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ABSTRACT 

There has been a tremendous and rapid growth in the mobile telecommunication 

industry in the world, especially in Asia. This paved a new platform for many companies 

to do their sales promotions through short message system (SMS) via mobile device. 

SMS has been generally used in mobile advertising. This study employed theory of 

reasoned action (TRA), to investigate consumer behavior in mobile advertising. This 

study aims to investigate the behavioral intention to receive and read mobile 

advertisements, with attitude serving as the mediator. We also examine factors 

including entertainment, informativeness, irritation, credibility, permission, attitude to 

advertising in general, and personality. Data were collected from 400 mobile phone 

users in Bangkok, Thailand. Results show that personality of SMS advertisements has 

the strongest effect on attitude. Attitude is the major mediator between belief 

dimensions and behavioral intention. 
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CHAPTER 1 

INTRODUCTION 

1.1 Background 

As the rapid growth of mobile phones and the mobile technology, advertising 

as one of the significant elements turned out in our modern life (Munusamy, 2007). 

Mobile advertising as a new marketing medium become popular around the world, 

hence created a new opportunity for mobile advertising. Mobile phone plays a key role 

in the communication age and rapidly to be a viable commercial marketing channel. 

Public attitude towards advertising in general is proved to be negative in western 

countries in previous studies (Zanot, 1984). However, consumer’s attitude towards 

advertising in general is seldom been discussed in asia, including Thailand. Will Thai 

consumers’ attitude towards and make their intention to receiving and reading mobile 

advertising as their behavior. Even though with the heavily investing in mobile 

commerce and mobile marketing companies, the nature and implications of this 

channel have not yet fully understood. It needs studies to gain an insight how the 

utilize of this channel will perform best to make consumers make their intention to 

receiving and reading mobile advertising as behavior. 
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1.2 Trend of mobile commerce and mobile advertising 

   In developed economies penetration of mobile phones has been explosive, since 

the mid-1990s. People were using mobile communication devices only 215 million 

around the world in 1997, in 2001 the number grown to 961 million, the number growing 

to 1.16 billion in year of 2003. Further growing to 2.4 billion by the end of the second 

quarter of 2006. Worldwide mobile phone subscribers rapid growth. International 

Telecommunications Union (ITU) reveals that global mobile phone subscribers to reach 

4.6 billion by end of 2009 , growing to 5 billion mobile phone subscriptions with the 

population of 6.8 billion globally.  

Total 670 billion SMS messages were sent globally in 2002, and the number is 

expected to rise to 2.6 trillion in 2007. It is predicted that there will send over 6.1 trillion 

SMS messages in 2010 by the mobile phone users in global, almost tripling in the three 

years from 2007, SMS messages become the most popular mobile data service (the 

world in 2010: The rise of 3G 2010). SMS messages as it’s easy and low cost of 

sending made that 78% of mobile phone users use this capable service (Antoine, 2004) 

It’s predicted that there will be 3.7 trillion SMS messages are sending by global 

consumers by 2012 (Rosy future for SMS, 2007). As the development tendency, the 

advertising industry would be increasingly interested in the medium of mobile phone 

using for communicating commercial content. In terms of the SMS demographic 

characteristic, in young users that is most popular. To young adults and others who 
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want to access to specialized information, like weather, sports, stock quotes quickly it 

also gain popularity (Stroud, 2006). 

In Asia-Pacific mobile phone subscribership is also growing fast. In 2005 there 

were 677.5 million subscribers in Asia-Pacific, Forecast in 2006 it will reach 826.6 

million mobile phone subscribers in Asia-Pacific (Sullivan, 2006). According to the 

International telecommunication union (ITU) estimates, the mobile subscriptions in 

Asia-Pacific were 2,897 million, compared with 969 million in the Americas and 741 

million in Europe. 

Mobile phone is a highly personalized marketing via messages receiver (Bauer 

et al., 2005). Mobile devices advertising has a large potential in the intimate nature of 

the devices very personal and high targeting possibilities (Haghirian, 2005), 

consequently SMS as a versatile, personal, direct and interactive two-way medium 

offered to marketers in a effectively communicating with target markets (Woodside, 

2005). The marketers can get a new opportunities from the ubiquity of SMS-based 

mobile communications, that not only advertising, building and developing the 

relationships with customers, but also receiving direct response from customers (Sultan, 

2005).  

About ＄871 million that the worldwide advertisers are expected to spend on 

mobile advertising in 2006, the number will growing to ＄ 11.3 billion by end of 2011 

(Informa Telecoms and Media, 2006). This exceptional development result means that 
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the industry of advertising is becoming interested in the using the mobile technology to 

reach customers. Therefore, to critical the effective use of mobile advertising need to 

more understanding the mobile advertising. To know that how consumers perceive the 

advertisement delivered to their personal mobile devices, and the factors that attract 

them to respond it and then have intention to read and use the advertisement they have 

received.  

1.2.1 Mobile advertising 

Mobile adverting is through mobile devices to transmission the advertising 

messages (Haghirian, 2005). Mobile advertising is defined as “ To present and describe 

a product, services or organization in the actual process in order to induce mobile user 

to buy , support, interact it through mobile communication channels (Chamber, 2008). 

Shot messaging service (SMS) is one type of mobile advertising. It is a popular 

technologies in mobile communication system (Kalakota, 2001). Advertising reach 

millions wireless consumers’ mobile devices through SMS (Fortin, 2001). Moreover, 

mobile advertising enables businesses target their consumers inexpensive (Cleff,2007). 

