encounters. For the avoidance of confusion and uncertainty, man blended these different composition images used in various societies into alphabets so that ideas and information were now represented through the combination of various letters of the alphabet. In the 1440s, the development of portable type by Johannes Gutenberg revolutionized human communication which prompted the large scale manufacturing (printing) of these data and thoughts on flyers, books, daily paper and other lucid material for mass utilization. In this way, the innovation of the broadcast (Morse code) by Samuel Morse in the 1830s paved the way for fax and telephone.
Telephone which was a wired gadget utilized mainly for voice calls and extremely massive to be conveyed about has moved toward becoming scaled down, wireless and portable through the development in technology. As a matter of fact, technology has changed the status of telephone from family property that is constantly kept at a central sitting room to wireless hand-held mobile object owned by many people. Khalil, Dongier and Qiang (2009) observed that telephone has seen an extraordinary increment in access because of wireless technologies and liberalization of telecommunication market. Analogous and crude telephony has given way for digitalized one known as Global System for Mobile (GSM), cell phone or mobile phone. Mobile phone is a short range electronic device used for mobile voice or data communication over a network of specific base stations known as cell sites (Wilson and Gapsiso, 2009:106).
Nigeria joined the league of mobile phone users in 2001 following the introduction of the Global System of Mobile Communication (GSM) locally and ever since then ownership and subscription of GSM has steadily been on the rise. Taiwo (2010) reported 59 million Nigerian subscribers by 2009; 100 million by June, 2012 (Okereocha, 2012 as cited in Ossai-Ugbah, 2012); 117,412,363 million active GSM lines as at June 2013 (Nigerian Communication Commission, 2013); and 187,947,397 connected mobile phones as at January 2015 (Nigerian Communication Commission, 2015). The spread has been so rapid that Team (2013) projected 7.3 billion subscriptions more than the world population in 2014. Ownership of these phones in Nigeria thus has become pre-eminent and predominant communication factor (Elegbeleye, 2005).
The increasing rate of mobile phone usage has presented new delivery platform to both marketers and advertisers. As the popularity of mobile devices increases, mobile advertisements also increase. Ahonen (2008) rightly observed that: "the effect of mobile phones to correspondence is enormous and that communication is shifting away from voice call to cell phone messaging” www.jasondaponte) or what is prominently called Text Messaging. Text messaging is a package or facility on mobile phone that allows the user to generate and send message using alphanumeric buttons on the phone key pad. Text messaging often called SMS (short message service) is used to send messages to friends or relations known to the sender. But it becomes unsolicited or bulk message when messages are sent to many persons not known to the sender.         
Unsolicited text message is that message that comes into our mobile phone from an unknown sender. Such messages are usually sent to many other individuals. It is either sent directly or indirectly. It is direct when the phone beeps to indicate the entrance of a message (this includes MTN flash), while it is indirect when the phone user sees the message when he loads recharge card or checks his credit balance. Most often the message borders on purchase (advertisement), voting a candidate and creation of awareness among others.This type of messaging is done in such a way that the whole people on the same network get the same information at the same time (or different times depending on one’s location and position of the phone i.e. whether it is on or off). Sometimes receivers can be fragmented according to cell sites or areas covered by a particular mast. That is, the message can target the people in a particular street by sending the message to the mast that covers the street. This type usually comes from service provider or mobile phone network owner. Some use computer software to generate random phone numbers and send.
Unsolicited text messaging is very much here with us, but we are unconscious of it even though we are influenced by it. During elections, mobile phones are used for campaign. Text messages about a candidate are sent to the electorate with the aim of influencing their voting choice. These days, people are asked to text a particular number to a channel (often represented with figures like 33022, 6621, etc) to subscribe to a service, take part in a lottery, change their ringing tone, take part in who wants to be a millionaire game show and a host of others. As a result, many youths have their caller’s tunes changed to music, motivational talk or prayers; many have also played away huge sums of money through mobile phone lotteries. Khalil, Dongier and Qiang (2009) said that mobile phone now represents the world’s largest distribution platform.Communication through text messaging is peculiar in some ways. Mobile phone is a personal device and as such any message sent through it is expected to get to over 97% of its target audience directly.
1.2	Problem Statement
Mobile phone emerged as a personal device for sending and receiving voice calls and short messages between friends/relations separated by distance. Mobile phone is portable, personal and offers privacy. Unsolicited SMS and service subscription have continued to define and pollute the relationship between telecommunication service providers and their customers in Nigeria. On a regular basis, customers receive unsolicited messages persuading them to subscribe to new services for a fee. In most cases, such messages come with a promise to meet the unsatisfied need of a customers which Okoro (2013) argues is the hallmark of advertising.Customers are being forced to receive such messages without their prior instruction or consent, which also forces them to spend valuable time to view, read and delete such messages from their mail boxes. The use and abuse of unsolicited text messages and service subscription is spreading rapidly with sometimes negative implications.
With all these, neither mobile phone users nor the regulatory body see these text messages as having influence on the attitude/behavior of people, which in some circumstances may be negative. This can be seen from the way the whole mobile phone service providers go into lottery, promotion of products, ideas or services. The use and abuse of unsolicited text messages is spreading rapidly with sometimes, negative implications.  In this light, this study sought to investigate how people react to these unsolicited messages as well as whether such messages has any influence on the recipient through a case study of students in selected departments in the University of Ilorin.
1.3	Aims and Objectives of the Study
The aim of this study is to identify the opinions, and reactions of customers towards unsolicited SMS and service subscription on mobile phones.
The aim of this study will be achieved by the following objectives:
1. To identify types of unsolicited SMS and service subscription received by customers.
2. To determine subscribers’ attitude towards unsolicited SMS and service subscription.
3. To ascertain subscribers’ perceived benefits and nuisances of unsolicited SMS and service subscription.
4. To ascertain customers’ follow up actions against Unsolicited SMS and service subscription received on mobile phones. 
5. To identify network that customers’ consider most to be negligent, compromising, or at fault concerning Unsolicited SMS and Unsolicited service subscription.
6. To ascertain customers’ level of satisfaction with mobile network services and availability of the mobile networks.

1.4	 Research Questions
The study mainly aims to answer the following questions:
i. What are the types of unsolicited SMS and service subscription received by customers?
ii. What are subscribers’ attitudes towards unsolicited SMS and service subscription?
iii. What are subscribers’ perceived benefits and nuisances of unsolicited SMS and service subscription? 
iv. What are customers’ follow up actions against unsolicited SMS and service subscription received on mobile phones?
v. What network do subscribers’ consider most to be most negligent, compromising or at fault concerning unsolicited SMS and service subscription.
vi. What are subscribers’ level of satisfaction with mobile network services and availability of the mobile network.  

1.5		Scope of the Study
The population scope of this study is limited to students of the Faculty of Communication and Information Sciences, Faculty of Management Sciences, and Faculty of Law. This is due to the difficulty in examining all faculties of the university.
1.6		Limitation of the Study
i. The study is limited to the following Network Service Providers: MTN, 9MOBILE, GLO and AIRTEL.
ii. Time constraint: The researcher will be simultaneously engaged with other academic work. This will make the time available for the research work relatively short.

1.7	Significance of Study
As the growth of subscriber and messaging volumes continue, unsolicited messages and services subscription becomes more frequent and must be addressed. The innumerable text messages and service subscriptions without a customer’s consent at all times is a violator of his fundamental right to the privacy of his telephone conversations, correspondence, his person,  telephone line and telephone message inbox according to section 37 of the Nigerian constitution.
One of the biggest sources of unsolicited messages sent to mobile phone users is number harvesting carried out by internet sites offering free ring tone download, users must provide their phone number, which in turn is used to send frequent advertising messages to the phone. Once again, lack of user awareness is exploited. With this study, the opinions and reactions of customers to unsolicited SMS and service subscription would be gathered. This study will further explore other benefits that include:
i. Reduction of degraded network performance: SMS traffic can deplete the network and thus can potentially cause dropped calls and other network performance degradation. Network performance would be boosted if unsolicited SMS and service subscription is reduced.
ii.  Increase in Quality of user experience: The reduction of Unsolicited SMS and service subscription will increase the Quality of user experience leading to the reduction of customers’ complaints.

1.8	Operational Definition of terms

Unsolicited Text Messages (UTM): Unsolicited text message is that message that comes into our mobile phone from an unknown sender. Such messages are usually sent to many other individuals. Most often, the message bothers on purchase (advertisement), voting a candidate and creation of awareness among others. Customers are being forced to receive such messages without their prior instruction or consent, which also forces them to spend valuable time to view, read and deletes such messages from their mail boxes.

Unsolicited Service Subscriptions (USS): Unsolicited service subscriptions are services a mobile network user is automatically signed up for. These kinds of services were never opted in for in the first place. Sometimes, a customer realizes a deduction in his airtime, receiving a message from code 361 which reads “Hello your Video-store subscription has been renewed. Service costs N20/day. To download videos click http://videostore.ng. To unsubscribe, texts STOP to 6363. This automatic subscription only helps to compound the frustration experienced by customers.
Attitude to UTM and USS: An attitude in marketing terms is defined as a general evaluation of a product or service formed over time Solomon (2008). An attitude satisfies a personal motive and at the same time, affects the shopping and buying habits of consumers. Perner (2010) defines consumer attitude simply as a composite of a consumer’s beliefs, feelings, and behavioral intentions toward some object within the context of marketing. A consumer can hold negative or positive beliefs or feelings toward Unsolicited Text Messages and Service Subscriptions.
Customer preferences for Mobile Networks: Customer preferences means to select an option among mobile networks that has the greatest anticipated value among a number of options by the customer in order to satisfy his/her needs or desires.
Customer satisfaction with Mobile Networks: Kotler (2006) observed that satisfaction is a person's feelings of pressure or disappointment resulting from product's perceived performance (outcome) in relation to his or her expectations. Customer satisfaction is the level of a person's felt state resulting from comparing a product's perceived performance (outcome) in relation to the person's expectations.











CHAPTER TWO
LITERATURE REVIEW
2.1		This chapter addresses the literature review on Customers reactions and opinions to Unsolicited Text Messages (UTM) and Service subscriptions on mobile phones. It started with the review of the development of telecommunications in Nigeria, different mobile network operators in Nigeria, regulatory framework of mobile network operators, types and forms of mobile advertisement. It also reviews type of Unsolicited Text Messages in Nigeria and other countries, curbing the menace of Unsolicited Text Messages and Service Subscriptions and also codes to unsubscribe from them.
2.2	Telecommunications Development in Nigeria
Telecommunication services in Nigeria could be traced back to the colonial era when the colonial masters had to establish communication services with their home government in London. Since then, Nigeria has witnessed positive transformation in the telecommunications sector, though with little or nothing to contribute to the hardware development. Nigeria is today credited with the fasted growing telecommunications sector in the world. Provision of these facilities, however, has been concentrated in the urban communities, thus leaving the rural ones to grapple with low access to telecommunication services. 
Telecommunications development in Nigeria can be divided into two main eras: the colonial era and post-colonial era; the latter could be sub-divided into decades or according to the country’s Development Plans. Nigeria had a slow start during the colonial era, with the first serious attempt to plan telecommunication services coming with the 1955-1962 Development Plan. Development was slowed down during the Civil War of 1967-1970. A giant leap was however taken with the introduction of the Global System for Mobile Communications (GSM) services in 2001. Nigeria currently has the highest rate of telecommunications development, particularly in terms of rate of increase in subscriber base of mobile services.

2.2.1	The Colonial Era
Telecommunications development in Nigeria dates back to the British colonial era when the Post and Telegraphs (P&T) Department came into existence in 1851 as a small postal organization under the British Postmaster General. The internal telecoms arm was established in 1885 with the introduction of the key-sounder system which was for the exclusive use of the colonial masters. However, a cable connection between Lagos and the Colonial Office in London marked the beginning of the actual telecommunications development plan. By 1893, government offices in Lagos were provided with telephone services, which were later extended to Ilorin and Jebba. The first commercial trunk telephone service was established between Itu and Calabar in the South-Eastern Nigeria in 1923. Between 1946 and 1952, a three-channel carrier system was commissioned between Lagos and Ibadan; this was later extended to Oshogbo, Kaduna, Kano, Benin and Enugu. During the same period, the London Colonial Office was connected to Lagos and other commercial centers (Ajayi et al, 1996).
The 1955-1962 National Development Programme saw Nigeria taking the first serious attempt at planning telecoms services by providing trunk expansion using VHF multi-channel radio system and a microwave link between Lagos and Ibadan. This marked an improvement over the unshielded twisted pair (UTP) cable which had earlier formed the main transmission medium. Between 1955 and 1960, Strowger telephone exchanges were installed into the national network at Lagos Island, Ikeja, EbuteMetta, Apapa and Port Harcourt to replace the pegboard switching system, thus marking the beginning of automatic switching in Nigeria. In addition, a Subscriber Trunk Dialing (STD) system was introduced between Lagos and Ibadan by 1960. These evolved from the small-to-medium capacity VHF and UHF radio transmission systems introduced around 1955. As at the time of Nigeria’s independence in 1960, automatic telephone exchanges had been established at the main centers, with a subscriber trunk dialing (STD) system introduced between Lagos and Ibadan.


2.2.2	Telecoms Development in the Post-Colonial Era
Nigeria gained independence from the British colonialists in October 1960 and subsequently became a Republic in October 1963. This gave the country the opportunity to take their destiny in their own hands. Nigeria was therefore able to embark on periodic national development plans.

