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ABSTRACT 
 

The purpose of this article is to identify the determinants and outcomes of Mobile advertising 
by reviewing the articles related to the mobile advertising. Mobile advertising is a method of 
advertising on the mobile devices through text ads using SMS, and advertisement on 
downloaded apps. The main function of the mobile advertisement is to present products , ideas 
as well as services in a more personalized manner to the target audience with the help of 
mobile communication. A thorough review of literature indicates that there is a positive impact 
of the identified determinants on mobile advertising. The variables that were frequently studied 
and that which were found to support the  mobile advertising are entertainment, 
informativeness, credibility, personalization, message success, media success factor, message 
elements, connectedness and interpersonal communications, user convenience in receiving 
ads, purchase intentions, advertising value and permission. The study also reveals that there is 
a difference between the youth behavior, adult behavior, and attitude towards  the mobile 
advertising. The outcome variables of mobile advertising identified through this review are 
acceptance behavior, campaign outcomes, ad attitude, behavior intention, attitude towards the 
SMS ads, purchase intention, consumer willingness towards the acceptance of mobile 
advertisement, and perceivedinteractivity. 

Keywords Mobile Advertising, entertainment, informativeness, credibility, acceptance 
behavior, behavior intention, ads attitude. 

 

1. INTRODUCTION 
 

 
The mobile market growth plays an important role especially to the developing countries to the 
national as well as local economies through increase in the gross domestic products (GDP), 
tax revenue, employment wages as well as employment. It is also forecasted that for the ten 
percent of the mobile penetration growth, GDP will grow on an average of 0.6% per annum ( 
GSM world 2006). By increased in the mobile penetration and contribution towards the growth 
of the economy how marketers can take an advantages of mobile channels and which key 
variables play an important role  to stimulate the consumer acceptance of marketing through 
the mobile marketing (Chowdhury et al.2006). 

 

The ongoing evolution of mobile technologies and the high rate of penetration of mobile leads 
to increase the popularity as well as importance of mobile advertising (Okazaki, 2006). The 
mobile advertisement is very much unique in the context of the pervasive, direct establishing 
with an individual's links with the customers due to features of mobiles handsets such as the 
always connected, always with  users  (Balasubramanian et al. 2002, Kavasallis et al. 2003). 
The others features that  make mobile advertising is more unique such as novelty has made 
the business grow make the mobile advertising  has made the stimulating area to both 
practitioners as well asresearchers. 
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There are so many factors that influence the adoption of mobile advertising messages as well 
as  mobile services ( Varnali and Toker, 2010). The review reveals that for the communication 
process variables which is related to the consumer responses in the context of mobile are 
targeting, message, medium and implementations decisions and response as well as 
responsesassessments. 

 

The first phase of the communication process includes data based segmentation to increase 
the message relevance. The targeting process is defined as the process of selecting as well as 
identifying the target customers and designing the advertising according to each and every set 
of customers (Germanakoset al.2008). 

 

The second phase involves strategic decisions which is related to the implementations 
elements as  well as message but the effectiveness of communications depends upon the 
profile of the target audiences (Michael and Salter, 2006) and also issues related to the 
messages are also plays an important role to influence the consumers experiences with the 
stimuli which is related to the mobile advertising. The main factors are designing of the content, 
facilitators related to the source as well as features related to the medium (Marez et al.2007, 
Scharl et al.2005, Palka et al.2009, Zhang and Mao,2008) The two successful mobile 
advertising campaigns are user control degree, presence of incentives motivating responses 
(Michael and Salter 2006, Varnali et al.2010) The incentives includes monetary benefits such 
as discounts, credits, gifts as well as non- monetary benefits like priority services rights, cause 
contributions, helping to others. 

 

The third communication phase related to the campaign outcomes which is related to the 
attitudinal as well as behavioral( Fang et al.2005/2006, Kleijnen et al.2007, Rohm and Sultan 
2006). The perceptions which is influences acceptance levels are entertainment, 
informativeness, credibility as well as medium fit ( Haghirian and Inoue 2007, Okazaki 2004). 
The understanding of consumer experiences related to the mobile marketing such as 
integrates the message/characteristics related to  the implementations as well as individuals 
differences and also how these components of mobile advertising process interact to get the 
behavioraloutcomes. 

 

The advances in the field of communication technology affects the marketing tools as well as 
methods (Usta and Resul 2009). The rapid advancement in the field of communication 
technologies gives a platform to the marketers to tap the new customers segments (Muk and 
Alexander 2007, Tsanyet al.2004). Especially, in the case of young generations they are using 
this mobile phones as a huge means of communications such as graphics, data, music, videos 
etc. These features of mobile phones plays a important role to the marketers to reach directly 
to the customers (Jun et al.2007). In terms of marketing mobile phone plays a very important 
role directly reach to the customer by the means of communications at any point of time and 
place (Barutcuet al.2009). The mobile ad is purely depends upon the accessibility, frequency, 
speed   and consumer information (Muk and Alexander 2007). 

 

The mobile phones also gained an importance in the fields of marketing due to the reasons 
such as 24* 7 availability of the mobile phones in the hands of customers , openness to the 
communications, face  to face visuals audio communications and providing a convenience to 
the customers as well as the marketers (Barutcu et al.2009). In this are SMS plays a very 
important role and act as a successful medium directly reach to the customers due to the 
featuring of the SMS i.e. personalizing the message as well as their attractive attributes (Wong 
et al.2008). The rapid spread of SMS plays a very important role for carrying out the 
mobileadvertisement. 