Mobile advertising use two way information flow develop services and feedback among 

companies and customers by sending and receiving text messages (Dickinger, 2004). 

Mobile advertising is like a broader concept. Multimedia messaging services (MMS) is a 

new applications and services. It is linked of mobile advertising to mobile devices. which 

can play music, games and digital photography, that already emerged and used by 
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some marketers. In western Europe SMS messages is the dominant format to 

communication of mobile marketing in 2005 (Smith, 2005). In this paper, will focus on 

SMS-based mobile advertising.  

According to Juniper research, mobile advertising is enormous expansion. It like 

surpass other type of advertising media. It is expected that the market size for mobile 

advertising was $1.4 billion in the worldwide, also is projected reaching $6 billion in 

2014 (Agrawal, 2009). 

SMS advertising can be effective, when consumers perceive it is the specific 

benefits valuable service. Therefore, consumers receive it as irrelevant. Then, the 

negative reactions are arise (Barwise, 2002). 

There are four SMS mobile spam messages (result from Sullivan,2008) 

Table 1.2.1 SMS mobile spam messages 

Spam message Describe 

SMS classic Advertiser and mobile service have a service agreement 

SMS flooding Advertiser floods many messages to SMS center 

SMS faking Hacker send messages by simulates the behavior of the 

SMS switch 

SMS spoofing Hacker simulate mobile phones by an engine, especially 

in roaming situations. 
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1.3 Overview the industry of mobile telecommunication in Thailand 

IE Market Research Corp (2011) reported that in Thailand the number of mobile 

phone subscriber from 7.5 million in 2001 up to 75.5 million in 2011, with the 67.7million 

population in 2011, it can suppose that every Thai people may get one mobile or a 

parts of people get more than one phones or multiple sims per person, and forecast 

that Thailand will have 76.2 million mobile subscribers in 2014. 

The one of largest mobile service provider AIS (Thailand) indicats that AIS users 

have sending 104million SMS in 2011 account 17% increase by 2010. From 2012 there 

are 4.5million SMS are send out everyday (AIS report, 2012). Obviously that mobile 

phone is playing a key role in communication in Thailand. 

There are five mobile operators in Thailand, AIS, DTAC, TURE MOVE, HUTCH 

and TOT-3G, AIS, DTAC and TRUE MOVE are the main operators which operate a 

GSM network in Thailand. They command 98% of the total market share and all claim 

to have more than 80% population coverage nationwide. 

The majority of mobile subscriber in Thailand are prepaid and account for 90% 

of the total market. Post-paid, unlike in many countries, is not on a contractual basis. 

Brand-new handsets in Thailand cost as little as U.S30 and lower price handsets are 

also available through local brand and the vast second-hand market. 
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Table 1.3 Mobile subscribers 2010 in Thailand of three main operators 

unit: Million 

 AIS DTAC True move 

Prepaid 30.2 20.8 16.9 

Postpaid 3.3 2.4 1.7 

 

1.3.1 MOBILE MARKET GROWTH    

As of end of 2010 
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Figure 1.3.1 
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Note: excluding TOT-3G and HUTCH as data is not public availble 

Unit: MILLION 2006 2007 2008 2009 2010 

SUBSRIBER 39.3 51.9 60.7 64.2 69.8 

   

 3G Mobile 

Research firm Nielsen report that there 56% of Thais surf the internet intend via 

mobile phone, 29% intend to access the internet via other handheld devices. Thais are 

the most avid mobile internet users among Asia, but Thailand lags behind many of 

neighbors in the Asia-Pacific region in terms of 3G deployment, despite having a 

relatively high GDP per capita, to be one of the last few countries that do not have a 

commercial 3G network. Due to the mobile technology is quickly developing that 

uprising social media wave and the introduction of smart phones. It makes much easier 

for consumers to gain access to the web conveniently. The 3G networks is upgraded 

these few years, by two government-owned operators TOT and CAT. Now, the private 

operators such as AIS, DTAC and True Move are doing better in 3G network. Deserve 

to be mentioned, 3G networks of mobile devices just covered in Bangkok , capital of 

Thailand. The 3G network will play an important role in future, and it would be a big 

market in Thailand. 
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1.4 Research Objectives. 

1. To evaluate factors that affect the consumer’s attitude toward receiving and 

reading SMS advertising. 

2. To explain and find the important factors that could determine the consumers’ 

attitude towards reading and receiving mobile advertising in Thailand. 

3. To examine how consumers’ concept of subjective norm affect the behavioral 

intention of consumer’s to receive and read mobile advertising in Thailand. 

 

1.5 Research Questions: 

1. How factors effect on consumer’s attitude toward receiving and reading mobile 

advertising? 

2. What factor has strongest effect on consumer’s attitude towards receiving and 

reading mobile advertising? 

3. How consumers evaluate mobile advertising? What are the reasons that they 

receive and read mobile advertising? 
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1.6 Expected Benefits 

This study will help Thai marketers to more understand the factors which could 

strongest affecting consumers’ attitude towards advertising and make the intention to 

take action to receive and read mobile advertising and then to use the information of 

the advertising. This study aims to provide suggestions to Thai marketers to design a 

appropriate advertising strategy which can help to promote their products and services 

in Thailand. 

 

1.7 Operational Definition 

Entertainment : As the ability that make person fell happy ,person can get 

diversion, fun, from it. 