2.2.3	Telecoms Development in 1960s	
Telecoms development in the post-colonial era (i.e. 1960s onward) featured in each of the 5-year development plans. All along, the Department of P&T, under the Ministry of Communications, had been regulating telecoms network operation and service provisioning. 1960s focused on expansion of the existing network. Unfortunately, the specific telecoms target could not be met, no thanks to the Nigerian Civil War between 1967 and 1970. Nonetheless, about 26,000 telephone lines were added out of the targeted 60,000. Microwave transmission system was also installed, linking Lagos, Ibadan, Enugu, Benin and Port Harcourt. Preliminary works towards the establishment of Nigerian External Telecommunications (NET) Limited started before the end of 1960s.
2.2.4 Telecoms Development in 1970s
The 1970-1975 Development Plan focused on the reconstruction and rehabilitation of the telephone equipment that were damaged during the civil war of 1967-1970. The plan to improve on the system was however bugged by underfunding; hence, only national telex network was completed. The most ambitious Development Plan was that of 1975-1980 which was aimed at increasing telephone facilities from 50,000 to 750,000. There was also the plan to introduce DOMSAT, the domestic satellite system aimed at providing TV and sound broadcasting and telephony. Among the achievements during this period were:
· Provision of 177 telephone exchanges and 29 mobile exchanges;
· Increasing telephone lines from 52,000 to 241,000;
· Completion of the second Nigerian Domestic Satellite (DOMSAT) earth station project;
· Installation of the second antenna at Lanlate satellite earth station to increase global coverage;
· Installation of the International Telephone Switching Centre (ITSC) at NECOM House;
· Provision of a new microwave link between Lagos and Cotonou; and,
· Computerization of telex, telegraph and data switching centers at the NECOM House.
It is worth mentioning that work also started on the disastrous aerostat balloon project. In addition, proliferation of different technologies from different countries made procurement of spare parts difficult and manpower training complicated. Due to bad planning, there was shortage of operation and maintenance (O & M) manpower as well as lack of coordination between project management and implementation.
2.2.5	Telecoms Development in 1980s
The 1980-1985 National Development Plan was essentially aimed at completing all outstanding projects carried over from the previous one. The Plan was designed  to provide a total of 370,550 additional telephone lines, a terrestrial toll and trunk transmission network to link all switching countries scattered all over the country and about 9,000 lines via the Telex/Gentex exchanges. The target was an increase in the number of installed telephone lines to 612,000.
During the Plan period, the telecoms arm of the Department of P&T was merged with the Nigerian External Telecommunications (NET) in 1985 to form the Nigerian Telecommunications Limited (NITEL) expected to administer both internal and external telecoms services in Nigeria. However, NITEL, as the only telecommunications provider in the country, faced many challenges, among which were (Onyedibe, 2004):
· Poor financing as, for example, only 35% of the expected expenditure was provided in the 1962-1968 First National Development Plan, with only 40% of the expected 60,000 telephone lines added to the network;
· Inadequate capacity
· Poor maintenance attributed to such factors as lack/inadequate supply of tools, text equipment and materials, poor maintenance organization and poor work attitude of maintenance personnel;
· Vandalism of infrastructure and equipment which leads to prolonged interruption in the provision of telecommunications services;
· Poor management structure arising from NITEL Board Members serving political interests rather than professional interests.
2.2.6	Telecoms Development in 1990s
In 1992, government started initiating partial liberalization reform of the telecoms sector. However, NITEL was holding monopoly over basic telecoms services in Nigeria till mid-1990s. Decree 75 of 1992 established the Nigerian Communications Commission (NCC) as a regulator for the telecoms sector, thus partially liberalizing the telecommunications industry. NCC became operational in 1993. As the independent regulatory authority for the telecoms sector, NCC’s objectives were to:
· Create an enabling regulatory environment to facilitate the supply of telecoms services and facilities;
· Facilitate the entry of private entrepreneurs into the telecoms market;
· Promote fair competition and efficient market conduct among all players in the industry; and,
· Establish the Universal Service Fund (USF) to promote the widespread, availability and usage of network services and applications services throughout Nigeria.
By 1995, 42 licenses were issued for various services, including consumer premises equipment, (CPE), payphones, DOMSAT links, cellular telephony, local community telephones, value-added services and cabling. By 1997, a total of 28 companies were licensed by NCC to provide various forms of telecoms services, though NITEL still remained the only national carrier. By 1999, about 400,000 of the installed capacity of 700,000 lines became active. However, the then military government’s intervention with NCC regulation, coupled with policy inconsistencies, slowed down growth.
The new civilian government of 1999 opted for full reform of the telecoms industry in order to eliminate misuse of monopoly power by NITEL, improve services, increase sector efficiency via competition, encourage innovation and extend services to underserved and unserved areas of the country. The reform started with the cancellation of all operating licenses issued by NCC as most of the 34 licenses were issued to friends and colleagues that did not need them, thus leading to more licenses than the available spectrum. In December 1999, a new National Telecommunications Policy was unveiled. The Policy formed a blueprint for full liberalization of the telecoms market. 
2.2.7	Telecommunications Development in the New Millennium
The new National Telecommunications Policy was officially published and launched in September 2000. The Nigerian government, with the new National Telecoms Policy which included universal telecoms access and services, encouraged foreign investment and inflow of capital and equipment through elimination of restriction level of foreign equity participation, reduction in level of import duties and on telecoms equipment from 25% to 5% in August 2001 for two years. This facilitated the introduction of several telecoms services and licenses which included
1. Fixed telephony
1. Cellular mobile telephony
1. Long distance transmission
1. Global Mobile Personal Communication Services (GMPCS)
1. International data access
1. High Speed Data Transmission
1. Value added services
1. Internet service
1. Unified Access Service License (UASL)
The UASL is a technology that takes advantage of technology convergence, thus enabling license holder to offer a variety of services, such as voice, data, and ISP, amongst others.
 In 2001, licenses were granted to three digital GSM operators: MTN, EWL and MTEL. Some fixed wireless operators (e.g. Intercellular) were also licensed. The incumbent operator, NITEL, was also licensed as the only national carrier. However, an attempt to privatize NITEL failed. Nigeria’s telecommunications industry enthusiastically welcomed the licensing of Globacom Ltd as the second national operator in August 2002 to compete with NITEL. The license was awarded by NCC at a cost of US$200m, thus making huge revenue to the Federal Government. Globacom launched its mobile service in August 2003.
In 2003, the Nigerian Communications Act (NCA) repealed the NCC Act of 1992 and re-established independence of NCC with increased regulatory power. The Act also developed a new Spectrum Plan for Nigeria.
2.3	Mobile Network Operators in Nigeria
As at Sept 2014, Nigeria has over 134,507,196 mobile telecommunications subscribers, The GSM operators taking majority of these subscribers. The giant GSM operators in Nigeria are mainly MTN, GLO, Airtel and 9Mobile which are currently taking over 90% share of the market. These GSM operators in Nigeria have in excess of over 120,000,000 active subscribers.  Here are the top GSM /Mobile network Operators in Nigeria.
2.3.1	MTN Nigeria: MTN Nigeria is part of the MTN Group, Africa’s leading cellular telecommunications company. On May 16, 2001, MTN became the first GSM network to make a call following the globally lauded Nigerian GSM auction conducted by the Nigerian Communications Commission earlier in the year. Thereafter the company launched full commercial operations beginning with Lagos, Abuja and Port Harcourt.
Since launch in August 2001, MTN has steadily deployed its services across Nigeria. It now provides services in 223 cities and towns, more than 10,000 villages and communities and a growing number of highways across the country, spanning the 36 states of the Nigeria and the Federal Capital Territory, Abuja. Many of these villages and communities are being connected to the world of telecommunications for the first time ever. MTN Nigeria is currently the biggest telecommunication service provider in Nigeria with over 61,280,293 subscribers nationwide as at November 2017.
2.3.2	GLO Nigeria: GLO, fully known as Globacom Limited is one of Africa’s fastest growing telecommunications company. GLO is owned by the Mike Adenuga Group a business mogul in Nigeria. Globacom is one of the markets leading mobile telecommunications/service provider in Nigeria. Globacom operates in Nigeria, the Republic of Benin and Ghana. It also acquired licenses to operate in the Ivory Coast. It is one of the fastest growing mobile service providers in Africa, with a total of 37,268,483 subscribers nationwide as at November 2017.
2.3.3 	AIRTEL Nigeria: BhartiAirtel Limited is a leading global telecommunications company with operations in 20 countries across Asia and Africa. With headquarters in New Delhi, India, the company ranks amongst the top 5 mobile service providers globally in terms of subscribers. In India, the company’s product offerings include 2G, 3G and 4G services, fixed line, high speed broadband through DSL, IPTV, DTH, enterprise services including national & international long distance services to carriers. In the rest of the geographies, it offers 2G, 3G mobile services. BhartiAirtel had over 264 million customers across its operations at the end of July 2012. Airtel Nigeria currently occupies the 3rd position in terms of number of active subscribers in Nigeria with a total of 33,376,556 as at November 2017.
2.3.4 ETISALAT (9MOBILE) Nigeria: Established in the UAE in 1976, Etisalat has over its 35 years of experience, pioneered various innovative technologies in emerging markets and extended the reach of millions of subscribers globally. Emerging Markets Telecommunication Services (EMTS), trading as Etisalat, is a Nigerian company duly incorporated under the laws of Nigeria in partnership with Mubadala Development Company and Etisalat of the United Arab Emirates. Incorporated in Nigeria as a private company, it acquired the Unified Access License from the Federal Government in January 2007. The license includes a mobile license and spectrum in the GSM 1800 and 900 MHz bands. Etisalat acquired a 40% stake in EMTS and is now the operator of the Unified Access License. Etisalat has been the telecommunications service provider in the United Arab Emirates since 1976 and has footprints in 18 countries traversing the Middle East, Asia and Africa. 
In Nigeria, Etisalat made the first official call on its network on 13 March 2008 in the presence of officials from the Nigerian Communications Commission (NCC) and the Senate of the Federal Republic of Nigeria. In September of same year, it kicked off commercial operations with the innovative 0809uchoose campaign which enabled Nigerians choose numbers special to them as their mobile numbers. Full commercial operations began in October 2008 with total subscribers of 22,210,315 as at October 2017.
2.4 Percentage Market Share
2.4.1	Percentage Market Share by Network Operators in Nigeria
As at November, 2017 the Mobile GSM Operators recorded a total of 141,900,405 active voice subscriptions. A further break down shows that MTN; GLO; 9MOBILE & AIRTEL respectively had 51,414,345; 37,467,184; 17,075,813; 35,943,063 active voice subscriptions thereby indicating that MTN; GLO; 9MOBILE & AIRTEL each had 36.23%; 26.40%; 12.03% & 25.33% share of the Mobile GSM market.
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Figure 2.1 Market Share by Network Operators in Nigeria (Data source: NCC 2017)

2.4.2	Percentage Market Share by Technology in Nigeria
This shows what percentage of subscribers are utilizing telecommunications services per the various technologies/standards currently deployed in Nigeria i.e. GSM, CDMA and Fixed Wired/Wireless technology. As at November, 2017 the Mobile (GSM), Mobile (CDMA), Fixed (wireless/wired), VoIP recorded 99.7%, 0.15%, 0.09%, and 0.04% in technology. This indicates that Mobile (GSM) has the highest share in the technology market.
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Figure 2.2 Market Share by Technology in Nigeria (Data source: NCC 2017)

2.5	Mobile Subscribers Teledensity 
Figure 2.3 shows the sum total of all active telephony subscribers and teledensity as calculated on monthly and annual basis. Teledensity is defined as the number of active telephone connections per one hundred (100) inhabitants living within an area and is expressed as a percentage figure.
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Figure 2.3 Mobile Subscribers Teledensity (Data source: NCC, Dec 2016-Nov 2017)
Teledensity is calculated based on a national population of  140 million. According 2006 Last Census Population Figures.

2.6	Regulatory Framework of Mobile Network Operators in Nigeria.
2.6.1	Nigerian Communications Commission
The Nigerian Communications Commission is the independent National Regulatory Authority for the telecommunications industry in Nigeria. The Commission is responsible for creating an enabling environment for competition among operators in the industry as well as ensuring the provision of qualitative and efficient telecommunications services throughout the country. According to NICI policy (2003), the Nigerian Communications Commission was established by the government decree number 75 of 1992 to regulate the telecommunication industry, to ensure the provision of adequate, effective and efficient telecommunication service. It has also issued licenses to a number of companies for various telecommunication undertaking. Today, NCC has licensed four GSM service providers. However, the following are the current Laws and regulations, guidelines, and other related documents guiding telecommunications management and operations in Nigeria, they are: 

•The Nigerian Communications Act 2003 

•The Wireless Telegraphy Act 1990 

The Nigerian Communications Act 2003 was signed into law by the then President on the 8th of July 2003 after being passed by both Houses of the National Assembly. The Act strengthens the capacity of the NCC to properly carry out its Regulatory Activities. 

2.6.1.1 Functions of the Nigeria Communications Commission.

· The facilitation of investments in and entry into the Nigerian market for provision and supply of communications services, equipment and facilities. 

· The protection and promotion of the interests of consumers against unfair practices including but not limited to matters relating to tariffs and charges for and the availability and quality of communications services, equipment and facilities. 

· Ensuring that licensees implement and operate at all times the most efficient and accurate billing system. 


· The promotion of fair competition in the communications industry and protection of communications services and facilities providers from misuse of market power or anti-competitive and unfair practices by other service or facilities providers or equipment suppliers. 

· Granting and renewing communications licenses whether or not the licenses themselves provide for renewal in accordance with the provisions of this Act and monitoring and enforcing compliance with license terms and conditions by licensees. 

· Fixing and collecting fees for grant of communications licenses and other regulatory services provided by the Commission. 
· The development and monitoring of performance standards and indices relating to the quality of telephone and other communications services and facilities supplied to consumers in Nigeria having regard to the best international performance indicators. 

· Management and administration of frequency spectrum for the communications sector and assisting the National Frequency Management (NFM) Council in developing a national frequency plan. 

· Proposing, adopting, publishing and enforcing technical specifications and standards for the importation and use of communications equipment in Nigeria and for connecting or interconnecting communications equipment and systems. 

· The formulation and management of Nigeria’s inputs into the setting of international technical standards for communications services and equipment. 


· Examining and resolving complaints and objections filed by and disputes between licensed operators, subscribers or any other person involved in the communications industry, using such dispute-resolution methods as the Commission may determine from time to time including mediation and arbitration. 


2.6.2	Customer Protection Council (CPC)
The CPC is a Parastatal of the Federal Government of Nigeria, supervised by the Federal Ministry of Trade and Investment. Though it was established by Act No. 66 of1992, it commenced operations only in 1999, when its institutional framework was put in place. Their mandate requires elimination of hazardous products from the market, provision of speedy redress to consumers complaints, undertaking campaigns which will lead to increased consumer awareness, ensuring that consumers interest receive due consideration at the appropriate forum, and encouraging trade, industry and professional associations to develop and enforce in their various fields quality standards designed to safeguard the interest of consumers. 
2.6.2.1	Functions of CPC
· Providing speedy redress to consumers complaints through negotiation, mediation and conciliation; Seeking ways and means of removing from the markets hazardous products and causing offenders to replace such products with safer and more appropriate alternatives; Publishing from time to time list of products whose consumption and sale have been banned, withdrawn, severally restricted or not approved by the Federal Government.