 

Malhotra and Segars (2005) found that the mobile commerce global markets is estimated to 
reach $ 20 billion in the year 2006. According to the Theory of Reasoned Action which is 
proposed by Fishbein and Ajzen (1975) they found that attitudes, intentions, beliefs and action 
which is related to the e- commerce advertisement through the way of cellular phone services 
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which is web enabled in nature. 

Tsang et al.(2004) studied and found that irritation, credibility, entertainment, informativeness 
plays a very important factors to affecting the attitudes of the respondents towards the mobile 
advertising. 

 
 
 
 
The growth in the mobile market, especially in the developing countries, has gives a direct net 
benefit to the local & national economies through the tax revenues, gross domestic products and 
employment wages (GSM World2006). It is forecasted that the ten percent in the mobile 
penetration growth will lead to gross domestic products (GDP)  growth by an average of .6 % per 
annum. With the increase in the mobile penetrations and the major contributions to the mobile 
growth how the market can take this advantages of mobile channels which key variables will 
helpful to increase the customer acceptance of the marketing through the mobile channel i.e. 
mobile marketing. Telecommunication is act as an economic as well as social enabler.  
 
With an increase in the penetration of the mobile phones leads to increasing the use of handheld 
devices to the deliver ads for services & products Chowdhury et al., (2006).The number of mobile 
subscription was 2.4  billion at the end of the second quarter of 2006 (GSM Association2006).As 
per as OECD, there is only one mobile phone per person in the developed countries  
(Economist2005). 
 
In the western Europe penetration of mobile phones reached 90% by the end of 2004 and was 
estimated to have a complete penetration by the end of 2007. The ubiquity of text messaging 
SMS based on mobile communications creates a big platform for marketers. 
 
According to the CTIA (2005), the penetration of mobile phones in the UnitedStates was 65% of 
the total populations. In Finnland, the penetration rate was 103% at the end of the year 2005. The 
mobile advertising is a concept in a very vast area. The short message service (SMS) based 
mobile communication provides new opportunities to the marketers to advertise, build,create 
develop the customer relationship management and provides a platform to receive a direct 
communication from the customer (Sultan,2005).The applications & services of the mobile 
phones such as multimedia messages, games, music, digital photography already being used by 
the marketers. 
 
As per as Juniper research  SMS messages were act as a dominant format of the mobile 
advertisings in Western Europe in 2005 (Smith, Husson, and Mulligan 2005b). 
 

2.LITERATUREREVIEW 
 
 

2.1 Mobile advertising 
 

 
De Reyck and Degraeve (2003) explained mobile advertising is “targeting well-identified 
potential customers with text messages, thereby increasing the response-to-advertisement 
ratio.”According to the definition given by Mobile Marketing Association (2003) mobile 
advertising is “any form of marketing, advertising or sales promotion activity aimed at 
consumers and conducted over a mobile channel”. Fishbein defines attitude is “a learned 
predisposition of human beings”. Keller and Kotler (2006) defines that an “attitude is a person’s 
enduring favourable or unfavourable evaluations, emotional feelings, and action tendencies 
toward some object or idea”. So attitude towards the mobile advertising is positive it connotes 
that consumer will accept the mobile advertisement in more favourable and willingness 
manner. Yan et al.(2004) also studied and found that the main aim of the personalized mobile 
advertisement is to accommodate their needs to a certain customers according to their 
shopping habits and the order of preference. Personalized mobile advertising is defined as 
sending advertising messages to the mobile devices on the basis of a customer demographics 
such as income, preference of the user and also the contents factors(Xu,2007). 
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Xu et al. 2008, in their study found that targeted mobile advertisement was 50% more which is 
acceptable to the consumers than the untargeted advertising segments. There is also a one 
concept called as the location based advertisement which means that the sending 
advertisement on the basis of the location of the consumers. To find out the every consumer 
location different techniques is employed like GPS system. The user can also traced by the 
telecom operator in the context of the network. The features of identifying the locations of the 
customers act as a medium that can benefits to the marketers for the  mobile advertisement. 

 

Mobile Advertisement has been divided into the two parts i.e. pull and push models 
(Barnes,2002). Pull model defines as a model in which a marketer sends the information to the 
requested consumers unlike in the case of pull model where marketers takes initiatives to send 
the message to the consumers. 

 

Mobile advertising is estimated to be one of the important revenue source for the telecom 
networks (Dezoysa,2006). Mobile advertisement has been also found as one of the most 
potential area related to the business (Komulainen et al.,2006) . The mobile advertisement also 
gives an opportunity to the customization according to the consumer needs and also helpful to 
improve the customer relationship management (Figge& Schrott,2003). The example of mobile 
advertisement is alerts, mobile banners (Giagliset al.2003). 