Informativeness: Shows the consumers’ perceptions which direct influence to 

consumer, and also have an important effect to advertising Irritation: when consumers 

get some annoy or insult from some advertising that make they expression a unlike 

emotion 

Credibility: The sense of trust that consumers get 

Permission: consumer have already know or allow and want to know some 

information from marketers. 
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Attitude toward to advertising in general: consumer show the favour or unfavour 

to the advertising in general 

Personalization: consumer’s personal tendentiousness like or unlike  

Attitude toward to mobile advertising : consumer show the favour or unfavour to 

the mobile advertising . 

Subject norms: A person’s perception when people who significant importance 

or closeness to them or who they respect and think that they a particular ation they 

should perform.  

Intention: consumers want to do or do not want to do something. 

Behavior: The action show as what the consumers think 

 

1.8 Organization of research 

Chapte1: Introduction of research 

Offered an Background of the research ,  mobile commerce and advertising 

Trend in global, Overview the industry of mobile telecommunication  in Thailand, 

Research Objectives, Research Questions, , Operational Definition,  and the 

organization of this research. 
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Chapter 2: Literature Review 

Presents the review of literature to understand the conceptual framework and 

the hypothesis . 

Chapter 3: Methodology 

Discusses and explains the sampling and sample size, research instrument, 

Data collection and sample statistics. 

Chapter 4: Research Results 

Use statistical analysis to find the relationship between each variables that 

influence behavioral intentions, summary of hypothesis testing result 

Chapter 5: Conclusion, discussions and recommendations 

Presents the summary and discussions, findings, and the limitation of the study, 

suggestions for further research. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2.1 The conceptual of Theory of Reasoned Action (TRA) 

TRA is attempt to provide studies of the relationship between behavior and 

attitudes in a formulate. Behavioral attitude, subjective nor, intention to purchase or 

use and actual purchase or usage are the general concepts of adoption behavior, TRA 

method trying to explain it (Ajzen, 1975). The concept of “behavioural intention” and 

“principles of compatibility” are main concepts in TRA (Ajzen, 1988). The concept of 

behavior intention statement that a behavior engage an individual’s motivation. It is 

defined by the attitudes that influence the behavior (Ajzen, 1975). Principles of 

compatibility states that a specific behavior directed given context and time to a 

specific target, specific attitudes correspond with specific target, context and time 

should be assessed (Ajzen, 1988). Behaviour intention show that how much effort an 

individual would like committing to perform such behaviour. Higher commitment more 

behaviour would be performed. 
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FIGURES 2.1 Theory of Reasoned Action (TRA) 
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2.2 Definition advertising 

There various definitions of advertising, in the same objective to make sure 

consumers certain aware the product or service. 

Table 2.2   Summary of definition of advertising 

Author Definition 

Kim (1999) A communication to persuade or influence a audience 

Albuloushi (2000) A market information, a medium of information 

Jobber (2001) Pay to prime media(i.e. TV, radio, cinema) for the non-personal 

communication of products or ideas  

 

2.2.1 Objectives of advertising 

Understanding advertising is the essential to understand the objectives of 

advertising. Advertising objectives defined as to accomplish a specific target audience in 

a specific period time by specific communication task (Kotler, 2005) 

To gain consumers’ generating favorable attitudes and attention (Moore, 2005), 

allowing and entertaining consumers make choices (Bassett, 1997). Also can interpret 

it’s a persuasion of switch brand, and to promot on continuing to purchase product (Eun, 

2009). Making consumer to trial to repurchase, switch brand and building up a 

preference of a brand (USC Marshall, 2008). To informative and persuasive consumers to 

comparison and reminder the product, to be more significant as competition rises 

(Kotler, 2005). Persuasion is the head of advertising objectives (Khanfar, 2009) 
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2.2.2 SMS advertising 

SMS advertising is marketers utilize the SMS technology to send advertising  

messages to consumers by the use of a mobile device, it’s a part of mobile marketing 

(Zhang and Mao, 2008), definition mobile marketing may definition of SMS advertising 

in part apply. Through provide customers’ sensitive, time, location and personalized 

information to promotes goods, services and ideas thus generating value for 

stakeholders by using interactive wireless media (Dickinger, 2004). Sending information 

to consumers as SMS or MMS (Multimedia Message Sevice) is based of mobile 

marketing (Kavassalis, 2003). Advertising reach millions wireless consumers’ mobile 

devices through SMS (Fortin, 2001). Marketers are also prompted by SMS advertising 

that sending coupons to consumer’s mobile device by SMS (Xu, 2007). 

SMS advertising and includes mobile medium have numerous of advantage that 

can communication with consumers anywhere and anytime (Tsang, 2004). They only 

use a mobile device which is very personal and carried anytime and anywhere with 

consumers to increases the probability of advertisement reaches in the consumers 

generally target market (Kavassalis, 2003). 

To the recipients who, when, on a move SMS advertising is the only relevant 

channel for them. Young consumers who are not reveal to the more traditional 

advertising channels and have active lifestyles will be a great benefit targeting for SMS 

advertising (Tsang, 2004). Between younger generations and older generations learning, 

using, managing, and adapting a new technologies such as mobile device or internet, 
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younger consumer market is better able to attract and affect (Spero, 2004). 

