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Abstract

The preoccupation of this study was borne ouhefriecessity to ascertain the relationship betweasumer
exposure to advertising slogans of heavily adwedtisrand like MTN GSM Network and slogan recalbaé
hand, and slogan recall and consumer patronageecddvertised products. This study which was cotediuin
some of the major cities in Nigeria was based agaetthypothetic constructs. The data and test sesfilthe
hypotheses affirm that there exists a positivetimiahip between these variables. The interplayvéeen
exposure, recall and patronage depicts seriougsotibetween the producer and the market;s andhtezig the
projection of the consumer as highly potent esfigdimthe context of hemispheric literalization.
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1.Introduction

Nigeria is often identified as the fastest-growempnomy, and one of the most advanced ICT market
sectors in Africa (Osaretti, 2005, p. 105). Litthonder it easily became the telecom hot spot inicAfr
(Nwachukwu, 2003, p. 17). The deregulation of tammunication sector led to the issuance of thé @Gisbal
System for Mobile Communication (GSM) license, hg Nigerian Communication Commission (NCC), on 9
February, 2001, after a much-lauded bid sessioklTthl Nigeria. MTN consequently made its first GSkllon
May 16, 2001 (www.mtnonline.com), and later laurctigll commercial presence in Lagos, Port Harcaumnd
Abuja.

Following MTN’s monolithic success, and Nigeriargeregarded as one of the fastest growing GSM
markets in the world (Okonedo, 2010, p. 203), ottedwork provides soon put a foot in the door. Timeyuded
Econet (Airtel), Glo, and Etisalat, in that ordeurthermore, some Code Division Multiple Access &)
network providers evolved too, comprising Starcomisafone and Zoom. This development had been
explosive, as the NCC comparatively reckons thaataZ001, the number of working lines was approxatya
450,000. This jumped to 7 million and over 70 roiflirespectively by August 2004, and December 2009
(Okonedo, 2010, p. 305). Ten years on, and witknisg competition, the network providers’ focus seésrbe
shifting from coverage to improved quality.

MTN Nigeria began mobile phone services in Nigeria about adieego, withthe craze for mobile handsets in
this country.The everyday people were freed from #wful wired telephone services offered by thenthe
prominent Nigeria Telecommunications Company(NITEL)

MTN has the widest network in Nigeria; its sergamver probably every major town and city in the
nation because it had captured so many customéeehether competitors came, and continues to dd/SiN
Nigeria is a subsidiary of the MT Group, basedaut8 Africa.

MTN Nigeria offers a wide choice of service packag@ne has a choice at the first instance between
six basic calling plans, but this is not uniqueatty one-phone service operator; all of them oftaied calling
plans. However, the value-added services are thledesal. The company links up with more than 382ept
mobile telephone networks across the world.

The very best 3G services on offer by MTN incltidstlink’ mobile internet data card, voice and et
calling, and you can get a Blackberry phone. Tleitbe option to link to the internet via a Hycoohinternet
landline connection. You can search on the Googlb search engine with MTN Google SMS on your phone,
which does not require internet connectivity, osbarch by keywords using text-messaging service. &6m
record your own tunes or download the latest tifoesinging tones with MTNCallertunez. And now te&r
even MTM SIM Plus with a huge storage capacity!

MTN as well as other telephone or mobile phoneiseroperators find the operating conditions in
Nigeria a bit challenging. That is because theradssteady electricity supply from the Governmewted
Power Holding Company, which has been unbundlettheatast quarter of 2013.The high costs of fuetuo
private generators, gives the perfect excuse fgh luall rates (compared to some other existing ows).
Perhaps the company makes up for this with sales@iions like the MTN “Who Wants to Be a Millionair
contest. But MTN’s unbeatable strategy seems tadvertising.