The study related to the mobile advertisement with 1000 mobile phones users initiated by  
Barwise  and Strong (2002) and came to the conclusion that mobile advertisement gives a high 
levels of the readerships, stronger related to the brand attitude, awareness related to the 
advertisement and also some positive effects. Enpocket the mobile marketing intelligent 
company conducted the advertisement study with more than the 1200 mobile net users across 
the USA ,Europe, and India  came into the conclusion that when the advertisement is relevant 
then there is a positive attitude about the consumers towards the acceptance of mobile 
advertisement. The research also reveals that the mobile advertisement targeted was 50 % 
more acceptable to the mobile net users as compared to the untargeted advertising. 78 % also 
said that they would be more happy to receive the mobile advertisement if the information is 
relevant to them. Out of this 64% are ready to disclose their information to reveal for the 
betterment and improvement for the mobile advertisement. These results proved that 
awareness of mobile advertisement is there in the markets among the consumers. Due to the 
users assigned identity given by the mobile device it also gives a platform to the 
mobileadvertising 

i.e. personalization (Lee, 2000). It also gives an option to the mobile advertiser to collect the 
feedback from the consumers and design as well as improve the mobile advertisement for the 
future offering related to the particular products as well as services based on the feedback 
given the customers (Anckar and D‟Incau,2002,Stafford and Gillenson,2003, Stewart and 
Pavlou,2002).In the case of m- commerce demographics variables such as age, income, 
gender, income of the consumers as well as awareness also plays a very vital role for 
providing the personalized services to the consumers (Liaeo et al.2004 andTarasewich,2003). 

 

2.1.1. Determinants of MobileAdvertising 
 
 

2.1.1.1 Entertainment 
 

 
Entertainment is also one of the most important factors of the mobile advertising. 
Entertainment is defines  as  the  ability  to  arouse  the  enjoyment  which  is  aesthetic  in  
nature  (Oh  and   Xu,   2003). McQuail defines entertainment is the “the ability to fulfil an 
audience’s needs for escapism, diversion, aesthetic enjoyment, or emotional enjoyment.” 
Entertainment helpful to expresses the consumer‟s pleasure sense in context of the messages. 
In this respect the application of mobile advertisement is such as games, music and visual 
applications (Altuna and Konuk,2009). The  messages which is funny assumed by the 

International Journal of Pure and Applied Mathematics Special Issue

4408



consumers provide interest as well as loyalty to the consumers. The rewards as well as games 
sent to the mobile phones to the targeted consumers are considered to be the most successful 
methods to retain to the consumers as well as make them loyalties (Chowdhury etal.2006). 

Greyer and Bauer (1968), Mittal and Pollay (1993) found that the hedonic pleasure plays a very 
vital  & positive impact on attitude towards the advertisement. Therefore entertainment value 
perceived related to the mobile advertisement plays an important factors affecting the 
consumers attitudes towards the advertisements (Wong &Tang,2008). 

 

Entertainment services an also helpful to the customers to add on the value for the consumers. 
As most of the people provides a prizes and games via (SMS) gives a high participation 
(Haghirian and Dickinger 2004; McQuail 1983).These features can also be used by the 
company to make the costumer involves more deeply and also helps them to make them 
familiar with the advertised products and services ( Krishnamurthy 2000). 

 

2.1.1.2 Informativeness 
 

 
Informativeness can be defines as the “the ability of advertising to inform consumers of product 
alternatives so that purchases yielding the greatest possible satisfaction can be made” 
(Ducoffe,1996).Informativeness features of the advertisement that can effect the level of 
consumer satisfaction and their buying decision processes (Ducoffe& Robert H. 1996). The 
informativeness is the ability to gives a timely, easily, accessible as well as updated information 
(Altuna et al.2009).The quality of the information of a particular company in the mobile 
advertisement has a direct impacts on the consumers perceptions as well as opinions related 
to the particular companies as well as their products (Usta& Resul,2009). Therefore 
information sent to the mobile devices to the consumers should be sent on time, correct in 
nature that adds value to the customers life (Xu and David, 2007). Informativeness acts a basic 
principles to accept the information by the consumers end (Wong et al.2008). 

 

Informativeness is also defines as the ability to provide a useful & relevant information 
effectively (Oh and Xu, 2003). Informativeness has a direct impact on the company‟s brands as 
well as products. The information that is delivered to the consumer via mobile devices to the 
consumers is act as a  qualitative attributes like timeliness, accuracy etc (Siau and Shen, 
2003).The Informativeness is strongly related to the advertising which is traditional in nature 
(Ducoffe,1995) 

 

2.1.1.3. Credibility 
 

 
Credibility is defines as the concept which is related to the perceptions of each and every 
individuals  in context of correctness and credibility of the advertisement by the consumers 
(Maneesoonthorn et al.2006). The credibility of the messages sent to the consumers via mobile 
devices has a positive effects on the consumers attitudes towards a particular advertisement 
(Chowdhury etal.2006). 

Credibility can also be explains by Mackenzie and Lutz (1989) as “the extent to which the 
consumer perceives claims made about the brand in the ad (advertisement) to be truthful and 
believable” 

 

The research conducted by the various researchers and end up with a conclusion that the 
there is the positive co-relation between the perceptions of the consumers of the advertisement 
credibility and the consumers attitudes towards the particular advertisements (Brackett and 
Carr, 2001; Tsang et  al., 2004). 

 

According to McKenzie and Lutz credibility means “ consumer perception of the truthfulness 
and believability of advertising in general” Stewart and Pavlou studied and found that credibility 
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is “predictability and fulfilment of implicit and explicit requirements of an agreements” . 
Credibility is one of the most important in the acceptance of technology as well as adoption. 