· Causing an offending company, firm, trade association or individual to protect, compensate, provide relief and safeguards to injured consumers or communities from adverse effects of technologies that are inherently harmful, injurious, violent or highly hazardous; organizing and undertaking campaigns and other forms of activities that will lead to increased public consumer awareness.
· Encouraging trade, industry and professional associations to develop and enforce in their various fields, quality standards designed to safeguard the interest of consumers; issuing guidelines to manufacturers, importers, dealers and wholesalers in relation to their obligation under the CPC enabling law.

· Encouraging the formation of voluntary consumer groups or associations for consumers’ wellbeing; Ensuring that consumers’ interest receive due consideration at appropriate fora and providing redress to obnoxious practices or the unscrupulous exploitation of consumers by companies, firms, trade associations or individuals.
· Registering and monitoring products, services and sales promotions in the market place.

2.6.3	Consumer Code of Practice

The Consumer Code of Practice Regulations, under the Nigerian Communications Act (2007) forbids unsolicited adverts. Section 20 of the code state thus: No Licensee shall engage in unsolicited telemarketing unless it discloses:
i. at the beginning of the communication, the identity of the Licensee or other person on whose behalf it is made and the precise purpose of the communication.

ii. during the communication, the full price of any product or service that is the subject of the communication.

iii.  that the person receiving the communication shall have an absolute right to cancel the agreement for purchase, lease or other supply of any product or service within seven (7) days of the communication, by calling a specific telephone number (without any charge, and that the Licensee shall specifically identify during the communication) unless the product or service has by that time been supplied to and used by the person receiving the communication.
2.7	Services offered by Mobile Operators in Nigeria
· Phone Services
· Internet
· Voicemail
· Data Services
· Mobile Advertising (SMS and Voice calls)
2.8	Mobile Advertisement
As the mobile technology advances, its functions are also evolving to accommodate the demands of consumers. One of the emerging trends in mobile communication is mobile advertising. The advent of GSM has paved the way for mobile advertisement as a new medium of advertising in Nigeria. According to Leppäniemi et al. (2004), mobile advertising involves persuading individuals to buy products and services through the use of mobile devices. Herein, it refers to a form of advertisement that conveys advertising messages to users through wireless communication devices such as mobile phones, personal digital assistants (PDAs), or any other wireless communication apparatus (Mobile Marketing Association, cited in Chen and Hsieh, 2012). Such advertisements aim to elicit patronage from individuals. The message contained in such advertisements may focus on brand imaging, coupon, promotion, information transfer, direct purchase, or voucher. The message can also be text or voice-based.

2.8.1	Types of Mobile Advertising

· Push: The push-type approach refers to traditional advertising which involves sending information directly to recipients through the radio and television, which attracts low level of involvement from recipients (Liu, 2008; Park et al., 2008; Tsang et al., 2004). In push-based, the way in which the information is transferred lies with the advertising agency involved.

· Pull: For the pull-based strategy, the information received by the consumer is sent based on the permission of the consumer (Nasco and Bruner, 2008). That is, in pull-based advertising, information on specific products and services are sent to consumers based on their consent. This approach helps in reducing the impact of such message constituting a disturbance to the consumer (Ünal et al., 2011).

Succinctly stated, mobile advertising may be considered pull or push-based depending on whether it was solicited or not. In respect to mobile advertising in Nigeria, a pull-based mobile advertising refers to adverts that are sent to the consumer based on their permission, such as those pertaining to health tips, football updates and the like, especially through subscription. Unlike the pull-based, the push-based mobile advertising are advertisements that are sent to the consumer without their permission. They are unsolicited and not based on subscription, for example, an unexpected phone call conveying advertisement about goods and services. Such calls usually come from four, five, six, or eleven-digit numbers such as 55227, 4100 etc. It is easier for consumers to discern that calls coming from these types of numbers are for advertising purposes even before picking such calls than those that stem from eleven-digit number. Hence, they can easily choose to ignore such calls because the conventional SIM in Nigeria comes with eleven-digit number. Sometimes, it is only after customers have picked the eleven-digit phone call-based mobile advertising that they eventually realize that it was meant to convey advertisement. In most cases, consumers in Nigeria usually get the unsolicited mobile advertisements which have continued to generate lots of concerns from consumers. Mobile advertising can also come in the form of short messaging service (SMS), multimedia messaging service (MMS), or phone call. 

2.8.2 Factors that influence Customers’ Attitudes towards Mobile Advertising

1. Entertainment: Entertainment refers to the enjoyment of the message.Entertainments like humor immediately capture consumers’ attention with a variety of entertainment tools like music, jokes and games. Previous research has found out that people’s feeling of enjoyment associated with unsolicited SMS play the greatest role in accounting for their overall attitudes toward them (Shavitt, Lowrey, and Haefner 1998).

2. Irritation: Irritation is the state of feeling annoyed, impatient, or slightly angry (Ducoffe, 1996). The feeling of having your intelligence insulted, annoying messages and irritating stimuli are elements in irritation (Bracket & Carr, 2001). This is especially so when no permission is sought, the message is received frequently or when consumers perceive the message to be manipulative (Ducoffe, 1996; Tsang, 2004).
Consumers may feel confused about the ads and may react negatively. Therefore, we conclude that irritation caused by an incomprehensible mobile advertising message may reflect negatively on the attitude toward the advertisement.

3. Credibility: Advertising credibility is defined as customers’ perceptions of the truthfulness and believability of advertising in general (Xu, 2007). Advertising credibility is one of the perceptual dimensions underlying advertisement’s credibility and is the extent to which the consumer perceives claims made about the brand in the advertisement to be truthful and believable.

2.8.3 Forms of Mobile Advertisements
i. SMS
ii. Voice calls

2.9 The concept of Short Message Service (SMS)
Globally, Short Messaging Service (SMS) is one of the most popular and also most affordable telecommunication packages.Short Message Service (SMS) is the text communication service component of phone, web or mobile communication systems, using standardized communications protocols that allow the exchange of short text messages between fixed line or mobile phone devices. SMS is usually a maximum of 160 characters and is sent wirelessly to another mobile device user. Every message aims to modify and influence attitude, opinion, behavior or belief.  There are a lot of classical researches to prove this. For instance, Hovland, Janis and Kelley (1954) carried out series of researches to prove that information and messages can change people’s attitude. They stated that: “Mass communications are sometimes used to instigate immediate audience action, such as donating money or volunteering to devote time and energy to a task” (p. 89). 
In support of this, McQuail (2005) observed, that “we dress for the weather as forecast, buy something because of an advertisement, go to a film mentioned in a newspaper, react in countless ways to media news, to film, to music...” (p.456). It is in the same vein, that McCombs (1994) stated that the media structure and organize our world and audience cognition.  In the same line of thought, Baran (2002) wrote that “Television has changed the way teachers teach, governments govern, religious leaders preach, and the way we organize the furniture in our homes” (P.271). Even though communication can do this, it has also been discovered that the media through which the message is sent helps to increase the influence of the message on the audience. The media here include the conventional communication channels of radio, television, newspaper, magazine and the new media of the internet, mobile phone among others. The popular thesis of Marshal McLuhan, The Medium is the Message (1967) bears testimony to this.  In his work, McLuhan contended that the form of a medium used in disseminating a particular message influences how the audience perceives the message. In other words, every medium of communication has effect on the receiver. It is because of this that every campaigner, advertiser or communicator engages in critical media selection to make the message achieve its goals. A good message may not have influence on the receiver just because of the nature of the medium through which the message was delivered. 
It is because of the media’s influence on the people that most countries of the world including Nigeria encourage the media to render some non-profit services which are aimed at encouraging the people to be good citizens. Today, this type of message is sent as an unsolicited text messages to subscribers. This is called public affairs messages or social responsibility function of the mobile phone service provider. Commenting on this, Yan and Napoli (2006) stated that by this, “stations must provide some programming that serves the informational needs of their communities in order to fulfill their public-interest obligations” (p.796). By this, the media send messages that are necessary for the public free of charge.  In sum this function can come in the form of:
· Surveillance: Surveillance involves alerting and informing the people of the happenings in the society. Severin and Tankered (1999) observed that “this function of the media involve warning us of unexpected danger such as extreme or dangerous weather conditions” (p.217). In the same vein, Wright (1986) adds that news provides warnings about imminent threats and dangers in the world (Shoemaker and Reese, p.29). Upholding this view, Sambe (2000) submitted that “the media make it possible for the diffusion of knowledge of life in today’s world and more than that influence many aspects of our social, political and economic pattern” (p.227).

· Mobilization: The conventional media are used to challenge or encourage the people to take part or not in certain programs. Communication is used to persuade and convince the people to participate in any socio-political program. Mobilization entails convincing the people to support a cause, project or any change-inducing issue (Nwabueze, 2004). On the 19th January 2011 MTN sent a message that read: “Remember to exercise your civic responsibility! Register to vote”. The message was not sent the normal way messages are sent. The message could only be accessed when you check your credit balance. Again, on the 19th of June, 2011, MTN sent an indirect message to all the subscribers which read thus: “Today is World Blood Donor Day. Safe blood saves lives. Donate a unit of blood and save a life today.” These messages were sent indirectly. That is, you can only see it when you check your credit balance. Because people are conscious of the money they spend on calls, people check their credit balance from time to time and in that process they get exposed to the message.

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

2.9.1	How SMS is done
When a user sends a mobile SMS from his device, the message goes to the Short Message Service Centers (SMSC) (Dixit, Gupta, & Ravishankar, 2005). The SMSC is usually maintained by the mobile network operator, and sends a message of maximum payload of 140 octets, thereby making the SMS maximum number of characters to be 160. Email-based SMS are directed to the SMS-gateway, otherwise known as the SMSG. The SMSG on receiving the email-based SMS, routes it to the SMSC, which then sends it to the receiver device. The SMSC operates either through a store and forward or a forward and forget method. It also utilizes Home Location Registry (HLR) to retrieve information about the receiving devise Message Service Centre (MSC), through which it delivers the message to the recipient. 

2.9.2 SMS Architecture
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Figure 2.4 SMS Architecture (Data Source-TCS 409 lecture material)

2.9.3 SMS Network Nodes

· Mobile station (MS): The MS contains the Mobile Equipment (ME) and SIM card and can be attached to an auxiliary Terminal Equipment (TE) such as a PDA. 

· ME: The ME universally contains an SMS messaging application and usually other PIM functions such as diary. It can have more advanced features such as picture messaging. It normally supports operator SMS enabled features such as SIM lock, SIM update, Message waiting, WAP push. 

· SIM: Stores configuration addresses and messages. Can also implement SIM Toolkit applications. 

· BTS and BSC: Simply relay signaling and hence SMS messages. 

· MSC: Knows where MS is and routes messages to it. 

· HLR/AUC: Contains subscription info for each MS. Maps IMSI to MSISDN 
· SMSC: Relays messages between SMEs. Performs store and forward. 

· Email Gateway: Converts between Internet email formats and SMS.

· Voicemail Server: In addition to voicemail functions, is an SME which uses SMS to notify the MS

· WAP Server: Uses SMS in WAP push applications.

2.9.4 Types and Forms of SMS
· Premium-rated short messages: Premium-rated short messaging is an option used to purchase messaging programs or subscribe to them, provided by serviceproviders at premium rates. These programs are initiated through five or six-digit numbers, known as short codes. Short codes (also known as short numbers) are special telephone numbers, significantly shorter than full telephone numbers that can be used to receive SMS from certain/all service provider's mobile phones. Short codes are designed to be easier to read and remember than normal telephone numbers. Like telephone numbers, short codes are unique on all operators across country. In Nigeria short codes are of 5 digits like 33811, 38111, 4100 and many more.
· Threaded SMS: Threaded SMS is a visual styling orientation of SMS message history that arranges messages to and from a contact in chronological order on a single screen. This means that all messages from the same person you text messaged would be grouped together in a conversation-style list, much like instant messaging or Facebook messaging. This makes it easier to follow the conversation you have with a person instead of searching through the list of all text messages for messages from a single person.
· Application-to-person (A2P) SMS: A2P is a type of SMS sent from a subscriber to an application or sent from an application to a subscriber. It is commonly used by financial institutions, airlines, hotel booking sites, social networks, and other organizations sending SMS from their systems to their customers. 
· Flash SMS: A Flash SMS is a type of SMS that appears directly on the main screen without user interaction and is not automatically stored in the inbox. It can be useful in emergencies, such as a fire alarm or cases of confidentiality, as in delivering one-time passwords. 
· Silent SMS: Silent messages, also known as "silent TMS", "stealth SMS", "stealth ping" or "Short Message Type 0", are used to locate a person and thus to create a complete movement profile. They do not show up on a display, nor trigger any acoustical signal when received. Their primary purpose was to deliver special services of the network operator to any cell phone. 

2.10	Concept of Unsolicited Text Messages (UTM)
According to the International Telecommunication Union (ITU), SMS has become a massive commercial industry, worth over 81 billion dollars globally as of 2006. The downside is that cell phones are becoming the latest target of electronic junk mail, with a growing number of marketers using text messages to target subscribers.
Unsolicited text message is that message that comes into our mobile phone from an unknown sender. Such messages are usually sent to many other individuals. Most often, the message bothers on purchase (advertisement), voting a candidate and creation of awareness among others.Customers are being forced to receive such messages without their prior instruction or consent, which also forces them to spend valuable time to view, read and deletes such messages from their mail boxes and the fact that some network operators charge users for automatic subscriptions only helps to compound the frustration experienced by users.
Generally, unsolicited text messages that customers receive on their mobile devices can be said to emanate from three major sources, which are mobile network operators and groups that have paid the mobile network operator, groups that do not pay the mobile network operator yet send spam SMS, and user-originated messages that are inconvenient to the receiver (Hidalgo, Bringas,& Sánz,2006).

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

i. SMS spam: these are unsolicited messages indiscriminately sent to mobile subscribers for advertising hoax. In Nigeria, such SMS’s encourage one to forward a message to all of his contacts, in order to get some airtime. For example, “AIRTEL is celebrating its 10th year anniversary. Send this message to 15 people and get N1,500 recharge card. Sms is free.” Messages similar to this have also become very common on social media sites and not only is it annoying to many recipients, it's also illegal. The Federal Communications Commission notes that text-spamming is illegal according to the CAN-SPAM Act.

ii. Premium rate frauds: are spam messages that trick mobile network users to call some certain numbers where they could be defrauded, or are made to make expensive subscriptions that are billed from their account. An example of such fraudulent SMS received from an MTN Nigeria line reads: “Congratulations 07063943104! You emerged winner of #500,000 from our 10th annual promotion code No MTN005”. Call MR DANIEL ON 08131921656 FOR CLAIMS.

iii. SMS hing: this is the mobile form of phishing where baits are embedded in text messages to extract mobile users’ personal information. This personal information is then used for purposes ranging from adverts to fraudulent activities. An example of a SMS hing SMS: “Dear customer, due to our system upgrade, your ATM CARD has just been BLOCKED, to UNBLOCK, kindly call our customer care 07012670024” A mobile device user that calls the number in the SMS is answered by a person, which then extracts information from the user. At this point such person has been scammed real time.