It keeps rolling out series of eye-catching angeahing advertisements for every single serviggférs
on Radio, TV and in newspapers. Slogans like “¥dlligeria”; “MTN - Everywhere You Go” and “Life is
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Beautiful” are household slogans made popular byNMAnd it puts this magic to work by sponsoring big
events like Nigeria’'s FIFA U-17 World Cup 2009.

In advertising, slogans are standard statementsaamgans of communication for sales people and aaynp
employees. They stand as “battle cry” for the gamy. Good slogans help set a product apart frem it
competitors. It is usually short, easy to understanemorable and easy to repeat (Bovee and Are86, 12
316).Slogans have two basic purposes; to providdéiraoty for a campaign, and to reduce a key themelea
the company wants associated with its product.

Most advertisements are a part of series of messtgt make up an advertising campaign, which is a
set of interrelated and coordinated marketing comoations activities that center on a single themelea that
appears in different media across a specific timeop.A campaign theme which usually grows to bezam
product’s slogan should be a strong, memorable iaeé is the central message that will commueidatall the
advertisements and promotional activities. It mustdeveloped with the intention of being used fdorager
period. Its principal job should be, to influenamsumers’ perception by informing, persuading aminding
them of a product.

In many product and service categories, compdtmagds are so similar that it is very difficult fiod
or create a unique attribute to use as the majongédea. To sell these products, the creativategy must
develop a strong memorable identity for the proguenable it compete favourably in the market thgre
leading to increase in demand. Although it may fgeied that increased demand and amount of sales arad
product is a measure for determining advertisirigotizeness, the ability for consumers to recogiaizé recall
a product or brand also determines how effectivaduertising campaign is.

Of all the marketing mix elements, advertising lias longest delay effect on sales. A substantial
amount of time and memory processing passes fremdhsumer’s first exposure to advertising abagexific
brand to when he can actually purchase the prodimese processes later manifest in recall and réoog
performance, that influence brand evaluation araiogh

Advertising recall therefore refers to the measureroportion of a sample audience that can reoall
advertisement, aided or unaided.This study theeeffovestigates through aided recall process, tlaigaship
between slogans recall and product patronage aidmg consumers in Nigeria, so as to determine ifqage
is as a result of recall of product slogan or ofhaetors.

MTN consumers in Nigeria seem to react to produatiertising and the products positively or
negatively depending on their ability to reciterecall the slogans of the products advertised. ¥ag not
certain if recall is a bye-product of exposure andif it leads to patronage. It is therefore petit to ascertain
the value of slogans recall in product advertising products patronage.
1.1Hypotheses
The following hypotheses were formulated to ditbetstudy.

H; Frequency of consumers’ exposure to MTN pregludvertising
slogans aids therecall of MTNslogans.
H.The advertising media used have positive impadhemecall ofadvertising slogansamong MTN consurirers

Nigeria.

Hs The recall of MTN advertising slogans by consuniedigeria impacts significantly on its patronage.

2.Review of Empirical Study
IFPA (2005). Advertising Recall Study.Polle-Lepson Research Group: York Pennsylvania

This review is on IFPA (Insurance Fraud Preven#anhority) advertising recall study conducted in
June 2005.

To determine the effectiveness of the Spring 288%ertising Campaign, the IFPA sought to measure
the rate of recall of Pennsylvania residents, djpatly the Pittsburgh and Philadelphia areas, digio aided
recall. The survey method was used to perform dadine research. The telephone interview was ¢oé@rtique
used. A total of 805 respondents were interviewddd) from Pittsburgh and 405 from Philadelphia. Eneas
were segmented into 6 and 5 counties respectiiRagpondents were randomly contacted to verify cetigi
of the survey.Appropriate univariate and multivegianalyses were performed. The predominant analyti
technique used were frequencies and cross talnsgatio