 

2.1.1.4. Personalization 
 

 
Personalization concept is defines as the method which provides an opportunities to the 
advertisers to place on mobile environments promotion ads in a more efficient and effective 
manners. The other applications of personalization are to achieve the consistently competitive 
advantages, also the personalization on the real time basis (Greer & Murtaza,2003). (Yan et al. 
2004) also states that the main aim of the personalized mobile advertising is to target the 
certain sets of customers and accommodates their needs on the basis of shopping habits as 
well as preference orders. Consumers also like to accept that kind of customized which falls 
under their areas of interests (Robins,2003) and also which is relevant to them (Milne & 
Gordon,1993). Personalization is also helpful to the marketers to improve the customer 
relationship and also helpful to the marketers to reach to the individuals potentials customers. 

 

Personalization can also act as an important platform for the m-commerce because it is helpful 
to collect the demographic information‟s of the mobile users with the help of providers of the 
services on the basis of the current location of the mobile users. 

 

Personalization is basically mapping as well as satisfying the customers goals in a specific way 
that must be aligned with a business goal (Riecken, 2000). Personalization to understand the 
customers, tastes, preferences behaviour, buying patterns lifestyle, cultural, gender differences 
towards the personalization. 

The mobile phones already given an option to do the profiling i.e. user can create a new profile 
or new one. The information entered by the consumer during the time of creating profile will be 
used by the marketer for planning the personalized ad campaigns. 

 

2.1.1.5. Irritation 
 

 
Irritation means negative feelings of consumer attitudes towards the mobile advertising 
(Altunaet al.2009). This is also one of the main reason behind that customer generally criticize 
the mobile advertisement. 

 

According to the theory of Psychological Reactance it states that the customers  reacts 
negatively  when their choice of the freedom is come under the category of threatened (Wong 
et al.2008). Due to the low cost to the company sending SMS as well as MMS to customer 
without thinking their personal information. As a result it proves a wrong marketing tactics in 
the eye of the consumers (Rittippant,2009). 

 

Consumer who feel cheated, mislead by the information sent by the company also feel irritated 
gives a wrong image about these company in the context of the consumers‟ minds (Xu, David 
Jingjun. 2007,Usta& Resul,2009). When consumer feel that advertising are disturbing as well 
as irritating then they perceived advertisement in a negative sense. 

 

The method that is helpful to reduce the irritation towards a particular advertisement is that 
permission based advertising. It means that consumers is having control on acceptance of ads 
in their mobile devices. In simple terms it means that the consumer can actually filter the 
messages such as when, where, what, why how much ad consumers wants to receive at a 
time (Carroll et al.2007). Permission based advertising is helpful some extent to reduce the 
irritation among the consumers. 
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According to De Reyck and Degraeve (2003) he studied and found that the mobile 
advertisement is only works on the permission based advertising. Binay (in Maneesoonthorn 
and Fortin, 2006) found that in his study that the there is a change in the attitude of consumers 
towards the mobile advertisement if it permission based. That is why before sending any 
promotional or commercial messages sending to the target audience they must convince to the 
consumers to opt-in. Mobile Advertisement must be short, simple, as well as easy to 
understand and memorable in the consumers mind for a longer period of time (Scharl et 
al.2005). 

2.1.1.6. Mobile Couponing 
 

 
The company use cell phone to send the coupon the consumers via SMS. There are three 
advantages   of Mobile Couponing: company can tap the customers on the basis of their cell 
phone numbers, effective as well as efficient handlings scanning of bar code at the cash 
counter and timesensitivity. 

 

2.1.1.7. InformationServices 
 

 
The advertisement companies can also funded information which is act as a complement 
services and arouse the interest of the consumers such as information services like news, 
songs, markets rates, horoscopes, weathers, traffics. 

 

2.1.1.8. Process ofTransmission 
 

 
The technology act a medium to transmit the information to the target consumers via SMS or 
MMS  but there is a no guarantee that the message sent by the company to the customer will 
reach to the next minute. But there is also a problem related to the problems of the contents 
related to the time sensitive contents such as account changes of the customers, availability 
notifications related to the product and reports related to theweather. 

 

2.2. Outcomes of  Mobileadvertising 
 
 

2.2.1. Campaignoutcomes 
 

 
The campaign outcome is also one of the most important outcomes of mobile advertising.  The 
message related to the perceived Intrusiveness and the campaign attitude are act as a key 
role which is actually initiated by the mobile advertising which results in the influences the 
behavioural responses which is generated the campaigns related to the mobile advertising. 
The other campaign outcomes of the mobile advertising is in the forms of the actual 
responses, word of mouth intention & response delays (Varnaliet al.2012). 

 

2.2.2. Attitude towards the MobileAds 
 

 
The Attitude towards the ads is also one of the most important outcomes of mobile advertising. 
(Chowdhury et al.2006) studied and found that credibility has the direct positive with the 
significant influence on the attitude of the consumers related to the mobile ads. Credibility also 
found to be the 
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important significant factors which is affecting the respondents attitude towards the mobile 
advertisements. 

 

2.2.3. Attitude towards  SMSAdvertising 
 

 
The attitude towards the SMS advertising is also one of the most important outcomes of the 
mobile advertising. (Waldtet al.2009) studied and found that the consumers perceptions 
related to the informativeness, credibility related to the SMS advertisement, value related to 
the entertainment are positively correlated to the consumers attitudes towards the SMS 
advertisements. It has been also  found that consumers perceptions related to the irritations 
aspects of the SMS advertisements is also negatively correlated to the attitude of the 
consumers towards the SMS advertisements. The consumers is having a generally negative 
attitude towards the SMS advertisements and when the company is using this kind of medium 
to reach to the consumers they must have to be cautiously used when they are going to 
targets the youths segment. Marketing related to the permissions based and also sending of 
SMS advertisements to only those customers who is agreed to receive the information related 
to the promotional is one of the important element of the SMS advertising (Waldt etal.2009). 