Low cost in the SMS advertising campaign is another benefit of advertising the 

mobile medium. It use the relevant information to target and provide specific customers, 

obtain high response rate from the recipients and reduce wastage all of these ability 

made SMS advertising be amplified (Kavassilis, 2003). SMS advertising offers 

usefulness, cost effectiveness, perceived ease of use, ubiquity, intrusiveness, 

immediacy and niche targeted to the marketers (Mao, 2008). The fear of mobile 

devices’ are content downloads by mobile service provider being charged heavily is also 

the stunt to the potential growth of mobile advertising (Sinclair, 2008). Excessive 

intrusive use of SMS advertising make young generations consumers do dislikes and 

resent to SMS advertising (Grant, 2007). On the other hand, studies found that direct 

mail and internet banner advertising’s response rates are lower than mobile advertising 

campaigns generate (Mao, 2008). 

In the commercial deployment mobile marketing and SMS advertising are still in 

the early stages. Mobile phone techonology and SMS advertisements received are may 

yet not fully accept by consumers (Bauer, 2005). This form of advertising is should not 

be underestimated and also has a lot of potential which is clearly indicate by this 

reports. 
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2.2.3 Characteristics and benefits of mobile advertising (SMS advertising)  

Use PDAs, mobile phone as the different communication devices to 

communication by the new media-Internet. These are the unique characteristics of 

mobile advertising which is different with traditional media. As these strong “sell points” 

make mobile advertising to be a fast growing advertising channel. Mobile advertising is 

defined as to present and describe a product, services or organization in the actual 

process in order to induce mobile user to buy, support, interact through mobile 

communication channels (Chamber, 2008). 

Characterized personality, interactivity, and ubiquity are the main features of 

mobile advertising 

Personalization 

Mobile advertising is a highly personalized marketing (Baurer, 2005). It implies 

that different consumer groups is needed different targeting (Robins, 2003). Mobile 

users would have a high level to accept and satisfaction when the advertisement is 

explicated permission (Cuitta, 2005). 

For young people, mobile phone is fashion and necessity. They use special 

brands, size, color, ringtone of their mobile phone to make it personalize (Bauer, 2005). 

By micor-SD cards which is in low costs to stored their personal data, then transferable 

them to personal computers. Because of the relationship between user and mobile 

phones more closely, the users want their mobile phone more personalize, including the 

way of message received. It also means that they only want to select messages or 
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advertisements that they are interested in. 

Interactivity 

Mobile advertising use two way information flow develop services and feedback 

among companies and customers by sending and receiving text messages (Dickinger, 

2004), that is different from the conventional advertising media (radio, TV) which allow 

one way communication. On this view, the receivers can directly response the 

advertisements for benefits at anywhere in a shorter time. It also relate to ubiquity 

feature. Advertisers would get benefits from mobile advertising directly and quickly in a 

lower cost, when they really understand their consumers’ need. 

Ubiquity  

Ubiquity is one of the unique and important features of mobile advertising. 

Advertising can assess to customers at anytime and anywhere via their mobile devices. 

Technology and people’s living style allow mobile advertising to be “ubiquitous”. 

Higher reach 

Nowadays, mobile users hold mobile devices all day long, SMS advertising can 

reach mobile users anytime and anywhere (Bulander, 2005). Traditional media can only 

effective consumers who is exactly listening, reading or watching when and where the 

advertisement is broadcast or demonstrated, SMS advertising permits for superior 

infiltration is doing better then traditional’s (Kelleher, 2003). 
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Lower costs 

SMS advertising always cheaper than other media (Ellis, 2007). SMS advertising 

are relatively cost effective and low cost (Michael, 2006). 

Higher response rates 

Since advertisements can be sent personally, compare to TV or e-mail, SMS 

advertising is predicted to attain higher response rates (Suleyman, 2008). Compare to 

the internet, direct mail and banner ads, mobile advertising also generate a higher 

response (Jelassi, 2004).  

 

2.2.4 Advantages and disadvantages of mobile advertising (SMS) 

Advantages 

Mobile advertising takes advantage by the mobile devices which people is using 

frequently. The number of using mobile devices is increasingly, and the connectivity of 

mobile devices gives more opportunities to reach the potential consumers everywhere.  

SMS marketing encouraged interactivity, higher response rate (higher than the direct 

mail by five times), greater consumer reach, and delivery quick message in a lower 

costs then other medium (Forrester research, 2002). In the shortest time and at lower 

costs, market information from consumers directly could be collected updated by 

marketers (Kavassalis, 2002). In the view of consumers, the latest information they 

would get in anywhere, and also have the right to read or ignore the information that 

they receive by their likes. 
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Disadvantages 

The interface of mobile devices is limited, furthermore, only maximum 160 byte 

characters of SMS allows to send via short message (Kavassalis, 2002). Same as the 

SMS, only limited graphics and texts of MMS allows to send out, which consumers can 

not receive enough information from the advertisement. Moreover, due to the ubiquity 

nature, in some country prior permission from consumer, personal information is leaked 

by the communication company, some mobile advertisements without consumers’ prior 

permission that they would receive, it also make consumers feel annoying and irritating. 

Unanticipated, commonly advertising messages are referred as the mobile spam, and 

considered to be a form of privacy violation (Gratton, 2002). It would generate high risk 

for marketers, that they are uncertain about the opinion toward consumers’ marketing 

activities (Haghirian, 2005).  
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2.3 Relationship and Factor review 

2.3.1 The relationship between beliefs and attitude 

TRA can predict factors affecting attitude, intention, and behavior. Belief is the 

main factor affecting person’s attitude. Given point in time is the salient beliefs function 

of person’s attitude (Ajzen, 1975). Belief can be seen as what the perceived of person 

and will this perceived held to form an attitude. Attitude can describe as general and 

enduring person’s feeling in positive or negative (Petty, 1981), and also can interpret as 

a degree of person likes or dislikes an object (Ajzen, 1980). 