The findings show high recall rate especially witievision advertisements. Thus, 88% of the
respondents indicated recalling more of the adsemients seen on television, findings also indicatio as
second medium, newspaper, billboard, magazinerapdiet in that order.The study concludes thatueegy of
the message was a key for effective recall andceéfe advertising.This study uses aided recall dst t
advertising slogan recall and its relationship vgthduct patronage among consumers of MTN in Négeri
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2.1 Theoretical Frameworks
2.1.1Learning and Memory Effects Theory
Most studies of media scheduling on advertisirfgat$ examines recall and other variables (espgcial
attitude change) as a function of frequency of expe and/ or repetition of advertising stimuli. s quite
similar to the methods of research on the psycholaiglearning. Bryant and Zillmann (2004, p. 346jed
Ebbinghaus (1902), one of the pioneers of learrésgarch as identifying three basic memory prosesse
« A negatively accelerating forgetting curve. Aftéd thinutes, Ebbighaus observed, participants forgot
one third of what was learned: After 6 days, anotme- fourth of the material was forgotten, arfdla
month later, yet another fifth was forgotten.
« Serial position effects. Items at the beginningond of a series were most easily learned: Itentkén
middle were learned more slowly and forgotten nragdly.
e Over learning. Over learning or repetition beydhd point of repetition made very long conscious
memory possible (for example: things go better with.
The processes of learning and forgetting advegistimuli are considerably more complex than leagrsimple
stimuli in the laboratory. According to Bryant adilmann (2004, p. 24), consumer characteristioshsas prior
experiences, shape these processes. Advertisitigfamcluding message variables and media effatgs play
an important role in determining these processes.

2.1.2Cognitive Response Theory

This has not, by any means, ignored low involeatrsituations. It suggests that there are diffezen
between high-involvement and low-involvement sitmag. The underlying cognitive response mechanssthe
same in both situations however, what is hypotteesio differ is the content of the thoughts eliditey the
communication (Krugman, 2007, p. 7). More inwoty situations elicit more thoughts directly retat® the
message, whereas less involving situations eligtenthoughts related to such non-message cuesuaseso
expertise, liking for the source, and so forth.blwsth high- and low- involvement circumstances, thessage
recipient is viewed as an active information preoesWhat changes as a function of involvemenhésrtature
of the information attended and processed.

Several studies have specifically examined thecefdf various kinds of involvement on responses to
advertising. Lloyd and Clancy (2009, p. 11), andnda&a (2006, p. 27) reported large-scale studies th
demonstrate the more highly involving media (iggint) are better vehicles for delivering productssages.
This is true regardless of whether the measuredoértising performance is recall, persuasion, ossage
credibility.

3.Research Design

The research design for this study is survey, wigcuseful in opinion studies. The questionnaiesw
the major data-gathering instrument.This was déegt¢d MTN service consumers in three Nigerianmetiieps:
Port Harcourt(south south), Lagos (south west)/Andja (federal capital and north central)

The study areas are densely populated with a ic@utestimate of about 25 million people;
and heterogeneous, comprising people from variarss pf the country, engaged in various occupations
private and public enterprises, with diverse religi, cultural and linguistic characteristics; buthwEnglish
language and its pidgin as central and dominannsmeécommunication. These areas are highlyincalited;
many small-scale industries are emerging in redenes to boost the economy, bringing about good
infrastructural facilities and sustainable develepi This gives a good patronage to GSM Networleyatpng
in Nigeria.

A representative sample was drawn from the pojoulatf the study in an objective/scientific manteer
make generalization possible. This was done in liih Meyer's (1979) guide for sample size selattio
According to Meyer, 383 sample elements are ideahfpopulation between 100,000 and 499,999 andeabo
Thus, 550 subjects were considered consistent Midyer's guide; these subjects were drawn from the
population to form the sample for the study.

The systematic sampling technique was used to deample for the study. From each area,110 subjects
were drawn based on a skip interval of 6, which whtined by dividing the population by the estiecht
sample, thus: 550 + 100 =5.5 = 6. Consequentlyrye6® subject was selected from the areas as indicated t
form the sample of this study.