 

2.2.4. SuccessMeasures 
 

 
The success measures related to the mobile advertising is consumer attention, consumer 
behavior and cost ratios. The consumer  attention studied by the  Rodgers  and 
Thorson(2000)  studied and found  that extensive summary related to the online advertising 
and also building on the wells measures of the effectiveness related to the traditional 
marketing (Wells,1997). The most important thing is an attentions. The users generally used to 
forget mobile ads, or may ignore it or skip it. The gaining attention of the consumers helpful to 
initiate the consumersbehaviors. On the basis of the world wide web Koufaris (2002) studied 
and found that shopping experiences as well as perceived usefulness related to the sites are 
plays an important measures to return to the particular mobile ads. 

 

The advertisings effectiveness such as cost per thousand or related to the cost per click as 
well as traditional measures in contexts of the mass media such as TV, newspapers and radio 
can also helpful to increase  the mobile advertisingeffectiveness. 

 

3. METHODOLOGY 
 

 
This study discussed about the determinants & outcome of the mobile advertisement.  
According to  Torraco (2015), Literature Review, “is a form of research that reviews, critiques, 
and synthesizes 
representativeliteratureonatopicinanintegratedwaysuchthatnewframeworksandperspectives 

on the topic are generated” .The literature review also provides a collaborative methods of 
data on the determinant &outcome of the mobile advertisement. Data were collected with 
the help of online databases such as Emerald Management, EBSCOHost- Business source 
complete, Google Scholar, Proquest, SAGE, Elsevier (Scopus). 

 

Keyword used for literature review were Mobile Advertising, entertainment, informativeness, 
credibility, acceptance behavior, behavior intention, ads attitude. The Reference list were 
also used from the articles for the literature review and 50 research articles were read for 
the overall literature concept along with the  Mobile Technologies definition in this study. 
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Table 1 provides a summary of important articles included in this study, bearing the 
statistical values such as reliability scores, sample size, response rate and the respective 
determinants and outcomes of mobile advertising . 
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Table 1 
Summary of statistical values of studies included in this review 

 

Study N α Mobile 
advertisi
ng items 

Respons
e rate (%) 

Determinants/Antecedents Consequences/Outco
mes 

Altuna&konuk 
(2009) 

98 - 25 81 Entertainment, irritations Attitude difference 
related to mobile ads 

Anckar&Incau 
(2002) 

485 - - 48.50 - - 

Barnes,2002 - - - - Social norms, user motives, 
mode ,time. locations, 
personal characteristics 

Forget/ignore/skip 
Attend to ad 
Form attitude to ad 
Click on ad 
Phone-through 
E-mail advertiser 
Purchase, subscribe 

Carroll et al 
(2007) 

70 - - 44 Irritations Determinations of 
consumers acceptances 

Chowdhury,et al 
(2006) 

309 Attitude 
towards the 
sms-.819 

15 97.16 Entertainment Attitude towards sms 
ads 

Fang et al (2006) 101 Perceived 
ease of use-
.85 
Perceived 
usefulness-
.90 
Perceived 
playfulness-
.71 
Perceived 
security-.19 
Intention to 
use-.78 

12 - Perceived ease of use, 
perceived playfulness, 
Perceived security 

Intended to use 

Greer & 
Murtaza,2003 

104 .95 32 - Personalization & 
innovations characteristics 

Use intentions 

Haghirian et al 
(2005) 

815 - - - Entertainment, 
informativeness ,irritation, 
credibility, frequency  
exposure, 

Advertising value of 
mobile marketing  

Jun & lee,2007 200 Mobile user & 
gratifications-
.87 
Mobility/conv
enience-.78 
Fashion-.88 
Information-
.86 
Entertainmen
t/relaxation- 
.75 
Functional 
service-.78 
Socialbility-
.85 

33 - Mobility/convenience,fashion
,information,entertainment,fu
nctional service, multimedia 
service, sociability 

Behavioural intention 
towards mobile ads. 

Kleijnen et al 
(2007) 

375 - 70 57 Benefits (time convenience, 
user control , service 
compatibility),cost (risk, 

Intention to use 
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Note: N= Sample size, α = Cronbach's alpha values for reliability reported in the study, Response 
rate= Respondents who provided data for the study 

 

4.FINDINGS &CONCLUSION 
 

 
The findings of this study is that the indicates that there is a positive impact of the identified 
determinants on mobile advertising. The variables that were frequently studied and that 
which were found to support the mobile advertising are entertainment, informativeness, 
credibility, personalization, message success, media success factor, message elements, 
connectedness and interpersonal communications, user convenience in receiving ads, 
purchase intentions, advertising value and permission. The study also reveals that there is a 
difference between the youth behavior, adult behavior and attitude intention towards the 

cognitive effect) 

Mackenzie & 
lutz,1989 

20 - - 60   

Maneesoonthorn
& fortin,2006 

295 - 29 57.3 Credibility Attitude towards sms 
advertising 

Marez  et al,2007 674 - 47 - - - 

Milne & 
Gordon,1993 

175 - - - Personalization Evaluation of direct 
mails social contracts. 