 

2.3.2 The relationship between attitude and intention 

As the TRA present that attitude affects behavior through behavior intention. 

Behavior intention refer to a person’s conscious strength that plans to perform the target 

behaviors (Mykytyn, 2005). Intention is important in between attitude and subjective 

norm perception toward behavior (Shimp,1984). Behavior intention also a strong effect 

on the relationship between attitude and behavior. 

In this research entertainment, Informativeness, irritation, credibility, personalization, 

permission and attitude toward advertising in general are employed to tested as factors 

affecting consumers’ attitude toward mobile advertising in Thailand. 
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2.3.3 Attitudes toward mobile advertising 

Attitudes as a predisposition of human beings (Fishbein,1975). Is a part of 

human behavior of learned predisposition (Kotler, 2000). It’s an important concept in 

information systems and research on marketing. Elaborates attitude to be the emotional 

feeling attached, an individual personal evaluation and action tendency toward some 

objects (or ideas) (Kotler, 2000). Attitude towards an object is consumers’ beliefs as an 

internal evaluation (Ajzen,1975). Attitude towards advertising interpret that recipient 

behavior towards the advertising (Bauer, 1968). Recipient behavior attitude towards the 

advertising can also consider as consumers’ response towards a particular 

advertisement favourable or unfavourable (Mackenzie, 1989). According, consumers’ 

feelings, thoughts, and subsequently that reflected their cognitive ability towards the 

advertising influence consumers’ attitude towards advertising (Mackenzie, 1989). 

Similarly, It can interpret that the values of attitudes towards SMS advertising is 

attribute to SMS advertising (Ducoffe, 1995). In general, SMS advertisements medium 

and SMS advertisements would affect the attainment of the advertising campaign 

objectives. Stimulus would effect on a consumer’s belief system which leads to and in 

turn influences the consumer developing in specific attitude towards the advertised 

stimulus (Andersson, 2000). There are four belief that significantly influenced attitude 

toward mobile advertising, namely entertainment, informativeness, irritation and 

entertainment. Entertainment which is the most influence the mobile advertising attitude 

(Tsang, 2002), entertainment element can be improved the negative attitude (Jong, 
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2008). Entertainment and informativeness is most associated with positive attitude, and 

irritation associated is negative attitude (Lee, 2006). The negative effect of unfamiliar 

advertisers would be reduced by permission-based marketing (Drossos, 2007).  

Personalization is consider as one of the most important factors which influence the 

attitude towards mobile advertising (Xu, 2006). If there are some specifically consented 

receive the advertising messages, otherwise, consumers would have generally negative 

attitudes towards mobile advertising (Tsang, 2004).   

  

2.3.4 Beliefs of consumer’s perceive of mobile advertising 

Entertainment: 

The ability that audience to fulfill their needs for diversion, escapism, emotional 

enjoyment or aesthetic enjoyment (Ducoffe,1996), entertainment is crucial to the 

effectiveness of web advertising, hence, it’s an important predictor of the value of 

advertising (Aaker et al., 1992). It found that entertainment had a positive effect on the 

attitude towards advertising (Pollay, 1993). Entertainment have the most contribute 

influenced on mobile advertising (Tsang, 2004). Concise, funny, and could immediately 

captures consumers’ attention is based of entertainment message (Katterbach, 2002). 

Hedonic pleasure and the mobile marketing of consumers’ perceived entertainment 

utility has positively correlated with the overall utility of consumers’ perceptions in 

mobile marketing, that also has positively correlated with consumer attitudes towards 

mobile marketing (Bauer,2005.) The advertising value of traditional advertising have a  
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significantly relation with entertainment of advertising (Ducoffe, 1995). 

 

Informativeness 

The ability of advertising that consumers can get inform from product 

alternatives, which make them yielding the greatest satisfaction in the purchases 

(Ducoffe, 1996). Ability that advertising deliver information to consumers, and also a 

main factor of accepting advertising (Bauer, 1968). Informativeness of the products or 

service shows perceptions that direct influence to customers. Informativeness also have 

an important effect to advertising.  

Information deliver needs to show qualitative features for consumer like as 

timeliness, accuracy, and usefulness to them via mobile devices (Siau, 2003). Inform 

consumers about products information or make them know that changes in products’ 

price, and new features of existing products it’s one of the goals of advertising (Kotler, 

2006). 

Acquisition the information of product by the primary personal use of advertising, 

which affect the general attitudes to advertising and suggested the informative power of 

advertising have be prioritized by marketers (Petrovici, 2007), the content of services 

are tailored to consumers interest in via mobile devices (Robins, 2003), based on this 

view consumers are interested in the messages that they are getting are relevant for 

them (Miline, 1993). The recipients’ react of information is very positively to 

advertisements that transfer incentives made information to be a very valuable incentive 
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in marketing (Varshney, 2003). Not surprisingly, when informativeness of the advertising 

and attitude toward the advertising is transferred via traditional media they will have a 

strong relate with each other (Ducoffe, 1995). Consequently, the ability to provide 

information to recipients is a part of advertising, advertising is also the basic reason for 

accepting. This the way may media users may think (Bauer, 1968). The advertising 

value and the informative of the advertising information is related when information of 

advertising is transform via the traditional media (Ducoffe, 1995). Informatiiveness have 

a strong positively correlated to consumers’ attitude towards advertising (Ducoffe, 1996). 

Consumer’s perceptions of informativeness of SMS advertisement is positive relation 

with consumers’ attitude towards SMS advertisement (Tsang, 2004). 