Although the questionnaire ought to be designetivim main types: the open- ended and the close-
ended; it was expected that the close-ended qusstiould allow the respondents to generate theswars,
especially recall of slogan in relation to the sestgd product, to ensure uniformity of responsdemographic
issues, factors leading to recall are matched pritlduct slogans advertisements.
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In all, a twelve (12) item questionnaire was desiand administered on the respondents. This was
divided into two parts: (1) demographic issuesfé2jors and issues bothering on recall. Thus clesded items
were on demographics, issues bothering on recaljnijive) and also sought recall information frohet
respondents as it relates to affective (liking attidude change),and to conative- purchase behaviou

The reliability of the instrumentwas establishesing Cronbach Coefficient-alpha method. The
summary is given in the Tablel below:

Table 1: Cronbach’s alpha 21 reliability table

Instruments K ¥S? S/’ r — coe
Frequency of exposure and recall 2 0.27 0.73 0.71
Media of exposure and recall 4 0.24 0.61 0.67
Recall elements 4 0.22 0.68 0.65
slogan recall and patronage 5 0.25 0.64 0.61

With an average reliability coefficient of 0.66etinstrument was considered significantly reliable
hence, appropriate for the study.

To gather data for this study each metropolis faael(5) streets within the area circumference vidgh
subjects selected. A total of 505 copies of thestjoenaire were collected and 5 copies were noy dul
completed. Thus, data analysis was based on 508scopthe questionnaire which were duly filled.

3.1 Method of Data Analysis
Percentage (%) analysiswas used in analyzingesearch questions, whilesimple regression analysis
was used in testing the null hypotheses. The data analyzed using the Statistical Package forab&ciences

(SPSS) version 17.00.

4. Presentation of Data

The data obtained from the field are hereby presequantitatively.
Table 1: Distribution of respondents by gender

Gender Distribution Percentage
Male 286 57
Female 214 43
Total 500 100%
Table 2: Distribution of Respondents by Occupations
Occupations Distribution Percentage
Civil servants 114 23
Company workers 42 8
Self-Employed 98 20
Students 127 25
Unemployed 119 24
Total 500 100%
Table 3: Identification of MTN Slogan by Respondent
Slogans Distribution Percentage
Rule your world! 5 1
A Wonderful World! 10 2
Everywhere you go! 470 94
Now you are talking! 5 1
Feel free! 10 2
Total 500 100
Table 4: Respondents’ frequency of exposure to Mi@iertising Slogans
Responses Distribution Percentage
Very often 281 56
Often 157 31
Not often 43 9
Not very often 19 4
Total 500 100%
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Table 5: Respondents Ability to Recall MTN Slogans

Slogans Distribution Percentage
Connecting people! 91 18
Everywhere you go! 105 21
In your neighbourhood! 5 1
Moving you ahead! 5 1
Y’hello! 40 8
All of above 254 51
Total 500 100
Table 6: Influence of Frequency of Exposure on &oRecall

Response Distribution Percentage
Strongly Agree 296 59
Agree 160 32
Undecided 35 7
Disagree 5 1
Strongly Disagree 4 1
Total 500 100

Table 7: Frequency of responses on slogan elertfaitaid

recall and patronage of MTN

Reasons Distribution Percentage
Short and simple slogans 105 21
Clarity 98 20
Repeated slogans 110 22
Appeal 60 12
All of the Above 127 25
Total 500 100%
Table 8: Advertising medium that makes sloganslrewmare memorable
Media Distribution Percentage
Radio 147 29
Television 189 38
Print media (NSP/MAG) 103 21
Bill boards 61 12
Total 500 100%
Table 9: Slogan Recall and Patronage of MTN Prtsduc
Response Distribution Percentage
Strongly Agree 215 43
Agree 180 36
Undecided 85 17
Disagree 15 3
Strongly Disagree 5 1
Total 500 100

The research hypotheses were tested in null faingwsimple regression analysis.