Oh & Xu (2003) 82 - 50 - Entertainment, 
informativeness, consumer 
attitudes 

Intention to reuse, 
purchase intentions 

Okazakai,2004 786 - 24 51.4 
 
 

  

Palka et 
al,(2009) 

57 - - 54.4 Perceptual affinity is act an 
important antecedent of word 
of mouth influece 
 
 

- 

Scharl et al,2005 - - - - Irritations, consumer. attitude Consumer attitude, 
intentions, behaviours 

Shiau& 
shen,2003 

- - - - Informativeness Mobile services 

Stewart & 
pavlou,2002 

- - - - - New interaction 
structure. 

Tsang ,et al 
(2004) 

380 .70 - 47.60 Credibility, entertainment, 
Informativeness, irritations 

Attitude towards 
advertisements 

Varnali et al 
(2012) 

250 - 21 - Message characteristics, 
Individual differences 

Campaign outcomes 
(actual response, 
response delay, word of 
mouth intention) 

Waldt et al 
(2009) 

200  Entertain
ment-
.91,Inform
ativenes-
.84 
Irritation-
.81 
Credibility
-.78 

- Entertainment, 
informativeness 
,irritations, credibility 

Attitude towards SMS 
advertising. 

Xu,2007 235 - - 60.80 Credibility, entertainment, 
Informativeness, irritation, 
personalization 

Intentions 

International Journal of Pure and Applied Mathematics Special Issue

4415



mobile advertising. The outcome variables of  mobile advertising identified through this 
review are acceptance behavior, campaign outcomes, ads attitude, behavior intention, 
attitude towards the SMS ads, purchase intention, consumer willingness towards the 
acceptance of mobile advertisement, perceivedinteractivity. 

 

 

REFERENCES 

[1] Altuna, OylumKorkut and Konuk, Faruk Anıl. (2009), 
Understanding Consumer Attitudes Toward Mobile Advertising 
and Its Impact on Consumers‟ Behavioral Intentions: A Cross-
Market Comparison of United States and Turkish Consumers, 
International Journal of Mobile Marketing, 4, 2,pp.43-51 

[2] A. Lee, Systems thinking, design science, and paradigms: 
heeding three lessons from the past to resolve three dilemmas in 
the present to direct a trajectory for future research in the 
information systems field, keynote address, Eleventh 
International Conference on Information Management, 
Taiwan,2000. 

[3] Balasubramanian,  S.,   Peterson,   R.   A.,   and   Jarvenpaa,   
S.   L.   Exploring   the   implications   of  m-commerce  for  
markets  and  marketing.  Journal   of   the   Academy   of   
Marketing   Science, 30, 2002,348–361 

[4] Barnes,S.J.(2002), “ Wireless digital advertising: nature and 
implications”,International Journal of Advertising 
,Vol.21No.3,pp399-420. 

[5] Barutçu, Süleyman. andGöl, MeltemÖztürk. (2009), Mobil 
Reklamlarve Mobil ReklamAraçlarınaYönelikTutumlar, KMU 
øøBFDergisi, 11, 7,pp.24-41. 

[6] B. Anckar, D. D'Incau, Value-added services in mobile 
commerce: an analytical framework and empirical findings from a 
national consumer survey, HICSS (2002)1444–1453 

[7] Brackett LK, Carr BN (2001). Cyberspace advertising vs. other 
media: consumer vs. mature student attitudes. J. Advertising 
Res. 41(5):23-32 

[8] Carroll A, Barnes SJ, Scornavacca E, Fletcher K (2007). 
Consumer Perceptions and Attitudes towards SMS Advertising: 
Recent Evidence from New Zealand. Int. J. Advert., 26(1):79-98 

[9] Chodhury,H.K.,Pravin,N.,Weitenberner,C.&Becker,M (2006) 
CONSUMER ATTITUDE TOWARD MOBILE ADVERTISING IN 
AN EMERGING MARKET: AN EMPIRICAL STUDY. 
International journal of mobile marketing, Vol .1 No.2. 

[10] Chowdhury, HumayunKabir.,Parvin, Nargis.,Weitenberner, 
Christian. and Becker, Michael. (2006),Consumer Attitude 
Toward Mobile Advertising in An Emerging Market: An Emprirical 
Study, International Journal of Mobile Marketing, 1, 2,pp.33-42 

[11] De Reyck B, Degraeve Z (2003). Broadcast Scheduling for 
Mobile Advertising. Oper. Res., 51(4): 509-517 

[12] Ducoffe, Robert H. (1996), Advertising Value and Advertising on 
The Web. Journal of Advertising Research, vol.36, no.5,pp.21–
35 

[13] D.W. Stewart, P.A. Pavlou, From consumer response to active 
consumer: measuring the  effectiveness of interactive media, 
Journal of the Academy of Marketing Science 30 (4)(2002). 