2.10.2	Unsolicited Text Messages in Nigeria and Other Countries
Cheaper SMS cost and increasing profit on spam messages have led to high rise in spam messages emanating from the United States. A research by (Pew Research centre,2014)reports that 79% of Americans with a mobile phone send and receive SMS on their phones, and 69% of all mobile text senders claim that they receive unsolicited and unwanted messages on their mobile device (Cloudmark, 2014)
A survey conducted on behalf of the Direct Marketing Association (DMA) in 2012 reported that about 9 million spam mobile messages are received every day in the UK (Johnson,2012). This implies that over 3.29 billion spam messages were sent in the year 2012 in the UK alone. The increasing nature of spam in the UK has reduced users‟ trust in the security of their mobile devices. At least 19.1% of respondents in a survey admitted that SMS is less secure; a phenomenon attributed to the increase in SMS spam (Dakin,2013). In most western countries, mobile subscribers view SMS spam as an intrusion to their privacy, thereby causing them to call the network operators for complaints. 
The menace of SMS spam is becoming increasingly prevalent also in eastcountries, including China, Korea, and Japan. A Chinese mobile user, it was reported, experienced more than 8.3 SMS spam weekly (Ji, Hyoungshick, &.Jun, 2010). Up to 30% of daily SMS received in Asia are spam. With subscribers running over 120 million, spammers have been able to identify that they could reach more mobile targets in Nigeria. The rate at which Nigerian mobile subscribers have been receiving spam messages are on the increase. A consumer satisfaction survey suggests that 94% of mobile users use SMS in Nigeria, and 77% of the respondents claim to have been receiving SMS spam (Dakin, 2013). Mobile Subscribers in the country have been receiving barrage of different type of unsolicited SMS ranging from network operators‟ promotions adverts to unsolicited messages urging subscribers to subscribe to a particular type of service. A recent survey by the security firmsuggests that up to 80% of Nigerians are annoyed when they receive SMS spam on their mobile device (Osho, Ogunleke & Falaye, 2014). Many Nigerian telecoms consumers have expressed discontent over the absence, in most of the spam messages, of option to opt out.

2.10.3 Characteristics of Unsolicited Text Messages
Unsolicited text messages are usually meant for large and heterogeneous audience scattered in space and time. The members of the audiences are so large that they cannot be assembled at a place at a time. In this number are people with varying background and experience. That is, they differ in their socio-cultural, economic, religious and political background. They are mixed up and do not know themselves individually (McQuail, 2005). They as well do not know the message sender in person. Messages of mainly advertisements and campaigns on mobile phones are always sent to large and heterogeneous audiences who vary in demographic and psychographic make up. The sender does not know the receivers in person nor does the receiver know the sender hence it is called unsolicited text messages.
As stated above, unsolicited text messages are sent to anonymous audience. The sender does not know who the receivers are. In other words the message is for “to whom it may concern.” By this, it means that the message sender sends the message at random to whoever may have a need for it. It is because of this that some people delete the message after receiving it. The effect of unsolicited text message is personal. This is one feature of the new media which has increasingly demassified members of the audience (McQuail, 2005). Unlike radio and television messages sent to everybody and every set once, text messages are sent to individual mobile phone and persons. “The audience member is no longer really part of a mass, but is either a member of a self-chosen network or special public or an individual” (p.139) 

2.10.4	      Curbing the Menace of Unsolicited Text Messages in Nigeria

In a bid to curb the annoying numbers of unsolicited messages that Nigerian subscribers have to deal with, the Nigeria Communications Commission (NCC) implemented the “Do Not Disturb policy” that gives subscribers control over the type of third party marketing messages they want to receive from service providers or to completely stop receiving any unsolicited messages entirely.
In July 1, 2016, the “DO NOT DISTURB POLICY” was activated. This gives subscribers the freedom to choose what messages to receive from the various networks. Mr. Tony Ojobo, Director of Public Affairs, Nigerian Communications Commission (NCC), in a statement, said this action was taken in order to protect subscribers from the nuisance of unsolicited texts, and therefore a direct regulatory response to the yearnings of the subscribers. By this action, he explained, the Commission has invoked a regulatory provision which had hitherto been overlooked by the operators.
Taking cognizance of the broad range of services which include: Banking/Insurance/ Financial Products, Real Estate, Education, Health, Consumer Goods and Automobiles, Communication/ Broadcasting/ Entertainment/ IT, Tourism and leisure, Sports, Religion (Christianity, Islam, others), the Commission directed the operators to give the necessary instructions and clarifications that will enable subscribers subscribe to a particular service, services or none at all. In fact, a Full DND which is SMS “STOP” to 2442 does not allow the subscriber to receive any unsolicited message from the operators at all.
2.10.5 	Codes to unsubscribe from Unsolicited Text Messages

· “SMS 1” for receiving SMS relating to Banking, Insurance/ Financial products to 2442.

· “SMS 2” for receiving SMS relating to real Estate to 2442.

· “SMS 3” for receiving SMS relating to Education to 2442.

· “SMS 4” for receiving SMS relating to Health to 2442.

· “SMS 5” for receiving SMS relating to Consumer goods and Automobiles to 2442.
· “SMS 6” for receiving SMS relating to Communication/ Broadcasting Entertainment/IT to 2442.

· “SMS 7” for receiving SMS relating to Tourism and leisure to 2442.

· “SMS 8” for receiving SMS relating to Sports to 2442.

· “SMS 9” for receiving SMS relating to Religion to 2442
According to the NCC, about 4 million telecom subscribers have activated the DND code on their lines between February and April 2017. However, activating the DND code did not always solve the problem as some subscribers still receive unsolicited messages from service providers. This caused the NCC to launch a toll-free number “622” where telecom customers can launch complaints directly to the commission. However, some telecom subscribers are taking the fight beyond the NCC by following the initial directive of the commission to sue service providers for sending them unsolicited messages.






CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction  
This chapter explains the methods that will be employed in carrying out this research study. It includes the research method to be used, population of the study, sample, sampling techniques and sample size. It also includes data collection instrument and its validation, procedure for administering data collection instrument, and method used in analyzing the data collected.

3.2	Research Design
Research design is the general plan of how the researcher intends to conduct the research and provide answers to the research problems and questions (Aina, 2001). 
This research study has a quantitative orientation, for which social survey questionnaire will be adopted to collect the data from a sample drawn from a population involved in and knowledgeable about the issues and variables of the research topic. Sampling would be adopted due to the researcher’s inability to reach every member of the population. 
3.3	Population of the Study
A research population refers to the total number of people from whom data would be collected during the research. According to Issa (2004), population is used to describe group, which may be made up of people, animals, or things from which the researcher intends to draw his study’s sample. The study’s population is used to set the perimeter within which the findings of the research would be relevant (Issa, 2004). 
This study, therefore, focuses on two departments from the Faculty of CIS which are departments of Information & Communication Science and Telecommunication Science, two departments from the Faculty of Management Sciences which are departments of Marketing & Industrial Relation and Public Management (IRPM) and two departments from the Faculty of Law which includes the department of Common Law & Combined Law. This makes a total of six (6) departments in all. 
3.4	Sample and Sampling Techniques
   Sample, in research refers to a group of a study’s population from which necessary data would be obtained for analysis (Issa, 2004). However, determining the sample to be used in a study depends on the sampling technique chosen by the researcher. According to Sunders et al (2002), sampling techniques can be grouped into two major type; probability and non-probability sampling. The probability sampling gives every part of the population an equal or known probability of selection and it includes random, systematic, stratified random and cluster sampling, while the non-probability sampling includes a selection of a sample on other basis than the random sampling. It involves using other criteria for the selection of the sample. Examples include quota, purposive, snowball, self-selection and convenience sampling.
The sampling technique that will be used in this research work is the Simple Random sampling where a group of subjects (a sample) will be selected for study from a larger group (a population). Each individual will be chosen entirely by chance and each member of the population has an equal chance of being included in the sample. Every possible sample of a given size has the same chance of selection.
A sample of 1% of the total population in each faculty will be used for this study. The actual selection of students will be made conveniently, based on those students seen in the faculty premises during the period of data collection in the early part of the second semester of the 2017/2018 session. And who are willing to participate in the study. The sample would be among varieties of students which would be achieved by checking into their departments at different time of the day and different days of the week so as not to be bias in the data collection. 
3.5	Data Collection Instruments
Data collection instruments are used by the researcher to obtain primary and secondary information from the selected sample. There are various types of data collection instruments such as questionnaire, interview, observation and focused group discussion.
For this study, structured questionnaire was adopted. According to Issa (2004), questionnaire can be categorized as Close/Structured and Open/Unstructured. In structured, respondents are provided with alternative answers from which they will select one or more answers depending on the structure of the question while for the unstructured or open-ended, respondents are free to give answers in their words and styles. The questionnaire was divided into six main sections.
3.5.1 	Sections of the Questionnaire
Section A: This collects data on the respondents’ personal information (bio-data) e.g. gender, age group, department etc.
Section B: This part contains questions on types of unsolicited SMS and service subscription they receive on their mobile phones.
Section C: This part captures the perceived benefits and nuisances of unsolicited SMS and service subscription.
Section D: This part contains questions on follow up actions against unsolicited SMS and Service Subscription.
Section E: This part contains questions on network that customers’ consider most to be negligent. Compromising or at fault concerning unsolicited SMS and service subscription.
Section F: This part contains questions on the customers’ level of satisfaction with the mobile network services and the availability of the network.
Likert scale which is a psychometric response scale used in questionnaires to obtain participant’s preferences or degree of agreement with a statement or set of statements is used for scaling some responses. The questionnaire after validation by the supervisor is shown in Appendix I.
3.6	Internal Consistency Reliabilities
The internal consistency of all the measures utilized is important even though they are pre-existing scales because reliability refers to the consistency of the measures (Rosenthal & Rosnow, 1991). To establish the internal consistency of the measures used in the study the Cronbach’s alpha coefficient was calculated, as it is a popular test of reliability. It was also chosen because it is an appropriate measure of reliability when Likert scales have been used (Kaplan, 1987). 
Therefore, Cronbach’s alpha coefficient was established for the Legal aspect, reasons for using pirated software, public awareness, moral and ethics, factors influencing software piracy and attitudes scores.

Table 3.2: Cronbach’s Alpha Coefficients for the Measures
	Measures
	Cronbach’s Alpha
	No of Items

	Types of unsolicited SMS and service subscription received on mobile phones.
	.785
	15

	Subscribers’ attitude towards unsolicited SMS and service subscription.
	.917
	23

	Perceived benefits and nuisances of unsolicited SMS and service subscription
	.720
	17

	Follow up actions against Unsolicited SMS and service subscription received on mobile phones.
	.210
	5

	Network that customers’ consider most to be negligent, compromising, or at fault concerning unsolicited SMS and unsolicited service subscription.

	.708
	4

	Customers’ level of satisfaction with mobile network services and availability of the mobile networks
	.843
	36





3.7	Method of Data Analysis
Data analysis is the method of analyzing the data collected in order to draw inferences. This study used the descriptive and inferential statistics i.e., correlation in analyzing the data collected, simple frequency counts and percentages. All these were done using Statistical Package for Social Sciences (SPSS). This was used because of its flexibility and for proper understanding of the analysis.

















CHAPTER FOUR
PRESENTATION OF RESULTS AND DISCUSSION OF
 FINDINGS
4.1	Introduction
This chapter focuses on the presentation and interpretation of the data gathered and analyzed using SPSS. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and simple percentages. The study investigated the types of unsolicited SMS and service subscription customers’ receive on mobile phones, attitude of customers’ towards unsolicited SMS and service subscription, perceived benefits and nuisances of unsolicited SMS and service subscription, follow up actions against unsolicited SMS and service subscription received on mobile phones, network that customers’ consider most to be negligent, compromising, or at fault concerning unsolicited SMS and unsolicited service subscription, customers’ level of satisfaction with mobile network services and availability of the mobile networks from Information & Communication Science, Telecommunication Science, Marketing, Industrial relations & Public Management and Law disciplines in University of Ilorin. Data were collected from two hundred and forty respondents with the use of structured questionnaire. 






4.2	Demographic Characteristics of Respondents Surveyed
	Table 4.1 Gender of Respondents

	Faculty
	Gender
	Frequency
	Percentage

	CIS
	Male
	44
	55.0

	
	Female
	36
	45.0

	
	Total
	80
	100.0

	MANAGEMENT SCIENCE
	Male
	44
	55.0

	
	Female
	36
	45.0

	
	Total
	80
	100.0

	LAW
	Male
	47
	58.8

	
	Female
	33
	41.3

	
	Total
	80
	100.0

	Source: Field Survey (2018)



The above table shows that from CIS faculty, 44 (55%) of the respondents are males while 36 (45%) are females. From the faculty of Management Sciences, 44 (55%) of the respondents are male against 36 (45%) are female. From the faculty of LAW, 47 (58.8%) are male while 33 (41.3%) are females. This shows that the male respondents are more than the female respondents. 





	Table 4.2 Age of Respondents

	Faculty
	Age (years)
	Frequency
	Percent

	

CIS
	16-20
	19
	23.8

	
	21-25
	54
	67.5

	
	26-30
	6
	7.5

	
	31 and Above
	1
	1.3

	
	Total
	80
	100.0

	MANAGEMENT SCIENCE
	Below 16
	3
	3.8

	
	16-20
	45
	56.3

	
	21-25
	29
	36.3

	
	26-30
	2
	2.5

	
	31 and above
	1
	1.3

	
	Total
	80
	100.0

	LAW
	16-20
	30
	37.5

	
	21-25
	48
	60.0

	
	26-30
	2
	2.5

	
	Total
	80
	100.0

	Source: Field Survey (2018)



The table shows the age distribution of the respondents. From the faculty of CIS, 19 (23.8%) are 16-20 years old, 54 (67.5%) are 21-25 years old, 6 (7.5%) are 26-30 years old while 1 (1.3%) is between 31 and above in age. In Management sciences, 3 (3.8%) are below 16 years old, 45 (56.3%) are between 16-20 years old, 2 (2.5%) are between 26-30 years old, while 1 (1.3%) is between 31 and above in age. In LAW, 30 (37.5%) are between 16-20 years old, 48 (60%) are between 21-25 years old, while 2 (2.5%) are between 26-30 years old. 