 

Irritation 

When advertisers competing for consumers’ attention there are some tactics 

advertisers use to annoy to the recipients. While the techniques like offend, annoy, or 

overly manipulative advertising employed, that makes consumers’ perceive unwanted 

and irritating influence (Ducoffe, 1996), consumers feel indignity when advertisements 

are addressed, that has a very great influence on consumers’ attitude toward 

advertising (Shavitt, 1998). An array of information which may provide by mobile 

advertising confuse the recipient and it also as a information to distract and overwhelm 

consumer (Stwar, 2002). Consumers may feel confused and react negatively. In order 

to decrease mobile advertising’s annoyance, there are different ways are available. 
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Permission-based advertising must be one of that. It means that in order to make 

consumers to accept advertising in their mobile device. Some control must be there, like 

people control over what, when, where and how much advertising they receive via 

mobile devices (Carroll, 2007). The recipients only receive the messages including 

specific products, content or services, that they explicitly indicated their willingness to 

recipients, it’s the point difference between traditional irritation advertising and 

permission–based advertising (Tsang, 2004). Permission based advertising is an 

agreement among advertiser and recipient that where the recipient receive, when and 

how much information to recipient (Michael, 2006). Permission based only makes 

mobile advertising working (Degraeve, 2003). Two studies revealed that irritation was 

one of the important belief dimensions influence consumers’ attitude towards both 

traditional and internet advertising (Ducoffe, 1995). Irritation was one of the factors 

leading to negative attitude towards advertising (Schlosser et al, 1999). 

Be short and to the point is what the mobile advertising be (Sharl, 2005). 

Message must be short because the space is limitations, reading on the mobile advices 

may takes time (Edens, 2000). The relationship is negative between consumer 

perceptions of irritation of SMS advertisement and consumer attitudes towards SMS 

advertisement (Bracket, 2001). Another research also indicated that the overall attitude 

towards mobile advertising was associated with annoying and unfavorable, excessive 

and offensive description (Lee et al., 2006). 
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Credibility 

Credibility is Consumer’s perception towards the truthfulness and believability of 

advertising in general, it can interpretation as one of the antecedents affecting attitude 

towards advertising (Mckenzie, 1989). Low credibility of the advertising affected attitude 

towards advertising the relation of them must negatively (Pollay, 1993). Various factors 

are affect the credibility of an advertisement, the particularly one must be company’s 

credibility, can be interpreted like the extent of consumers beliefs that the firm can 

satisfy their needs and wants by the products and services’ design and deliver 

(Goldsmith, 2000).  

In the cope with the challenges of traditional advertising like getting consumers’ 

time and attention, lacking of credibility can also get reactance form consumer but the 

results of using mobile viral marketing is more benefits with less expenditure (Jelassi, 

2004). Mobile viral marketing can interpret that it’s a distribution concept which relies on 

transmit mobile advertising by consumer self to other potential consumers 

(Wiedemannand, 2008). In the theory of psychological reactance, people’s perceived is 

control by the feeling of the choice in freedom is being threatened. Feeling more 

annoying or irritating from advertising, the more unfavorable attitudes towards receiving 

advertising. People tend to reducing utilities cost or maximize their benefits (Brehm, 

1972). As to a initial contacts campaign, more frequently of familiar communicators 

participate sent mobile adverting message to the recipients. To gaining more credibility 

personal message is doing better than the messages are sending directly from the 



29 
 

 

advertiser (Wiedemann, 2008).   

In USA credibility of television advertising is one of the factors that leading the 

negative relation with attitude towards television advertising on terms of purchase 

confidence (Mittal, 1989), the internet users, they beliefs there is negatively relation 

between advertising credibility and the attitudes towards Internet advertising (Wolin, 

2002). But Under the trust in laws and privacy of mobile advertising, there is positively 

relationship between credibility and acceptance of mobile advertising in Finland 

(Merisavo, 2007). 

Credibility is the second important factor of mobile advertising affecting the 

attitude mobile advertising positively (Tsang, 2004). 

 

Personalization 

Use consumer’s preference and personal information to tailor the experiences of 

products and product purchasing to tasted of individual consumers (Chellappa, 2005). 

Personalization is the ability to proactively tailor products and product purchasing 

experiences individual consumers tastes based upon their personal and preference 

information (Chellappa and Sin, 2005). Mobile users prefer the advertisements that they 

are customized to their interests and relevant to them (Robin, 2003). Can also 

interpreted to tailor electronic commerce interactions by use information of consumers’ 

and use of technology between a business and individual consumers. Personalization  

Individual preferences ,mindsets, needs, cultural, lifestyles, and geographical differences, 
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would leading to understand it in different kinds in general. It’s in order to build the 

loyalty of consumers and meaningful the relationships of one-to-one with consumers 

(Riecken, 2000). When recipient would feel being respected when they receive the 

personalized messages (Xu, 2006). Between service providers and their consumers 

personalized is a social interaction each other, in the real servicing context (Mittal, 1996) 

Marketers employ personalization of mobile advertising in a individual way to reach the 

potential customers, the relationship with consumers thus increase. Consumers would 

like that customized content of mobile services like services or product that they are 

interests and relate to them (Robins, 2003). Mobile users prefer the advertising that 

they are customized.  