[14] Enpocket,http://www.enpocket.com/news/press-

International Journal of Pure and Applied Mathematics Special Issue

4416



releases/researchshows-that-targeting-and-relevance-are-key-to-
making-mobileadvertising-work(2006) 

[15] Fang, X., Chan, S., Brzezinski, J., and Xu, S. Moderating effects 
of task type on wireless technology acceptance. Journal of 
Management Information Systems, 22, 2005/2006,123–157 

[16] Fishbein, M. (1967). Readings in Attitude Theory and 
Measurement. NewYork 

[17] Germanakos, P., Tsianos, N., Lekkas, Z., Mourlas, C., and 
Samaras, G. Improving mcommerce services effectiveness with 
the use of user-centric content delivery. Journal of Electronic 
Commerce in Organizations, 6, 2008,1–19 

[18] Greer T.H. and M.B. Murtaza . “Web Personalization: The impact 
of Perceived Innovation characteristics on the intention to use 
personalization,” Journal of computer Information 
Systems,43:3,2003,pp.50 

[19] Haghirian,  P.  &Dickinger,  A.  (2004).  Identifying  Success  
Factors  of  Mobile  Marketing,   ACR Asia-Pacifc 2004 
Association of ConsumerResearch 

[20] Haghirian,  P.,   Madlberger,   M.,   &Tanuskova,   A.   (2005).   
Increasing   Advertising   Value   of  Mobile  Marketing  –  An  
Empirical  Study  of  Antecedents,  Proceedings  of   the   38th   
Hawaii International Conference on SystemSciences 

[21] H. Komulainen,T. Mainela ,J. Sinisalo,J. Tahtinen, P. Ulkuniemi, 
Business model scenarios  in mobile advertising, International 
Journal of Internet Marketing  and advertising  3 (3)(2006). 

[22] Jun, Jong Woo. And Lee, Sangmi. (2007), Mobile Media Use 
And Its Impact on Consumer Attitudes Toward Mobile 
Advertising, International Journal of Mobile Marketing, 2, 
1,pp.50-58 

[23] Kavasallis,  P.,  Spyropoulou,  N.,  Drossos,  D.,  Mitrokostas,  
K.,  GIkas,   G.,   and   Hatzistamatiou,  A.   Mobile   permission   
marketing:   framing   the   market   inquiry.   International 
Journal of Electronic Commerce, 8, 2003,55–79 

[24] Kleijnen,  M.,  Ruyter,  K.,  and  Wetzels,  M.  An  assessment  of  
value   creation   in   mobile service   delivery   and   the   
moderating   role    of    time    consciousness.    Journal    of    
Retailing, 83, 2007, 33–46 

[25] Kolsaker, Ailsa. andDrakatos, Nikolaos. (2009), Mobile 
Advertising: The Influence of Emotional Attachment to Mobile 
Advices on Consumer Receptiveness, Journal  of  Marketing  
Communications, 15, 4.,pp.267-280 

[26] Kotler     P,     Keller     LK     (2006).     Marketing     
Management     12th     Edition.     New   Delhi: PrenticeHall 

[27] Maneesoonthorn, Chasinee. and Fortin, David. (2006), Texting 
Behaviour and Attitudes Toward Permission Mobile Advertising: 
An Emprical Study of Mobile Users‟ Acceptance of SMS for 
Marketing Purposes, International Journal of Mobile Marketing, 
1, 1.,pp.66-72 

[28] Marez,  L.,  Vyncke,  P.,  Berte,  K.,  Schuurman,  D.,  and  Moor,  
K.   Adopter   segments,   adoption    determinants    and    
mobile    marketing.    Journal     of     Targeting,     Measurement 
and Analysis for Marketing, 16, 2007,78–96 

[29] Mckenzie , S.B. and J.L. Lutz “ An Empirical Examination  of the 
structural  Antecedents  of  attitude towards the ad in an 
advertising pre-testing context ,” Journal of 
Marketing,53,1989,pp.48- 65. 

International Journal of Pure and Applied Mathematics Special Issue

4417



[30] Michael, A., and Salter, B. Mobile Marketing: Achieving  
Competitive  Advantage  through  Wireless Technology. 
Butterworth-Heineman, UK,2006 

[31] Milne ,G. And M.E.Gordon “Direct Mail Privacy Efficiency Trade-
Offs within an implied social contract framework.” Journal of 
public policy & Marketing,122:2,1993,pp.206-216 

[32] Muk, Alexander. (2007), Consumers‟ Intentions to Opt in to SMS 
Advertising: A Cross-National Study of Young Americans and 
Koreans,  International  Journal  of  Advertising,  26,  2,  pp.177- 
198 

[33] Oh, L.B. and Xu, H. (2003), 'Effects of multimedia on mobile 
consumer behavior: an empirical study of location-aware 
advertising'. [Retrieved August 10, 2009],http://faculty.ist.psu.edu 

[34] Okazaki,   S.   How   do   Japanese   consumers   perceive   
wireless   ads?   A   multivariate   analysis. International Journal 
of Advertising, 23, 2004,429–454 

[35] Palka,  W.,  Pousttchi,  K.,  and  Wiedemann,  D.  G.   Mobile   
word-of-mouth:   a   grounded   theory  of   mobile   viral   
marketing.   Journal   of   Information   Technology,   24,   2009,   
172–185 

[36] P. Barwise, C. Strong, Permission-based mobile advertising, 
Journal of Interactive Marketing 16 (1) (2002). 

[37] P. Tarasewich, Designing mobile commerce applications, 
Communications of the ACM 46 (12) (2003). 

[38] Pavlou,P.A. and D.W. Stewart. “Measuring the effects and 
effectiveness of Interactive Advertising: A Research Agenda ,” 
Journal of Interactive Advertising,1.1,2000. 