	Table 4.3 Religion of Respondents

	Faculty
	Religion
	Frequency
	Percentage

	CIS
	Christianity
	57
	71.3

	
	Islam
	23
	28.8

	
	Total
	80
	100.0

	MANAGEMENT SCIENCE
	Christianity
	44
	55.0

	
	Islam
	36
	45.0

	
	Total
	80
	100.0

	LAW
	Christianity
	42
	52.5

	
	Islam
	38
	47.5

	
	Total
	80
	100.0

	Source: Field Survey (2018)



The above table shows the religion of the respondents. From CIS faculty, 57 (71.3%) practice Christianity while 23 (28.8%) practice Islam. From the faculty of Management Science, 44 (55%) practice Christianity while 36 (45%) practice Islam. From the faculty of LAW, 42 (52.2%) practice Christianity while 38 (47.5%) practice Islam. This shows that respondents who practice Christianity are more than respondents who practice Islam.

	Table 4.4 Faculty of Respondents

	Faculty
	Frequency
	Percent

	CIS
	80
	

	MANAGEMENT SCIENCE
	80
	

	LAW
	80
	

	Total
	240
	

	Source: Field Survey (2018)



The table shows the three faculties that were used as case study for the research. 80 (%) are students from the faculty of CIS, 80 (%) are students from the faculty of Management Sciences and the remaining 80 (%) are students from the faculty of LAW.    

	Table 4.6 Current Mobile Service Provider

	Mobile Networks
	Frequency (f)
	Percentage (%

	MTN
	177
	73.8

	9MOBILE
	83
	34.6

	AIRTEL
	60
	25.0

	GLO
	45
	18.8

	Source: Field Survey (2018)



The table shows the current mobile service provider of respondents. It show 177 (73.8%) of respondents uses the MTN network, 83 (34.6%) uses the 9MOBILE network, 60 (25%) uses the AIRTEL network while 45 (18.8%) uses the GLO network. It shows that a high percentage of the respondent uses the MTN network.

	Table 4.7 Number of SMS received per day

	No of SMS on average per day
	Frequency
	Percent

	1-10
	172
	71.7

	11-20
	59
	24.6

	21-50
	8
	3.3

	51-100
	1
	.4

	Total
	240
	100.0

	Source: Field Survey (2018)



The table shows the number of SMS received per day by the respondents. It shows 172 (71.7%) of the respondents receive an average of 1-10 SMS per day, 59 (24.6%) receive an average of 11-20 SMS per day, 8 (3.3%) receive an average of 21-50 SMS per day while 1 (.4%) receive an average of 51-100 SMS per day.
 
	Table 4.8 Number of Unsolicited SMS received per day

	No of Unsolicited SMS on average per day
	Frequency
	Percent

	1-5
	150
	62.5

	6-10
	79
	32.9

	11-15
	4
	1.7

	16-20
	3
	1.3

	21-50
	4
	1.7

	Total
	240
	100.0

	Source: Field Survey (2018)



The table shows the number of unsolicited SMS received per day by the respondents. It shows 150 (62.5%) of the respondents receive an average of 1-5 unsolicited SMS per day, 79 (32.9%) receive an average of 6-10 unsolicited SMS per day, 4 (1.7%) receive an average of 11-15 unsolicited SMS per day, 3 (1.3%) receive an average of 16-20 unsolicited SMS per day, while 4 (1.7%) receive an average of 21-50 unsolicited SMS per day.


	Table 4.9 Number of Unsolicited Service subscription received per day

	No of unsolicited service subscription on average per day
	Frequency
	Percent

	1-5
	157
	65.4

	6-10
	70
	29.2

	11-15
	8
	3.3

	16-20
	5
	2.1

	Total
	240
	100.0

	Source: Field Survey (2018)



The table shows the number of unsolicited service subscription received per day by the respondents. It shows 157 (65.4%) of the respondents receive an average of 1-5 unsolicited service subscription per day, 70 (29.2%) receive an average of 6-10 unsolicited service subscription per day, 8 (3.3%) receive an average of 11-15 unsolicited service subscription per day, while 5 (2.1%) receive an average of 16-20 unsolicited service subscription per day.











4.3 What are the types of unsolicited SMS and service subscription received by customers?	
	Table 4.10 Types of Unsolicited SMS and Service Subscription Received on mobile phones
	TOTAL (%)

	S/N
	Variable
	Never
	Rarely
	Often
	Very Often
	Every Day
	

	
	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%
	100

	1
	Advert by network
	12
	5.0
	39
	16.3
	109
	45.4
	48
	20.0
	32
	13.3
	100

	2
	Advert by others
	19
	7.9
	108
	45.0
	71
	29.6
	35
	14.6
	7
	2.9
	100

	3
	Promotional
	20
	8.3
	75
	31.3
	111
	46.3
	30
	12.5
	4
	1.7
	100

	4
	Invitational
	32
	13.3
	107
	44.6
	78
	32.5
	19
	7.9
	    4
	1.7
	100

	5
	Congratulatory
	21
	8.8
	101
	42.1
	87
	36.3
	28
	11.7
	3
	1.3
	100

	6
	Fraudulent
	39
	16.3
	97
	40.4
	76
	31.7
	25
	10.4
	    3
	1.3
	100

	7
	Sports news
	21
	8.8
	59
	24.6
	104
	43.3
	39
	16.3
	17
	7.1
	100

	8
	Invite to Bet/Gamble
	40
	16.7
	77
	32.1
	91
	37.9
	23
	9.6
	9
	3.8
	100

	9
	Health tips
	12
	5.0
	88
	36.7
	102
	42.5
	33
	13.8
	5
	2.1
	100

	10
	Social networks
	5
	2.1
	65
	27.1
	99
	41.3
	56
	23.3
	15
	6.3
	100

	11
	Music related
	20
	8.3
	47
	19.6
	117
	48.8
	43
	17.9
	13
	5.4
	100

	12
	Caller Tunez
	12
	5.0
	 50
	20.8
	110
	45.8
	55
	22.9
	13
	5.4
	100

	13
	Local news
	24
	10.0
	95
	39.6
	84
	35.0
	31
	12.9
	6
	2.5
	100

	14
	National News
	22
	9.2
	92
	38.3
	100
	41.7
	19
	7.9
	  7
	2.9
	100

	15
	Jokes
	30
	12.5
	83
	34.6
	98
	40.8
	28
	11.7
	1
	.4
	100

	Source: Field Survey (2018)



Table 4.10 shows the types of unsolicited SMS and service subscription received on mobile phones by the respondents. It is shown that that out of 240(100.0%) of the respondents sampled in this study, 12(5.0%) never received adverts by network, 39(16.3%) rarely receives it, 109(45.4%) often received it, 48(20.0%) receives it very often while 32(13.3%) of the respondents receive adverts by network everyday. This therefore shows that not less than 45.4% of the respondents often receive adverts by network on their mobile phones. 
Also, It is shown that out of 240(100.0%) of the respondents sampled in this study, 19(7.9%) never received adverts by others, 108(45.0%) rarely received it, 71(29.6%) often received it, 35(14.6%) received it very often while 7(2.9%) of the respondents receive adverts by others everyday. This therefore shows that not less than 45.0% of the respondents rarely receive adverts by others on their mobile phones.
It is also shown that out of 240(100.0%) of the respondents sampled in this study, 20(8.3%) never received promotional messages, 75(31.3%) rarely receives it, 111(46.3%) often receive it, 30(12.5%) receives it very often while 4(1.7%) of the respondents receive promotional messages everyday. This therefore shows that not less than 46.3% of the respondents receive promotional messages often on their mobile phones. 
Table 4.10 also shows that out of 240(100.0%) of the respondents sampled in this study, 32(13.3%) never received invitational messages, 107(44.6%) rarely receives it, 78(32.5%) often receive it, 19(7.9%) received it very often while 4(1.7%) of the respondents receive invitational messages everyday. This therefore shows that not less than 44.6% of the respondents rarely receives invitational messages on their mobile phones.
It is also shown that 21(8.8%) never received congratulatory messages, 101(42.1%) rarely receives it, 87(36.3%) often receive it, 28(11.7%) receives it very often while 3(1.3%) of the respondents receive congratulatory messages everyday. This therefore shows that not less than 42.1% of the respondents rarely receives invitational messages.
It is also shown that 39(16.3%) never received fraudulent messages, 97(40.4%) rarely receive it, 76(31.7%) often receive it, 25(10.4%) received it very often while 3(1.3%) of the respondents receive fraudulent messages everyday. This therefore shows that not less than 40.4% of the respondents rarely receives fraudulent messages on their mobile phones.
It is also shown that 21(8.8%) never received Sports news, 59(24.6%) rarely receives it, 104(43.3%) often receive it, 39(16.3%) receives it very often while 17(7.1%) of the respondents receives Sports news everyday. This therefore shows that not less than 43.3% of the respondents receive Sports news on their mobile phones often.
It is also shown that 40(16.7%) never received Invite to Bet/Gamble, 77(32.1%) rarely receives it, 91(37.9%) often receive it, 23(9.6%) receives it very often while 9(3.8%) of the respondents receive Invite to Bet/Gamble everyday. This therefore shows that not less than 37.9% of the respondents often receive Sports news on their mobile phones.
It is also shown that, 12(5.0%) never received Health tips, 88(36.7%) rarely receives it, 102(42.5%) often receive it, 33(13.8%) receive it very often while 5(2.1%) of the respondents receive Health tips everyday. This therefore shows that not less than 42.5% of the respondents receive Health tips on their mobile phones often.
It is also shown that 5(2.1%) never received Social networks messages, 65(27.1%) rarely receives it, 99(41.3%) often receive it, 56(23.3%) receives it very often while 15(6.3%) of the respondents receive Social networks messages everyday. This therefore shows that not less than 41.3% of the respondents receive Social networks messages on their mobile phones often.
It is also shown that 20(8.3%) never received Music related messages, 47(19.6%) rarely receives it, 117(48.8%) often receive it, 43(17.9%) receives it very often while 13(5.4%) of the respondents receive Music related messages everyday. This therefore shows that not less than 48.8% of the respondents receive Music related messages on their mobile phones often.
It is also shown that 12(5.0%) never received messages relating to caller tunez, 50(20.8%) rarely receives it, 110(45.8%) often receive it, 55(22.9%) receives it very often while 13(5.4%) of the respondents receive messages relating to caller tunez everyday. This therefore shows that not less than 45.8% of the respondents often receive messages relating to caller tunez on their mobile phones.
It is also shown that 24(10.0%) never received Local news, 95(39.6%) rarely receives it, 84(35.0%) often receive it, 31(12.9%) receives it very often while 6(2.5%) of the respondents receive Local news everyday. This therefore shows that not less than 39.6% of the respondents receive local news on their mobile phones.
It is also shown that 22(9.2%) never received National News, 92(38.3%) rarely receives it, 100(41.7%) often receive it, 19(7.9%) receives it very often while 7(2.9%) of the respondents receive National News everyday. This therefore shows that not less than 41.7% of the respondents often receive National News on their mobile phones.
It is also shown that 30(12.5%) never received Jokes, 83(34.6%) rarely receive it, 98(40.8%) often receive it, 28(11.7%) received it very often while 1(.4%) of the respondents receives Jokes everyday. This therefore shows that not less than 40.8% of the respondents often receive Jokes on their mobile phones.


4.3.1 What are subscribers’ attitudes towards unsolicited SMS and service subscription?
	Table 4.11 Attitudes towards unsolicited SMS and service subscription

	
s/n
	
Variable
	Never
	Sometimes
	Often
	Very Often

	
	
	F
	%
	F
	%
	F
	%
	F
	%

	1
	I ignore it completely
	10
	4.2
	78
	32.5
	63
	26.3
	89
	37.1

	2
	I delete without opening them
	24
	10.0
	93
	38.8
	62
	25.8
	61
	25.4

	3
	I open and read right away
	66
	27.5
	126
	52.5
	29
	12.1
	19
	7.9

	4
	I delete only after receiving many of same
	58
	24.2
	79
	32.9
	66
	27.5
	37
	15.4

	5
	I accumulate and read them when I get time
	119
	49.6
	75
	31.3
	34
	14.2
	12
	5.0

	6
	I delete them immediately after reading
	50
	20.8
	100
	41.7
	41
	17.1
	49
	20.4

	7
	I delete after accumulating many of them
	66
	27.5
	74
	30.8
	61
	25.4
	39
	16.3

	8
	I forward the messages to my friends
	183
	76.3
	42
	17.5
	12
	5.0
	3
	1.3

	9
	I supply my personal information when asked
	178
	74.2
	51
	21.3
	11
	4.6
	
-----
	  
 -----

	10
	I complain on unsolicited SMS to customer service of network 
	75
	31.3
	120
	50.0
	25
	10.4
	20
	8.3

	11
	I complain on unsolicited service subscription to customer service of network 
	75
	31.3
	106
	44.2
	30
	12.5
	29
	12.1

	12
	I complain to Nigerian Communications Commission (NCC)
	169
	70.4
	49
	20.4
	15
	6.3
	7
	2.9

	13
	I complain to Consumer Protection Commission (CPC)
	177
	73.8
	30
	12.5
	25
	10.4
	8
	3.3

	14
	I welcome unsolicited SMS because I gain from them
	142
	59.2
	78
	32.5
	13
	5.4
	7
	2.9

	15
	I get annoyed about unsolicited SMS
	31
	12.9
	90
	37.5
	55
	22.9
	64
	26.7

	16
	I am concerned about unsolicited service subscription
	104
	43.3
	74
	30.8
	34
	14.2
	28
	11.7

	17
	I subscribe to the caller-tunez
	149
	62.1
	61
	25.4
	19
	7.9
	11
	4.6

	18
	I subscribe to sports news
	181
	75.4
	45
	18.8
	13
	5.4
	1
	.4

	19
	I subscribe to health tips
	185
	77.1
	40
	16.7
	14
	5.8
	1
	.4

	20
	I subscribe to latest gists
	176
	73.3
	49
	20.4
	14
	5.8
	1
	.4

	21
	I subscribe to jokes
	181
	75.4
	34
	14.2
	20
	8.3
	5
	2.1

	22
	I subscribe to local news
	198
	82.5
	33
	13.8
	8
	3.3
	1
	.4

	23
	I subscribe to national news
	190
	79.2
	34
	14.2
	13
	5.4
	3
	1.3

	Source: Field Survey (2018)