Hypothesis Frequency of consumers’ exposure to MTN produalsedising does not aid the recall of MTN

slogans.

In order to test the hypothesis, two variables videatified as follows:-
i Consumers’ exposure to product advertising slogamsependent variable.
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ii. Recall of the slogan of advertised product - depahdariable.

The two variables were subjected to simple linegression analysis.

Table 13: Model summary of the relationship betwiequency of exposure to advertising slogans and
recall of slogan
Model R R — square Adjusted R—square Std. errtneof
estimate
1 0.899 0.868 0.898 0.66171

p < 0.05; df = 498; Critical r — value = 0.113

The calculated r-value (0.899) was greater tharctitical r-value (0.113) at 0.05 alpha level with8
degrees of freedom. The r-square (co-efficient).868 predicts 86.8% of the relationship betweegudency of
exposure to advertising slogans and slogan reth#é. percentage is high and therefore implies aifggnt
relationship between the two variables. The reselypothesis was therefore retained.
Hypothesis ZFhe advertising media used does not have positipaét on the recall of slogans by consumers.
In order to test the hypothesis, two variables videatified:-

i. Advertising media — independent variable.

ii. Recall of advertising slogan — dependent variable.

The two variables were subjected to simple linegression analysis.

Table 14: Model summary of the relationship betwaeéwertising media and recall of advertising slogan

Model R R — square Adjusted R- square Std. errtineof
estimate
1 0.826 0.801 0.813 0.11124

p < 0.05; df = 498; Critical r — value = 0.113

The calculated r-value (0.826) was greater tharcthical r-value of 0.113 at 0.05 alpha levelhn498
degrees of freedom. The r-square (co-efficient).801 predicts 80.1% of the relationship betweeregibing
media and recall of advertising slogan. The peegmis high. This implies a significant relatioqsbietween
the variables. Thus, the research hypothesis viaisieel.

Hypothesis 3the recall of MTN advertising slogans does not haestive impact on the product patronage by
consumers in Nigerian metropolis.

In order to test the hypothesis, two variables videatified as follows:-
i. Recall of advertising slogans - independent vagiabl

ii. Patronage of the advertised products - dependeiatole.

The two variables were subjected to simple linegression analysis.

Table 15: Model summary of the relationship betweeall of advertising slogans and product paigena
Model R R — square Adjusted R—square Std. errtheof
estimate
1 0.766 0.738 0.747 0.56189

p < 0.05; df = 498; Critical r — value = 0.113

The calculated r-value (0.766) was greater thanctitical r-value of 0.113 at 0.05 alpha levelghwi
498 degrees of freedom. The r-square co-efficiéi®t 38 predicts 73.8% of the relationship betwesall of
advertising slogans and product patronage. Theeptage is high and therefore implies a significafdtionship
between the two variables. The research hypothemssherefore retained.
4.1 Discussion

The analysis in table 7 revealed that 281 or 56%he respondents were very often exposed to MTN
advertising slogans; 157 or 31% often exposed; ¥8% not often exposed; and 19 or 4% not very often
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exposed to MTN advertising slogans. This suggéstisgatronage of MTN network is predicated by the=| of
consumers’ exposure to its advertising slogans.

Similarly, the test of hypothesis one (table I8)ealed a significant relationship between thedesgy
of consumers’ exposure to MTN advertising slogars gatronage of the MTN Network. The calculatediiue
of 0.899 was greater than the critical r-value dfi@. This led to the retention of the researcholtygsis. This
agrees with the finding of research questions one.

The finding of the study is in line with Walker darDubitsky (2004). Consumers’ exposure to
advertising slogan is an important factor in detamng their liking and patronage of the product. NiTakes
time to advertise their products nationwide, usfiyariety of media. This, as found in the studigracts a good
patronage to the network. Exposure to product'sedthing slogan is essential and capable of attrgct
consumers to the product.