Personalization can make amount of messages sending from mobile advertiser 

will be reduced, numerous irrelevant messages will be disappear in consumers mobile 

devices (Ho, 2003). The techniques of marketing must based on accommodating target 

customers, like profiles, history, preferences, local time, shipping habits, location, and 

their needs (Rao, 2003). Certain target customers, according accommodates their 

needs and their preference order are the aims of personalized mobile advertising (Yan, 

2004). Sending advertising messages to mobile devices such as mobile phone, based 

on user preference (e.g. needs what kinds of services), demographics (e.g. gender), 

content (e.g. brand name), and context (e.g. location) factors (Xu, 2007). 

It found that content of mobile advertising is not only one that according with 

profile of customer’s, it would also be consumers’ personal location. The ability of 
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identify location of customers’ is one of the most promising applications (Iddris, 2006). 

Utilization of customer’s location is a beneficial variable of personalization in marketing 

medium of the mobile advertising, and being the features that lack in other marketing 

channels (Xu, 2008). Can target specific audience in the right place, at right time, in a 

direct and personal manner. This is the prominent advantage of mobile marketing that 

different from the traditional marketing (Enpocket, 2006). Personalized advertising can 

enhance consumer satisfaction (Rao, 2003). The personalized mobile commercial 

messages are interesting and useful the young respondents in British agreed that (Leek, 

2009). There is a positively relationship between personalization and attitude towards 

mobile advertising (Xu, 2008). 

 

Permission 

Allows consumers an opportunity to volunteer to be marketed to”, that is the 

different between traditional push marketing and permission marketing (Seth, 1999). 

The more willingness that consumers receive the marketing communication messages 

guarantees, the more attention they will pay to the marketing messages communicated 

to them (Godin, 1999). Consumers permit marketers to educate them on its products 

that is permission-based marketing (Kavassalis, 2003). In the permission marketing 

consumers already give their approval to receive information from the marketer (Godin, 

1993). Consumers can viewed the mobile advertising that they are acceptance receive 

already, in the permission-based mobile advertising (Bamba, 2007). In future of the 
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mobile environment permission-based mobile advertising will be the major mechanism, 

it product and service specific content is communicated only to agreed individuals 

(Tsang, 2004). Opt-in and opt-out is divide from permission marketing, consumers 

authorize messages sent to them is opt-in, in the contrast of contrast, opt-out is 

proposal that consumers can get the advertisements what they want until they request 

do not want the advertisements anymore from the advertisers (Gordin, 1999). When 

opt-in shows high preference, it means that most of mobile advertisement the mobile 

users reading are prior permitted. Opposite, opt-out permission shows high preference, 

it means that mobile users do not like most of the mobile advertisements. Opt-in regime 

should have before receiving mobile advertising, and opt-out regime should have any 

stage (Caroll, 2007). As a personalized marketing that messages sent to consumers 

which are related to the individual consumers directly and content is relevant to 

consumers’ interests (Seth, 1999). Prior permission is the most important factor that 

affect the acceptance of mobile advertising in New Zealand (Caroll, 2007). Also prior 

permission is important for mobile advertising, since mobile phone is to be the highly 

personal communication tool of user (Baurer, 2005). Consumers’ favor the attitude 

towards the advertisers and purchase will increase when the prior permission of email 

marketing campaign is worked (Dufrene, 2005). Text adverts would generate brand 

awareness (recall of the brands), high level of readership, and direct behavior 

responses. Hence, to generate high level of acceptance and satisfaction of user have to 

explicit permission (Barwise, 2002). When consumers can determine that what adverts 



33 
 

 

they would receive, the spam that sending text adverts to mobile devices of users have 

to prevent by the mobile advertisers (Cuitta, 2005). Prior permission would not raise the 

intention to receive advertisements and favor the attitude towards mobile advertising 

alone, consumers’ preference changed over time the prior opt-in permission have to 

updated. There are many categories provided by different companies that consumers 

might have signed up, that would induce excessive emails (Wieland, 2006). 

Users can only have options after receiving the advertisements and they remain 

receiving the advertisement passively, therefore, the opt-out permission based 

advertisements considered as “spam”, on this point, the opt-in mechanism is more 

effective permission-based marketing (Godin, 1998). Between advertisers and 

consumers, opt-out regime is doing better in permission-based advertising on both of 

them. Processes involved of opt-out regime are similar than the opt-in regime, hence 

the cost for offering opt-out marketing would be lower, when the permission is asked for 

prominent and clear, consumers could spend time in making options (Beeler, 2000).  

In addition, mobile phone users’ privacy would loss, if the risk associated with 

mobile marketing. Perceived risk would interpret an individual’s behavior (Mitchell, 1999). 

The concern about the invasion of privacy may raise because if prior-permitted 

advertisements are location-related, when using geographic-specific information, the 

mobile devices would concerns the privacy problems very expressed (Greenspan, 2002). 

Relieve consumer’s concerns’ of their privacy disclosure is the function of opt-out 

regime (Nowak, 1995). Furthermore, when there is no privacy control opt-out regime 
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would increase consumers’ privacy usage knowledge to prevent reduce the risk of 

personal data abuse. 

 

Attitude toward advertising in general 

Attitude toward advertising in general can be defined as consistently favorable 

or unfavorable habit to advertising in general that respond by a learned predisposition 

(Lutz, 1985) time could changes the general attitude towards advertising from positive 

to negative (Anderson, 1978). Favorable attitude towards advertising is held by most of 

people than unfavorable attitudes in 1939 to 1950s it mainly because of the advertising 

was informative. In the 1960s, consumers’ beliefs was towards to social and economic 

effecting advertising, however, economic effecting(prices of product lower or raised) was 

held in positive view, opposite, consumers had attitude towards of unfavorable on social 

effect (persuade consumer to buy things that they do not need) (Bauer, 1968). Since 

1970s the trend changed, attitude towards advertising has become negative (Zanot, 

1984). After that, more evidence that public hold unfavorable attitude toward advertising 

(Mattal, 1994). 