Table 4.11 shows the attitudes of the respondents towards unsolicited SMS and service subscription received on their mobile phones. It is shown that that out of 240(100.0%) of the respondents sampled in this study, 10(4.2%) never ignore unsolicited SMS and service subscription completely, 78(32.5%) sometimes ignore it completely, 63(26.3%) often ignore it completely, while 89(37.1%) of the respondents ignore unsolicited SMS and service subscription received on their mobile phones completely. This therefore shows that not less than 37.1% of the respondents completely ignore unsolicited SMS and service subscription received on their mobile phones very often. 
It is also shown that 24(10.0%) never delete unsolicited SMS without opening them, 93(38.8%) sometimes delete without opening them, 62(25.8%) often delete without opening them, while 61(25.4%) of the respondents delete unsolicited SMS without opening them very often. This therefore shows that not less than 38.8% of the respondents sometimes delete unsolicited SMS received on their mobile phones without opening them.
It is also shown that 66(27.5%) never open and read unsolicited SMS right away,  126(52.5%) sometimes open and read right away, 29(12.1%) often open and read right away, while 19(7.9%) of the respondents open and read unsolicited SMS right away very often. This therefore shows that not less than 52.5% of the respondents sometimes open and read unsolicited SMS right away when received on their mobile phones.
It is also shown that 58(24.2%) never delete only after receiving many of same unsolicited SMS,  79(32.9%) sometimes delete only after receiving many of same, 66(27.5%) often delete only after receiving many of same, while 37(15.4%) of the respondents delete only after receiving many of same unsolicited SMS very often. This therefore shows that not less than 32.9% of the respondents sometimes delete only after receiving many of same unsolicited SMS on their mobile phones.
It is also shown that 119(49.6%) never accumulate and read unsolicited SMS when they get time, 75(31.3%) sometimes accumulate and read them when they get time, 34(14.2%) often accumulate and read them when they get time, while 12(5.0%) of the respondents accumulate and read unsolicited SMS when they get time very often. This therefore shows that not less than 49.6% of the respondents never accumulate and read unsolicited SMS received on their mobile phones when they get time.
It is also shown that 50(20.8%) never delete unsolicited SMS immediately after reading, 100(41.7%) sometimes delete them immediately after reading, 41(17.1%) often delete them immediately after reading, while 49(20.4%) of the respondents delete unsolicited SMS immediately after reading very often. This therefore shows that not less than 41.7% of the respondents sometimes delete unsolicited SMS immediately after reading.
It is also shown that 66(27.5%) never delete unsolicited SMS after accumulating many of them, 74(30.8%) sometimes delete after accumulating many of them, 61(25.4%) often delete after accumulating many of them, while 39(16.3%) of the respondents delete unsolicited SMS after accumulating many of them very often. This therefore shows that not less than 30.8% of the respondents sometimes delete unsolicited SMS after accumulating many of them.
It is also shown that 183(76.3%) never forward unsolicited SMS to their friends, 42(17.5%) sometimes forward the messages to their friends, 12(5.0%) often forward the messages to their friends, while 3(1.3%) of the respondents forward the messages to their friends very often. This therefore shows that not less than 76.3% of the respondents never forward unsolicited SMS to their friends when received on their mobile phones.
It is also shown that 178(74.2%) never supply their personal information when asked, 51(21.3%) sometimes supply their personal information when asked, while 11(4.6%) often supply their personal information when asked. This therefore shows that not less than 74.2% of the respondents never supply their personal information when asked.
It is also shown that 75(31.3%) never complain on unsolicited SMS to customer service of network, 120(50.0%) sometimes complain on unsolicited SMS to customer service of network, 25(10.4%) often complain on unsolicited SMS to customer service of network, while 20(8.3%) of the respondents complain on unsolicited SMS to customer service of network very often. This therefore shows that not less than 50.0% of the respondents sometimes complain on unsolicited SMS to customer service of networks.
It is also shown that 75(31.3%) never complain on unsolicited service subscription to customer service of network, 106(44.2%) sometimes complain on unsolicited service subscription to customer service of network, 30(12.5%) often complain on unsolicited service subscription to customer service of network, while 29(12.1%) of the respondents complain on unsolicited service subscription to customer service of network very often. This therefore shows that not less than 44.2% of the respondents sometimes complain on unsolicited service subscription to customer service of networks.
It is also shown that 169(70.4%) never complain to Nigerian Communications Commission (NCC) on unsolicited SMS and service subscription received on mobile phones, 49(20.4%) sometimes complain to NCC, 15(6.3%) often complain to NCC, while 7(2.9%) of the respondents complain to Nigerian Communications Commission (NCC) on unsolicited SMS and service subscription received on mobile phones very often. This therefore shows that not less than 70.4% of the respondents never complain to Nigerian Communications Commission (NCC) on unsolicited SMS and service subscription received on their mobile phones.
It is also shown that 177(73.8%) never complain to Consumer Protection Commission (CPC) on unsolicited SMS and service subscription received on mobile phones, 30(12.5%) sometimes complain to CPC, 25(10.4%) often complain to CPC, while 8(3.3%) of the respondents complain to Consumer Protection Commission (CPC) on unsolicited SMS and service subscription received on mobile phones very often. This therefore shows that not less than 73.8% of the respondents never complain to complain to Consumer Protection Commission (CPC) on unsolicited SMS and service subscription received on their mobile phones.
It is also shown that 142(59.2%) never welcome unsolicited SMS because they never gain from them, 78(32.5%) sometimes welcome unsolicited SMS because they sometimes gain from them, 13(5.4%) often welcome unsolicited SMS because they often gain from them, while 7(2.9%) of the respondents welcome unsolicited SMS because they gain from them very often. This therefore shows that not less than 59.2% of the respondents never welcome unsolicited SMS because they never gain from them.
. It is also shown that 31(12.9%) of the respondents never get annoyed about unsolicited SMS, 90(37.5%) sometimes get annoyed, 55(22.9%) often get annoyed, while 64(26.7%) of the respondents get annoyed about unsolicited SMS very often. This therefore shows that not less than 37.5% of the respondents sometimes get annoyed about unsolicited SMS when received on their mobile phones.
It is also shown that 104(43.3%) of the respondents are never concerned about unsolicited service subscription, 74(30.8%) are sometimes concerned, 34(14.2%) are often concerned, while 28(11.7%) of the respondents are concerned about unsolicited service subscription very often. This therefore shows that not less than 56.7% of the respondents indicated that they were concerned about unsolicited service subscription.
It is also shown that 149(62.1%) have never subscribed to the caller-tunez, 61(25.4%) sometimes subscribe, 19(7.9%) often subscribe, while 11(4.6%) of the respondents subscribe to the caller-tunez very often. This therefore shows that not less than 62.1% of the respondents have never subscribed to the caller-tunez.
It is also shown that 181(75.4%) have never subscribed to sports news, 45(18.8%) sometimes subscribe, 13(5.4%) often subscribe, while 1(.4%) of the respondents subscribe to sports news very often. This therefore shows that not less than 75.4% of the respondents have never subscribed to sports news.
It is also shown that 185(77.1%) have never subscribed to health tips, 40(16.7%) sometimes subscribe, 14(5.8%) often subscribe, while 1(.4%) of the respondents subscribe to health tips very often. This therefore shows that not less than 77.1% of the respondents have never subscribed to health tips.
It is also shown that 176(73.3%) have never subscribed to latest gists, 49(20.4%) sometimes subscribe, 14(5.8%) often subscribe, while 1(.4%) of the respondents subscribe to latest gists very often. This therefore shows that not less than 73.3% of the respondents have never subscribed to get latest gists.
It is also shown that 181(75.4%) have never subscribed to get jokes, 34(14.2%) sometimes subscribe, 20(8.3%) often subscribe, while 5(2.1%) of the respondents subscribe to get jokes very often. This therefore shows that majority of the respondents 190(75.4%) have never subscribed to get jokes.
It is also shown that 198(82.5%) have never subscribed to local news, 33(13.8%) sometimes subscribe, 8(3.3%) often subscribe, while 1(.4%) of the respondents subscribe to get jokes very often. This therefore shows that majority of the respondents 198(82.5%) have never subscribed to local news.
It is also shown that 190(79.2%) have never subscribed to national news, 34(14.2%) sometimes subscribe, 13(5.4%) often subscribe, while 3(1.3%) of the respondents subscribe to national news very often. This therefore shows that majority of the respondents 190(79.2%) have never subscribed to national news.



4.4 What are subscribers’ perceived benefits and nuisances of unsolicited SMS and service subscription? 
	Table 4.12  Benefits/ Nuisances of unsolicited SMS and Service Subscription

	
s/n
	
Variables
	SA
	MA
	MD
	SD

	
	
	f
	%
	f
	%
	F
	%
	F
	%

	A
	Irritation/Nuisances/Losses

	1
	I feel that unsolicited SMS are irritating
	133
	55.4
	87
	36.3
	20
	8.3
	__
	__

	2
	Contents of unsolicited SMS are often annoying
	91
	37.9
	124
	51.7
	22
	9.2
	3
	1.3

	3
	The rate at which I receive unsolicited SMS daily irritates me 

	113
	47.1
	107
	44.6
	16
	6.7
	4
	1.7

	4
	Unsolicited SMS disturbs my use of mobile phones
	95
	39.6
	106
	44.2
	27
	11.3
	12
	5.0

	5
	Unsolicited subscription service (USS) is fraudulent
	55
	22.9
	106
	44.2
	71
	29.6
	8
	3.3

	6
	I lose much time and effort attending to unsolicited SMS/unsolicited service subscription
	46
	19.2
	104
	43.3
	65
	27.1
	25
	10.4

	7
	I am often tricked to subscribe to Unsolicited Services
	72
	30.0
	93
	38.8
	41
	17.1
	34
	14.2

	8
	I lose valuable money from Unsolicited Subscription Services
	92
	38.3
	73
	30.4
	44
	18.3
	31
	12.9

	B
	Informativeness/Entertainment/Gains

	11
	Unsolicited SMS always provide the information I need
	20
	8.3
	66
	27.5
	88
	36.7
	66
	27.5

	12
	Unsolicited SMS is a good source of timely information
	10
	4.2
	70
	29.2
	82
	34.2
	78
	32.5

	13
	Unsolicited SMS helps me keep up to date on music, videos, news
	28
	11.7
	38
	15.8
	95
	39.6
	79
	32.9

	14
	Unsolicited SMS are usually educative
	27
	11.3
	63
	26.3
	90
	37.5
	60
	25.0

	15
	I enjoy receiving unsolicited SMS
	15
	6.3
	40
	16.7
	60
	25.0
	125
	52.1

	16
	Contents of unsolicited SMS are often entertaining
	12
	5.0
	63
	26.3
	96
	40.0
	69
	28.8

	17
	I am pleased by most of the unsolicited SMS that I receive
	15
	6.3
	36
	15.0
	89
	37.1
	100
	41.7

	18
	I gain from most of the unsolicited SMS/unsolicited service subscription that I get
	9
	3.8
	65
	27.1
	82
	34.2
	84
	35.0

	19
	I open and read UTM and USS to liven up when bored
	29
	12.1
	38
	15.8
	76
	31.7
	97
	40.4

	Source: Field Survey (2018)


Table 4.12 shows the benefits/ nuisances of unsolicited SMS and service subscription on mobile phones.  It is shown that out of 240(100.0%) of the respondents sampled in this study, 133(55.4%) of the respondents strongly agreed that unsolicited SMS are irritating, 87(36.3) moderately agreed, while, 20(8.3%) moderately disagreed that unsolicited SMS are irritating. This indicates that majority of the respondents 133(55.4%) strongly agreed that unsolicited SMS are irritating.
91(37.9%) of the respondents strongly agreed that contents of unsolicited SMS are often annoying, 124(51.7%) moderately agreed, 22(9.2%) moderately disagreed, while, 3(1.3%) strongly disagreed that contents of unsolicited SMS are often annoying. This shows that majority of the respondents 124(51.7%) moderately agreed that contents of unsolicited SMS are often annoying.
113(47.1%) of the respondents strongly agreed that the rate at which they receive unsolicited SMS daily irritates them, 107(44.6%) moderately agreed, 16(6.7%) moderately disagreed, while, 4(1.7%) strongly disagreed that the rate at which they receive unsolicited SMS daily irritates them. This shows that majority of the respondents 113(47.1%) strongly agreed that the rate at which they receive unsolicited SMS daily irritates them.
95(39.6%) of the respondents strongly agreed that unsolicited SMS disturbs their use of mobile phones, 106(44.2%) moderately agreed, 27(11.3%) moderately disagreed, while, 12(5.0%) strongly disagreed that unsolicited SMS disturbs their use of mobile phones. This indicates that a larger percentage of the respondents 106(44.2%) moderately agreed that unsolicited SMS disturbs their use of mobile phones.