The findings here (Table 8) revealed that 254186 %f the respondents were able to recall all tifeNM
advertising slogans; while 105 or 21% could retiallerywhere you go!”. The responses indicate a téylel of
remembrance of MTN advertising slogans. This actofor the high patronage that the MTN network reze
in these cities. Advertising slogans, accordingBtterley (2002), are designed to foster remembraofca
company’s product. Its purpose is to emphasize ragghthat the company wishes to be remembered by,
particularly for marketing a specific corporate geaor connection to a product (Brierley, 2002). Ex&ent to
which consumers recall a product’s advertising atotherefore determines its level of patronage.

Data analysis in research question three (tabjantiicated that 105 or 21% of the respondents were

able to recall MTN advertising slogans because #dreyshort and simple, while 127 or 25% of the oesents
claimed that all the slogan elements were resptnéily recall and patronage. The implication istthk the
slogan elements are responsible for recall ancopagre of MTN by consumers in Uyo Metropolis is auge
Consumers find MTN advertising slogans appealilagyeo recall, regularly aired, easily understaehrt and
simple. The finding agrees with Burton (2006), wbbserved that a good advertising slogan should be
appealing, short, brief, simple, offhand and merleraThis is further supported by Brierly (2002prFan
advertising slogan to attract patronage, it mussib®le, direct, concise, crisp and hard to forgéis explains
the high patronage of MTN network by many consumissadvertising slogans meet the taste of itmieg
consumers.
It is observed from table 11 that television maldsertising slogan recall more memorable with 1B3806)
respondents, followed by radio with 147 (29%) resfmnts. Print media with 103 (21%) came third, Esdy
was the bill-boards with 61 or 12% respondentstebting hypothesis two, a significant relationshias also
established between the advertising media usedewadl of product advertising slogans. The r-calted was
greater than the r-critical. This led to the reitmmbf the research hypothesis.

This finding is in line with IFPA study (2005); Wimer and Dominick (2000). The finding of IFPA on
Spring 2005 Advertising Campaigndicated a high recall rate with television adisament, 88% of the
respondents indicated recalling more of the adsemients seen on television, followed by radio, paysr,
billboard and magazine. According to Wimmer and ook (2000), broadcast advertising is a very papul
advertising medium. It constitutes such separatdianas television, radio and the internet. Thesditias are
common in every household and drags product adimgtidirect to the consumers’ convenience. Thidaenp
their popularity and the advantages over other eeltie pictures displayed by the television anddescy of
the slogans combine to make the slogan very merrabhe finding is equally supported by the theigedt
framework. Bryant and Zillmann (2004) observed Hreadcast media make for easy recall of advertising
slogans than the print media.

The nature of the advertising media has a sigmfidmpact on the recall of advertising slogans
(Wimmer and Dominick, 2000). The broadcast mediad{® Television and the Internet) bring adverhtitp
the home of the consumers without much effort. €besumers are at ease and get the advertisemeths at
comfort of their homes. Oftentimes, the ads aredaio their hearing as often as the medium is bis fias the
ability to influence behaviour. The television cdnds both sight and hearing thereby impressing the
information more on the consumer. This facilitagasy recall of the advertising slogan.

Analysis of data in Table 11 reveals that patrenafyMTN network has to do with the recall of MTN
advertising slogans. According to the table, 213/} respondents strongly agreed that slogan radhlenced
their patronage of MTN products, 180 (36% agreekijenonly 85 (17%) and 15 (3%) disagreed and stsong
disagreed respectively.