[39] R.H. Ducoffe, "How Consumers Assess the Value of 
Advertising", Journal of Current Issues and Research in 
Advertising, 17(1), 1-18,1995. 

[40] Riecken, D. (2000) „Personalized views of personalization‟,  
Communications  of  the  ACM,  August, Vol. 43, No. 8,pp.27–28 

[41] Rittippant, Nattharika.,Witthayawarakul, Jedsada., Limpiti, 
Patchrabhon. andLertdejdecha, Nathasej. (2009), Consumers‟ 
Perception of the Effectiveness of Short Message Service (SMS) 
and Multimedia Message Service (MMS) as Marketing Tools, 
Proceedings of World Academy of  Science, Engineering and 
Technology, 41,pp.815-821 

[42] Robins,F. “ the Marketing of 3G,” Marketing Intelligence 
&planning,21:6,2003,pp.370-378 

[43] Rohm, A. J., and  Sultan,  F.  An  exploratory  cross-market  
study  of  mobile  marketing  acceptance. International Journal of 
Mobile Marketing, 1, 2006,4–12 

[44] Scharl,  A.,  Dickinger,  A.,  and  Murphy,  J.  Diffusion  and  
success  factors  of   mobile   marketing.     Electronic     
Commerce     Research     and     Applications,      4,      2005,      
159–  173 

[45] S.DeZoysa, Mobile advertising needs to get personal, 
telecommunications international 36(2)(2002) 

[46] S.Figge,G.Schrott, 3G “Ad” work 3G‟s breakthrough with the 
mobile advertising, Proceeding of the eighth international 
workshop on the mobile multimedia communications, Munich, 
Germany, October5-8,2003. 

[47] Siau, K. and Shen, Z. (2003) „Mobile communications and mobile 
services,‟International Journal of Mobile Communications, 1 (1-

International Journal of Pure and Applied Mathematics Special Issue

4418



2),3-14 

[48] Smith, Julian, Thomas Husson, and Mark Mulligan (2005a), 
"Mobile Marketing: Exploiting Marketing Opportunities in 
Emergent Mobile Media," European Marketing & Advertising, 4, 
1-20. 

[49] Sultan, Fareena and Andrew Rohm (2005), "The Coming Era of 
„Brand in the Hand' Marketing," MIT Sloan Management Review, 
47 (1), 83-90. 

[50] Sultan,   F.,   and   Rohm,   A.   How   to   market   to   generation    
mobile.MIT    Sloan Management Review, 49, 2008,35–41 

[51] Tsang, Melody M., Ho, Shu-Chun. And Liang, Ting-Peng. (2004), 
Consumer Attitudes Toward Mobile Advertising: An Empirical 
Study,  International  Journal  of  Electronic  Commerce,  8,  3, 
pp. 65–78 

[52] T.F. Stafford, M.L. Gillenson, Mobile commerce: what it is and 
what it could be, Communications of the ACM 46 (12)(2003). 

[53] Usta, Resul. (2009), ÜniversiteÖ÷rencilerinin Mobil 
Reklamcılı†aKarúıTutumları, Do÷uúÜniversitesiDergisi, 10, 2, 
pp.294-309 

[54] Varnali, K., and Toker, A. Mobile marketing research: the state-
of-the-art. International Journal of Information Management, 30, 
2010,144–151. 

[55] Wong, Mandy M.T. and Tang, Esther P.Y. (2008), Consumers‟ 
Attitudes Towards Mobile Advertising: The Role of Permission, 
Review of Business Research, 8, 3,pp.181-187 

[56] Xu, David Jingjun. (2007), The Influence of Personalization in 
Affecting Consumer Attitudes Toward Mobile Advertising in 
China, Journal of Computer Information Systems, winter 2006-
2007, pp.9-19 

[57] Yan, K.Q.,S.C.Wang, and C.H.Wei. “Personalized advertising 
recommended mechanism for the mobile users,” Journal of 
AdvancedSciences,4:1,2004,pp.118-125. 

[58] Y.E. Lee, I. Benbasat, Interface design for mobile commerce, 
Communications of the ACM 46 (12) (2003). 

[59] Varnali, K., Yilmaz, C, and Toker, A. (2012) “Predictors of 
attitudinal and behavioral outcomes in mobile advertising: A field 
experiment”, Electronic commerce research &application 

[60] Chowdhury,H.K., Parvin, N., Weitenberner,C, and Becker,M 
(2006), Consumer attitude towards the mobile Advertising in an 
emerging market: An Empirical Study, International Journal of 
Mobile Marketing, Vol 1.No.2. 

[61] Waldt, D.L.R Van der , T.M. Rebello and W.J. Brown 
(2009),“Attitudes of young consumers towards SMS advertising” 
, African Journal of Business Management Vol.3 (9), pp.444-452. 

[62] Rodgers, S. and Thorson, E. (2000). “The Interactive Advertising 
Model: How Users Perceive and Process Online Ads”, Journal of 
Interactive Advertising,1(1):http://www.jiad.org/vol1/no1/rodgers/. 

[63] Wells, W.D. (1997). Measuring Advertising Effectiveness. 
Mahwah: LawrenceErlbaum. 

[64] Koufaris, M. (2002). “Applying the Technology Acceptance 
Model and Flow Theory to Online Consumer Behavior”, 
Information Systems Research, 13(2):205-223 

International Journal of Pure and Applied Mathematics Special Issue

4419



4420