55(22.9%) of the respondents strongly agreed that unsolicited service subscription (USS) is fraudulent, 106(44.2%) moderately agreed, 71(29.6%) moderately disagreed, while, 8(3.3%) strongly disagreed that unsolicited service subscription (USS) is fraudulent. This shows that majority of the respondents 106(44.2%) moderately agreed that unsolicited service subscription (USS) is fraudulent.
It is shown that 46(19.2%) of the respondents strongly agreed that they lose much time and effort attending to unsolicited SMS/unsolicited service subscription, 104(43.3%) moderately agreed, 65(27.1%) moderately disagreed, while, 25(10.1%) strongly disagreed that they lose much time and effort attending to unsolicited SMS/unsolicited service subscription. This indicates that majority of the respondents 104(43.3%) moderately agreed that they lose much time and effort attending to unsolicited SMS/unsolicited service subscription.
72(30.0%) of the respondents strongly agreed that they are often tricked to subscribe to unsolicited services, 93(38.8%) moderately agreed, 41(17.1%) moderately disagreed, while, 34(14.2%) strongly disagreed that that they are not often tricked to subscribe to unsolicited services. This shows that most of the responds moderately agreed that they are often tricked to subscribe to unsolicited services.
92(38.3%) of the respondents strongly agreed that they lose valuable money from unsolicited subscription services, 73(30.4%) moderately agreed, 44(18.3%) moderately disagreed, while, 31(12.9%) strongly disagreed that they lose valuable money from unsolicited subscription services. A larger percentage of the respondents 92(38.8%) strongly agreed that they lose valuable money from unsolicited subscription services.
It is shown that 20(8.3%) of the respondents strongly agreed that unsolicited SMS always provide the information they need, 66(27.5%) moderately agreed, 88(36.7%) moderately disagreed, while, 66(27.5%) strongly disagreed that unsolicited SMS always provide the information they need. Majority of the respondents 88(36.7%) moderately disagreed that unsolicited SMS always provide the information they need.
It is shown that 10(4.2%) of the respondents strongly agreed that unsolicited SMS is a good source of timely information, 70(29.2%) moderately agreed, 82(34.2%) moderately disagreed, while, 78(32.5%) strongly disagreed that unsolicited SMS is a good source of timely information. This shows that most of the respondents 82(34.2%) moderately disagreed that unsolicited SMS is a good source of timely information.
28(11.7%) of the respondents strongly agreed that unsolicited SMS helps them keep up to date on music, videos, news etc., 38(15.8%) moderately agreed, 95(39.6%) moderately disagreed, while, 79(32.9%) strongly disagreed that unsolicited SMS helps them keep up to date on music, videos, news etc. This shows that majority of the respondents 95(39.6%) moderately disagreed that unsolicited SMS helps them keep up to date on music, videos, news etc.
27(11.3%) of the respondents strongly agreed that unsolicited SMS are usually educative, 63(26.3%) moderately agreed, 90(37.5%) moderately disagreed, while, 60(25.0%) strongly disagreed that unsolicited SMS are usually educative. This indicates that most of the respondents 90(37.5%) moderately disagreed that unsolicited SMS are usually educative.
15(6.3%) of the respondents strongly agreed that they enjoy receiving unsolicited SMS, 40(16.7%) moderately agreed, 60(25.0%) moderately disagreed, while, 125(52.1%) strongly disagreed that they enjoy receiving unsolicited SMS. This shows that majority of the respondents 60(25.0%) moderately disagreed that they enjoy receiving unsolicited SMS.
It shows that 12(5.0%) of the respondents strongly agreed that contents of unsolicited SMS are often entertaining, 63(26.3%) moderately agreed, 96(40.0%) moderately disagreed, while, 69(28.8%) strongly disagreed that that contents of unsolicited SMS are often entertaining. This shows that majority of the respondents 96(40.0%) moderately disagreed that contents of unsolicited SMS are often entertaining.
15(6.3%) of the respondents strongly agreed that they are pleased by most of the unsolicited SMS that they receive, 36(15.0%) moderately agreed, 89(37.1%) moderately disagreed, while, 100(41.7%) strongly disagreed that they are pleased by most of the unsolicited SMS that they receive. This shows that majority of the respondents 100(41.7%) strongly disagreed that they are pleased by most of the unsolicited SMS that they receive.
9(3.8%) of the respondents strongly agreed that they gain from most of the unsolicited SMS/unsolicited service subscription that they get, 65(27.1%) moderately agreed, 82(34.2%) moderately disagreed, while, 84(35.0%) strongly disagreed that they gain from most of the unsolicited SMS/unsolicited service subscription that they get. This indicates that majority of the respondents 97(40.4%) strongly disagreed that they gain from most of the unsolicited SMS/unsolicited service subscription that they get.
29(12.1%) of the respondents strongly agreed that they open and read unsolicited SMS to liven up when bored, 38(15.8%) moderately agreed, 76(31.7%) moderately disagreed, while, 97(40.4%) strongly disagreed that they open and read unsolicited SMS to liven up when bored. This indicates that majority of the respondents 97(40.4%) strongly disagreed that open and read unsolicited SMS to liven up when bored.





4.5 What are customers’ follow up actions against unsolicited SMS and service subscription received on mobile phones? 
	Table 4.13  Follow up actions against Unsolicited SMS and Service Subscription

	
s/n
	
Variables
	I have done this before
	Intend to this soon

	
	
	f
	%
	f
	%

	1
	I seek advice from friends on how to avoid unsolicited SMS and service subscription on mobile phones
	127
	52.9
	113
	47.1

	2
	I make a complaint to the Mobile Network Operator
	156
	65.0
	84
	35.0

	3
	I complain directly to Nigeria Communication Commission (NCC)
	30
	12.5
	210
	87.5

	4
	I make use of short codes to unsubscribe from unsolicited SMS and service subscription.
	184
	76.7
	56
	23.3

	5
	I make a complaint to Consumer Protection Commission (CPC)
	34
	14.2
	206
	85.8

	Source: Field Survey (2018)



Table 4.13 shows the follow up actions against unsolicited SMS and service subscription received on mobile phones. It is shown that out of 240(100.0%) of the respondents sampled in this study, 127(52.9%) of the respondents has seek advice from friends on how to avoid unsolicited SMS and service subscription on mobile phones while the remaining 113(47.1%) respondents intends to do so soon.
It also shows that 156(65.0%) of the respondents has made complaints to the Mobile Network Operator while the remaining 84(35.0%) respondents intends to do so soon.
30(12.5%) of the respondents has complained directly to Nigeria Communication Commission (NCC) before while the remaining 210(87.5%) of the respondents intends to do so soon.
184(76.7%) of the respondents has made use of short codes to unsubscribe from unsolicited SMS and service subscription before while the remaining 56(23.3%) of the respondents intends to do so soon.  
34(14.2%) of the respondents has made a complaint to Consumer Protection Commission (CPC) while the remaining 206(85.8%) of the remaining respondents intends to do so soon. 

4.6 What network do subscribers’ consider most to be most negligent, compromising or at fault concerning unsolicited SMS and service subscription?
	Table 4.14  Networks that subscribers’ consider most to be most negligent, compromising or at fault concerning unsolicited SMS and service subscription 

	
S/N
	
Networks
	SA
	MA
	MD
	SD

	
	
	F
	%
	F
	%
	f
	%
	F
	%

	1
	MTN
	98
	40.8
	110
	45.8
	22
	9.2
	10
	4.2

	2
	AIRTEL
	94
	39.2
	94
	39.2
	47
	19.6
	5
	2.1

	3
	9 MOBILE
	55
	22.9
	119
	49.6
	49
	20.4
	17
	7.1

	4
	GLO
	66
	27.5
	116
	48.3
	38
	15.8
	20
	8.3

	Source: Field Survey (2018)



Table 4.14 shows the networks that subscribers’ consider most to be most negligent, compromising or at fault concerning unsolicited SMS and service subscription. It is shown that out of 240(100.0%) of the respondents sampled in this study, 98(40.8%) of the respondents strongly agree that the MTN network is most negligent and at fault concerning unsolicited SMS and service subscription, 110(45.8%) moderately agreed, 22(9.2%) moderately disagreed while 10(4.2%) of the respondents strongly disagreed that the MTN network is most negligent and at fault concerning unsolicited SMS and service subscription. This indicates that majority of the respondents 110(45.8%) moderately agreed that the MTN network is most negligent and at fault concerning unsolicited SMS and service subscription.
94(39.2%) of the respondents strongly agree that the AIRTEL network is most negligent and at fault concerning unsolicited SMS and service subscription, 94(39.2%) moderately agreed, 47(19.6%) moderately disagreed while 5(2.1%) of the respondents strongly disagreed that the AIRTEL network is most negligent and at fault concerning unsolicited SMS and service subscription. This indicates that majority of the respondents 94(39.2%) strongly and moderately agreed that the AIRTEL network is most negligent and at fault concerning unsolicited SMS and service subscription.
It also shows that 55(22.9%) of the respondents strongly agree that the 9MOBILE network is most negligent and at fault concerning unsolicited SMS and service subscription, 119(49.6%) moderately agreed, 49(20.4%) moderately disagreed while 17(7.1%) of the respondents strongly disagreed that the 9MBOBILE network is most negligent and at fault concerning unsolicited SMS and service subscription. This implies that majority of the respondents 55(22.9%) strongly agreed that the 9MOBILE network is most negligent and at fault concerning unsolicited SMS and service subscription.
66(27.5%) of the respondents strongly agree that the GLO network is most negligent and at fault concerning unsolicited SMS and service subscription, 116(48.3%) moderately agreed, 38(15.8%) moderately disagreed while 20(8.3%) of the respondents strongly disagreed that the GLO network is most negligent and at fault concerning unsolicited SMS and service subscription. This indicates that majority of the respondents 116(48.3%) moderately agreed that the GLO network is most negligent and at fault concerning unsolicited SMS and service subscription.









4.7	What are subscribers’ level of satisfaction with mobile network services and availability of the mobile network. 
	Table 4.15 Level of Customers’ satisfaction with the services and availability of MTN Network

	Network Provider
	Services
	Poor
	Fair
	Good
	Very Good
	Excellent
	No Experience

	
	
	F
	%
	f
	%
	F
	%
	f
	%
	F
	%
	f
	%

	






AIRTEL
	Voice
	9
	3.8
	27
	11.3
	44
	18.3
	40
	16.7
	15
	6.3
	105
	43.8

	
	SMS
	11
	4.6
	23
	9.6
	33
	13.8
	37
	15.4
	27
	11.3
	109
	45.4

	
	Data
	7
	2.9
	23
	9.6
	41
	17.1
	34
	14.2
	27
	11.3
	108
	45.0

	
	Prices
	17
	7.1
	27
	11.3
	31
	12.9
	40
	16.7
	22
	9.2
	103
	42.9

	
	Promotions
	9
	3.8
	26
	10.8
	36
	15.0
	25
	10.4
	18
	7.5
	126
	52.5

	
	Unsolicited SMS
	23
	9.6
	27
	11.3
	35
	14.6
	23
	9.6
	22
	9.2
	110
	45.8

	
	Customer support
	21
	8.8
	35
	14.6
	34
	14.2
	24
	10.0
	10
	4.2
	116
	48.3

	
	Availability at home
	12
	5.0
	31
	12.9
	36
	15.0
	38
	15.8
	19
	7.9
	104
	43.3

	
	Availability at school
	28
	11.7
	31
	12.9
	35
	14.6
	35
	14.6
	6
	2.5
	105
	43.8

	Source: Field Survey (2018)



Table 4.15 shows the Level of Customers’ satisfaction with the services and availability of AIRTEL network. It is shown that out of 240(100.0%) of the respondents sampled in this study, for the Airtel network, 9(3.8%) of the respondents rates their satisfaction with the Voice service as poor, 27(11.3%) rated as fair, 44(18.3%) as good, 40(16.7%) as very good, 15 (6.3%) as excellent while 105(43.8%) respondents has no experience with the voice service of the Airtel network.	
11(4.6%) of the respondents rates their satisfaction with the SMS service as poor, 23(9.6%) rated as fair, 33(13.8%) as good, 37(15.4%) as very good, 27(11.3%) as excellent while 109(45.4%) respondents has no experience with the SMS service of the Airtel network.	  
7(2.9%) of the respondents rates their satisfaction with the data service as poor, 23(9.6%) rated as fair, 41(17.1%) as good, 34(14.2%) as very good, 27(11.3%) respondents as excellent while 108(45.0%) has no experience with the data service of the Airtel network. 
17(7.1%) of the respondents rates their satisfaction with the Airtel network prices as poor, 27(11.3%) rated as fair, 31(12.9%) as good, 40(16.7%) as very good, 22(9.2%) as excellent while 103(42.9%) respondents has no experience with the Airtel network prices. 
9(3.8%) of the respondents rates their satisfaction with the Airtel promos as poor, 26(10.8%) rated as fair, 36(15.0%) as good, 25(10.4%) as very good, 18(7.5%) as excellent while 126(52.5%) respondents has no experience with the Airtel promos. 
23(9.6%) of the respondents rates their satisfaction with unsolicited SMS in Airtel network as poor, 27(11.3%) rated as fair, 35(14.6%) as good, 23(9.6%) as very good, 22(9.2%) as excellent while 110(45.8%) respondents has no experience with unsolicited SMS in Airtel network. 
21(8.8%) of the respondents rates their satisfaction with customer support in Airtel network as poor, 35(14.6%) rated as fair, 34(14.2%) as good, 24(10.0%) as very good, 10(4.2%) as excellent while 116(48.3%) respondents has no experience with customer support in Airtel network.
12(5.0%) of the respondents rates their satisfaction with availability of Airtel network at home as poor, 31(12.9%) rated as fair, 36(15.0%) as good, 38(15.8%) as very good, 19(7.9%) as excellent while 104(43.3%) respondents has no experience with availability of Airtel network at home.

28(11.7%) of the respondents rates their satisfaction with availability of Airtel network at school as poor, 31(12.9%) rated as fair, 35(14.6%) as good, 35(14.6%) as very good, 6(2.5%) as excellent while 105(43.8%) respondents has no experience with availability of Airtel network at school.