The analysis also indicates a significant relaiop between the variables. The calculated r-valas
greater than the r-critical. The research hypothesis retained, while the null hypothesis was tefecBy
implication, there exists a significant relationshietween the recall of MTN advertising slogan @ndduct
patronage by consumers in Nigerian Metropolis.
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The finding of the study is in line with Walkercabubitsky (2004), who noted that the degree ohk
expressed by consumers towards a product was isggmify related to awareness, recall and the pergeia
impact of the advertising slogan. The ability toak a product’'s advertising slogan keeps the prodlive in
the mind of the recaller and is capable of indu¢hngypatronage of the product. The scholars coedubat the
ability to recall an advertising slogan greatlyluleinces the product patronage. Recall keeps betbltigan and
product alive in the mind of the consumers. Thiy mnaturn influence their patronage of the product.
5.Conclusion
MTN network consumers in Nigeria are frequently atbquately exposed to MTN advertising slogans. The
frequency of this exposure contributes significantl slogan recall and patronage of the networlcdnysumers
in Nigeria.MTN consumers in Nigeria very often rik¢he product-advertising slogan “Everywhere Yoa"G
and it receives the greatest remembrance of thieeeMTN product advertising slogans.MTN advertising
slogans are very appealing and easy to recall hisdperhaps, accounts significantly for its higleraf
patronage in Nigeria. The broadcast media (radid #tevision) make MTN advertising slogans more
memorable and easy to recall. The use of the basadoedia accounts for the high patronage enjoyadd TN
in Nigeria. Consequently, the high level of patgmeenjoyed by MTN in Nigeria despite poor qualitly o
serviceis significantly related to the ease at Whie consumers recalled the product slogans.

5.2 Recommendations

The message of MTN advertising slogans should biewed as need arises to make such more appealihg t
prospective consumers. This will enhance the frequef recall and increase patronage for the nééwor
Innovations that would make the recall of MTN adiging slogans easier should be introduced to ifatsl
recall by the teaming public. This is necessaryirioreased patronage of the product.

REFERENCES
Andrew, A. M. (ed.) (1993)Advertising Exposere, Memory and Chagjckawrence Erlbaum Associates.

11Hillsdale,NJ.

Bandura, A. (2006)A Study of Media Involvememrentice- Hall.Englewood Cliffs, NJ.

Barton, J. R. (1997). “Memory Factors in ConsumkoiCe: A Review” Journal of Marketing37-53.

Brierley, S. (2002)The advertising HandbodRoutledge, ISBN 0-415-24391-2.

Bryant, J., &Zillmann, D. (2004)Media Effects: Advances in Theory and Reseamhrence Erlbaum
Associates Publishers,New Jersey.

Burton, P. (2006)Advertising Copy writind7th ed.) NTC Publishing Group,lllinois.

IFPA (2005):Advertising Recall Study:Polle-Lepson Research Group. York Pennsylvania.

Krugman, H. E. (2007). “Memory without Recall, Exqpoe without Perception”Journal of Advertising
Researchl7, 7-12.

Lloyd, D. W., & Clancy, K. J. (2009)."The effect dfelevision Programmed Involvement on Advertising
Response: Implications for Media Planning?roceedings of the First Annual Advertising Reskarc
Foundation Media Research Worksh&gvertising Research Foundation,New York.

Meyers, B. (1979). “Ad ReviewAdvertising Agel12-22.

Nwachukwu, T. T. (2003):Marketability of GSM Services"Journal of Nigerian Telecommunications Sectors,
43-67.

Okonedo, Bill (2010). Business Day, 18 January.

Osaretti, C.P. (2005). “Innovation in GSNITN Newsletter, MTN,Corporate Affairs Departmengdos.

Starch, J. S. (2006Tested Advertising Metho@s"ed.)Prentice Hall,NJ.

The Art and Science of the Advertising Slogan
(2011).Adslogans.co.uk.http://www.adslogans.co difaomenclature.html.

Walker, J. &Dubitsky, K. (1994Advertising: Mass Communication in MarketiAgughton Mifflin,Boston.

Wimmer, R. D. & Dominick, J. R. (2000jass Media Research: An Introductidfadsworth Publishing
Company,New York.www.mtnonline.com/index_php/pr&litariffs.html(assessed 17 June, 2010).

57