	Table 4.16 Level of Customers’ satisfaction with the services and availability of GLO Network

	Network Provider
	Services
	Poor
	Fair
	Good
	Very Good
	Excellent
	No Experience

	
	
	F
	%
	f
	%
	f
	%
	f
	%
	F
	%
	f
	%

	






GLO
	Voice
	12
	5.0
	25
	10.4
	35
	14.6
	37
	15.4
	11
	4.6
	120
	50.0

	
	SMS
	4
	1.7
	19
	7.9
	37
	15.4
	45
	18.8
	8
	3.3
	127
	52.9

	
	Data
	18
	7.5
	32
	13.3
	33
	13.8
	23
	9.6
	19
	7.9
	115
	47.9

	
	Prices
	9
	3.8
	15
	6.3
	30
	12.5
	39
	16.3
	30
	12.5
	117
	48.8

	
	Promotions
	12
	5.0
	27
	11.3
	33
	13.8
	21
	8.8
	16
	6.7
	131
	54.6

	
	Unsolicited SMS
	18
	7.5
	37
	15.4
	34
	14.2
	20
	8.3
	3
	1.3
	128
	53.3

	
	Customer support
	16
	6.7
	40
	16.7
	22
	9.2
	25
	10.4
	5
	2.1
	132
	55.0

	
	Availability at home
	6
	2.5
	28
	11.7
	34
	14.2
	44
	18.3
	7
	2.9
	121
	50.4

	
	Availability at school
	19
	7.9
	18
	7.5
	39
	16.3
	28
	11.7
	9
	3.8
	127
	52.9

	Source: Field Survey (2018)



Table 4.16 shows the Level of Customers’ satisfaction with the services and availability of GLO network. It is shown that out of 240(100.0%) of the respondents sampled in this study, for the GLO network, 12(5.0%) of the respondents rates their satisfaction with the voice service as poor, 25(10.4%) rated as fair, 35(14.6%) as good, 37(15.4%) as very good, 11 (4.6%) as excellent while 120(50.0%) respondents has no experience with the voice service of the GLO network.	
4(1.7%) of the respondents rates their satisfaction with the SMS service as poor, 19(7.9%) rated as fair, 37(15.4%) as good, 45(18.8%) as very good, 8(3.3%) as excellent while 127(52.9%) respondents has no experience with the SMS service of the GLO network.
18(7.5%) of the respondents rates their satisfaction with the data service as poor, 32(13.3%) rated as fair, 33(13.8%) as good, 23(9.6%) as very good, 19(7.9%) respondents as excellent while 115(47.9%) has no experience with the data service of the GLO network. 
9(3.8%) of the respondents rates their satisfaction with the GLO network prices as poor, 15(6.3%) rated as fair, 30(12.5%) as good, 39(16.3%) as very good, 30(12.5%) as excellent while 131(54.6%) respondents has no experience with the GLO network prices. 
12(5.0%) of the respondents rates their satisfaction with the GLO promos as poor, 27(11.3%) rated as fair, 33(13.8%) as good, 21(8.8%) as very good, 16(6.7%) as excellent while 131(54.6%) respondents has no experience with the GLO promos. 
18(7.5%) of the respondents rates their satisfaction with unsolicited SMS in GLO network as poor, 37(15.4%) rated as fair, 34(14.2%) as good, 20(8.3%) as very good, 3(1.3%) as excellent while 128(53.3%) respondents has no experience with unsolicited SMS in GLO network. 
16(6.7%) of the respondents rates their satisfaction with customer support in GLO network as poor, 40(16.7%) rated as fair, 22(9.2%) as good, 25(10.4%) as very good, 5(2.1%) as excellent while 132(55.0%) respondents has no experience with customer support in GLO network.
6(2.5%) of the respondents rates their satisfaction with availability of GLO network at home as poor, 28(11.7%) rated as fair, 34(14.2%) as good, 44(18.3%) as very good, 7(2.9%) as excellent while 121(50.4%) respondents has no experience with availability of GLO network at home.
19(7.9%) of the respondents rates their satisfaction with availability of GLO network at school as poor, 18(7.5%) rated as fair, 39(16.3%) as good, 28(11.7%) as very good, 9(3.8%) as excellent while 127(52.9%) respondents has no experience with availability of GLO network at school.

	Table 4.17 Level of Customers’ satisfaction with the services and availability of MTN Network

	Network Provider
	Services
	Poor
	Fair
	Good
	Very Good
	Excellent
	No Experience

	
	
	f
	%
	f
	%
	f
	%
	f
	%
	F
	%
	f
	%

	






MTN
	Voice
	4
	1.7
	2
	.8
	45
	18.8
	73
	30.4
	71
	29.6
	45
	18.8

	
	SMS
	2
	.8
	11
	4.6
	45
	18.8
	75
	31.3
	56
	23.3
	51
	21.3

	
	Data
	6
	2.5
	25
	10.4
	55
	22.9
	68
	28.3
	40
	16.7
	46
	19.2

	
	Prices
	15
	6.3
	56
	23.3
	56
	23.3
	60
	25.0
	6
	2.5
	47
	19.6

	
	Promotions
	18
	7.5
	57
	23.8
	57
	23.8
	30
	12.5
	12
	5.0
	66
	27.5

	
	Unsolicited SMS
	38
	15.8
	49
	20.4
	40
	16.7
	33
	13.8
	31
	12.9
	49
	20.4

	
	Customer support
	8
	3.3
	35
	14.6
	55
	22.9
	66
	27.5
	30
	12.5
	46
	19.2

	
	Availability at home
	6
	2.5
	30
	12.5
	34
	14.2
	79
	32.9
	45
	18.8
	46
	19.2

	
	Availability at school
	15
	6.3
	35
	14.6
	37
	15.4
	63
	26.3
	44
	18.3
	46
	19.2

	Source: Field Survey (2018)



Table 4.17 shows the Level of Customers’ satisfaction with the services and availability of MTN network. It is shown that out of 240(100.0%) of the respondents sampled in this study, for the GLO network, 4(1.7%) of the respondents rates their satisfaction with the voice service as poor, 2(.8%) rated as fair, 45(18.8%) as good, 73(30.4%) as very good, 71 (29.6%) as excellent while 45(18.8%) respondents has no experience with the voice service of the MTN network. It is concluded that majority of the respondents 73(30.4%) considers the MTN voice service as very good.
2(.8%) of the respondents rates their satisfaction with the SMS service as poor, 11(4.6%) rated as fair, 45(18.8%) as good, 75(31.3%) as very good, 56(23.3%) as excellent while 51(21.3%) respondents has no experience with the SMS service of the MTN network.
6(2.5%) of the respondents rates their satisfaction with the data service as poor, 25(10.4%) rated as fair, 55(22.9%) as good, 68(28.3%) as very good, 40(16.7%) respondents as excellent while 46(19.2%) has no experience with the data service of the MTN network. 
15(6.3%) of the respondents rates their satisfaction with the MTN network prices as poor, 56(23.3%) rated as fair, 56(23.3%) as good, 60(25.0%) as very good, 6(2.5%) as excellent while 47(19.6%) respondents has no experience with the MTN network prices. 
18(7.5%) of the respondents rates their satisfaction with the MTN promos as poor, 57(23.8%) rated as fair, 57(23.8%) as good, 30(12.5%) as very good, 12(5.0%) as excellent while 66(27.5%) respondents has no experience with the MTN promos. 
38(15.8%) of the respondents rates their satisfaction with unsolicited SMS in MTN network as poor, 49(20.4%) rated as fair, 40(16.7%) as good, 33(13.8%) as very good, 31(12.9%) as excellent while 49(20.4%) respondents has no experience with unsolicited SMS in MTN network. 
8(3.3%) of the respondents rates their satisfaction with customer support in MTN network as poor, 35(14.6%) rated as fair, 55(22.9%) as good, 66(27.5%) as very good, 30(12.5%) as excellent while 46(19.2%) respondents has no experience with customer support in MTN network.
6(2.5%) of the respondents rates their satisfaction with availability of MTN network at home as poor, 30(12.5%) rated as fair, 34(14.2%) as good, 79(32.9%) as very good, 45(18.8%) as excellent while 46(19.2%) respondents has no experience with availability of MTN network at home.
15(6.3%) of the respondents rates their satisfaction with availability of MTN network at school as poor, 35(14.6%) rated as fair, 37(15.4%) as good, 63(26.3%) as very good, 44(18.3%) as excellent while 46(19.2%) respondents has no experience with availability of MTN network at school.

	Table 4.18 Level of Customers’ satisfaction with the services and availability of 9MOBILE Network

	Network Provider
	Services
	Poor
	Fair
	Good
	Very Good
	Excellent
	No Experience

	
	
	f
	%
	f
	%
	f
	%
	f
	%
	F
	%
	f
	%

	






9MOBILE
	Voice
	9
	3.8
	21
	8.8
	38
	15.8
	54
	22.5
	18
	7.5
	100
	41.7

	
	SMS
	5
	2.1
	15
	6.3
	43
	17.9
	56
	23.3
	18
	7.5
	103
	42.9

	
	Data
	12
	5.0
	21
	8.8
	45
	18.8
	28
	11.7
	31
	12.9
	103
	42.9

	
	Prices
	22
	9.2
	30
	12.5
	45
	18.8
	26
	10.8
	11
	4.6
	106
	44.2

	
	Promotions
	16
	6.7
	41
	17.1
	31
	12.9
	25
	10.4
	13
	5.4
	114
	47.5

	
	Unsolicited SMS
	26
	10.8
	27
	11.3
	24
	10.0
	42
	17.5
	15
	6.3
	106
	44.2

	
	Customer support
	12
	5.0
	31
	12.9
	35
	14.6
	31
	12.9
	21
	8.8
	110
	45.8

	
	Availability at home
	15
	6.3
	24
	10.0
	33
	13.8
	35
	14.6
	26
	10.8
	107
	44.6

	
	Availability at school
	16
	6.7
	33
	13.8
	23
	9.6
	48
	20.0
	11
	4.6
	109
	45.4

	Source: Field Survey (2018)



Table 4.18 shows the Level of Customers’ satisfaction with the services and availability of 9MOBILE network. It is shown that out of 240(100.0%) of the respondents sampled in this study, for the 9MOBILE network, 9(3.8%) of the respondents rates their satisfaction with the voice service as poor, 21(8.8%) rated as fair, 38(15.8%) as good, 54(22.5%) as very good, 18 (7.5%) as excellent while 100(41.7%) respondents has no experience with the voice service of the 9MOBILE network. 
5(2.1%) of the respondents rates their satisfaction with the SMS service as poor, 15(6.3%) rated as fair, 43(17.9%) as good, 56(23.3%) as very good, 18(7.5%) as excellent while 103(42.9%) respondents has no experience with the SMS service of the 9MOBILE network.
12(5.0%) of the respondents rates their satisfaction with the data service as poor, 21(8.8%) rated as fair, 45(18.8%) as good, 28(11.7%) as very good, 31(12.9%) respondents as excellent while 103(42.9%) has no experience with the data service of the 9MOBILE network. 
22(9.2%) of the respondents rates their satisfaction with the 9MOBILE network prices as poor, 30(12.5%) rated as fair, 45(18.8%) as good, 26(10.8%) as very good, 11(4.6%) as excellent while 106(44.2%) respondents has no experience with the 9MOBILE network prices.
16(6.7%) of the respondents rates their satisfaction with the 9MOBILE promos as poor, 41(17.1%) rated as fair, 31(12.9%) as good, 25(10.4%) as very good, 13(5.4%) as excellent while 114(44.2%) respondents has no experience with the 9MOBILE promos.
26(10.8%) of the respondents rates their satisfaction with unsolicited SMS in 9MOBILE network as poor, 27(11.3%) rated as fair, 24(10.0%) as good, 42(17.5%) as very good, 15(6.3%) as excellent while 106(44.2%) respondents has no experience with unsolicited SMS in 9MOBILE network. 
12(5.0%) of the respondents rates their satisfaction with customer support in 9MOBILE network as poor, 31(12.9%) rated as fair, 35(14.6%) as good, 31(12.9%) as very good, 21(8.8%) as excellent while 109(45.4%) respondents has no experience with customer support service in 9MOBILE network.
15(6.3%) of the respondents rates their satisfaction with availability of 9MOBILE network at home as poor, 24(10.0%) rated as fair, 33(13.8%) as good, 35(14.6%) as very good, 26(10.8%) as excellent while 107(44.6%) respondents has no experience with availability of 9MOBILE network at home.
16(6.7%) of the respondents rates their satisfaction with availability of 9MOBILE network at school as poor, 33(13.8%) rated as fair, 23(9.6%) as good, 48(20.0%) as very good, 11(4.6%) as excellent while 109(45.4%) respondents has no experience with availability of 9MOBILE network at school.

4.8	Discussion of Findings
4.8.1	Discussion of Findings on Types of Unsolicited SMS and Service Subscription Received on Mobile Phones 
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APPENDIX 1
[bookmark: _GoBack]
	CONSTRUCTS
	QUESTIONS

	  
         
Types of unsolicited SMS and service subscription received on mobile phones
	1. Advert by network
2. Advert by others
3. Promotional
4. Invitational
5. Congratulatory
6. Fraudulent
7. Sports news
8. Invite to Bet/Gamble
9. Health tips
10. Social networks
11. Music related
12. Caller Tunez
13. Local news
14. National news
15. Jokes
16. Other:___________
17. Other:___________


	    
Subscribers’ attitude towards unsolicited SMS and service subscription
	
1. I ignore it completely
2. I delete without opening them
3. I open and read right away
4. I delete only after receiving many of same
5. I accumulate and read them when I get time
6. I delete them immediately after reading
7. I delete after accumulating many of them
8. I forward the messages to my friends
9. I supply my personal information when asked
10. I complain on unsolicited SMS to customer service of mobile network 
11. I complain on unsolicited service subscription to customer service of mobile network 
12. I complain to Nigerian Communication Commission (NCC)
13. I complain to Consumer Protection Commission (CPC)
14. I welcome UTM because I gain from them
15. I get annoyed about unsolicited SMS
16. I am concerned about unsolicited service subscription
17. I subscribe to the caller-tunez
18. I subscribe to sports news
19. I subscribe to health tips
20. I subscribe to latest gists
21. I subscribe to jokes
22. I subscribe to local news
23. I subscribe to national news
24. I subscribe to foreign news


	 
Perceived benefits and nuisances of unsolicited SMS and service subscription.

	1. I feel that unsolicited SMS are irritating
2. Contents of unsolicited SMS are often annoying
3.      The rate at which I receive unsolicited SMS daily irritates me 
4.  Unsolicited SMS disturbs my use of mobile phones
5. Unsolicited service subscription is fraudulent
6. I lose much time and effort attending to unsolicited SMS/unsolicited service subscription
7.      I am often tricked to subscribe to unsolicited services
8.     I lose valuable money from unsolicited service subscription
9.  Unsolicited SMS always provide the information I need
10.     Unsolicited SMS is a good source of timely information
11. Unsolicited SMS helps me keep up to date on music, videos, news
12. Unsolicited SMS are usually educative
13. Contents of unsolicited SMS are often entertaining
14. I am pleased by most of unsolicited SMS that I receive
15. I gain from most of the unsolicited SMS/unsolicited service subscription  that I get
16. I open and read unsolicited SMS to liven up when bored



	
     
Follow up actions against Unsolicited SMS and service subscription received on mobile phones.
	1. I seek advice from friends on how to avoid unsolicited SMS and service subscription on mobile phones. 
2. I make a complaint to the Mobile Network Operator
3. I complain directly to Nigeria Communication Commission (NCC)
4. I make use of short codes to unsubscribe from unsolicited SMS and service subscription.
5. I make a complaint to Consumer Protection Commission (CPC)
6. Other action (specify)___________
7. Other action (specify)___________


	

Network that customers’ consider most to be negligent, compromising, or at fault concerning Unsolicited SMS and Unsolicited service subscription.

	1. MTN
2. AIRTEL
3. 9MOBILE
4. GLO


	   




Customers’ level of satisfaction with mobile network services and availability of the mobile networks.
	1. Voice 
2. SMS 
3. Data
4. Prices
5. Promotion
6. Unsolicited SMS
7. Customer support
8. Availability at home
9. Availability at school
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