There is the highest level problems (disruption and hindered search) to the 

advertising–related communication exhibited on magazines and television which from 

TV, magazines, broadcasting, yellow pages, direct mail, and newspapers the six major 

media (Elliot, 1998). There also have a high degree of irritation of television advertising. 
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But in the group of consumers’ age about 18 to 34 years old, they hold the 

favorable attitude toward advertising in general (Shavitt, 1998). There also have 

respondents think sometimes the TV advertisements is more entertaining than TV 

programs, and enjoyable of that (Mittal, 1994). 

If there are some specifically consented receive the advertising messages, 

otherwise, consumers would have generally negative attitudes towards mobile 

advertising (Tsang, 2004). In other words, when advertised product or services is a 

favorable attitude toward advertising or permission to consumers, they would have a 

generally positive attitude toward mobile advertising.  

Hence, a consistent and stable attitude toward advertising in general that they 

would be expected held. On another way, as an innovation mobile marketing that few 

consumers have yet been exposed. Consequently, assumed that consumers’ attitudes 

toward mobile marketing is easily changeable and less stable, to the attitude toward 

advertising in general, attitude toward mobile marketing has lower resistance and 

change easier. 

 

Subjective norm 

In TRA, subjective norm is another important conmponent which affecting a 

person’s behavior intention. It regard to a person’s perception about whether significant 

people who is closeness or importance to them, respect or think they should or should 

not perform the behavior (particular action) (Ajzen, 1980). Subjective norm use their 
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impact upon intentions to affect behavior. Only when consumers perceive benefit in 

receiving, reading mobile advertising, they would accept mobile advertising, basic 

individual can often maximizes their utility in the economic theory (Kavassalis, 2003). 

The mobile advertising utility perception is explained by the “use and gratification” 

approach (Bauer, 2005). The approach which is implies since mass media have 

psychological and social functions, people choose and employ certain media 

consciously to satisfy their specific needs. Strengthening contact with friends, family, 

and the world are regard to needs (Katz, 1973). Mobile devices is becoming an 

important communication tool, especially in young people, who use mobile devices to 

reinforce people’s social networks (Anon, 1999). Contemporary, social need would be a 

factor which influence intention of individual’s to use mobile phone as well as to receive 

and read mobile advertisements. 

The behavior positive support perception lends positive intention to perform the 

behavior, and the construct of subjective norm tends to be the weakest construct in 

predicting intentions (Armitage, 2001). 

 

Behavioral intention 

Behavioral intention is an individual’s possible behavioral inclination (Ajzen, 

1991). Defined as a perceived notion action (Jaccard, 1997). Behavioral intention 

always regard to future behaviour and it often correlate with overt behaviour (Ajzen, 

1975), refer to a person’s conscious strength that plans to perform the target behaviors 
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(Mykytyn, 2005). Consumer’s behavioral intentions described as a set of multiple 

(behavioral and non-behavioral) responses (Cronin, 2000). Actual behavior would be 

predicted when behavioral intentions could correctly measured (Ravichandran, 2010). 

Behavior of individual’s is directed by three thoughts: Behavioral beliefs, which is likely 

behavior outcomes and it’s evaluation. The normative beliefs, which beliefs about 

other’s normative expectations and comply motivation. The control beliefs, which beliefs 

about presence factors that might facilitate or impede the behavior and perceived power 

performance (Ajzen, 2006). In general rule, the greater perceived control would show, 

more favorable attitude and subjective nor, persons’ intention should stronger to perform 

the behavior in question. Attitude toward the behavior result in creation of behavioral 

intention. Hence, intention would suppose to be the instant precursor of behavior.   

 

2.3.5 The relationship between behavioral intention and behavior 

As the TRA theory, behavioral intention relate to behavior have to measured 

that behavioral intention and behavior are in the same level and consistency 

(Sheppard,1988) Intentions may change over time (Morrison, 1979), or the relationship 

between intentions and behavior may be imperfect (Morwitz, 1997). A common 

antecedent of these sources of bias is the temporal distance between intentions and 

behavior, such as that increasing temporal distance makes it more difficult for people to 

anticipate and account for everything that will determine their final behavior (Salisbury, 

2008). Which is predicted it’s future behavior, individuals construe distant–future 
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behaviors in terms of abstract, high level considerations and low level considerations 

(Liberman, 1998). 

 

2.4 Conceptual Framework of Research 

This research propose model and approach is based on the conceptual of Theory of 

Reasoned Action (TRA). Consumer’s perceive of mobile advertising beliefs of entertainment, 

Informativeness, irritation, credibility , personalization, permission and attitude toward 

advertising in general are employed to tested as factors affecting consumers’ attitude toward 

mobile advertising in Thailand. 
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Figure2.4   Conceptual Framework 
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2.5 Hypotheses 

H1: Entertainment factor of SMS advertisement have effect on consumers attitude toward 

Mobile advertisement (SMS). 

H2:Informativeness factor of SMS advertisement have effect on consumers attitude toward 

Mobile advertisement (SMS). 

H3:Irritation factor of SMS advertisement have effect on consumers attitude toward Mobile 

advertisement (SMS). 

H4:Credibility factor of SMS advertisement have effect on consumers attitude toward Mobile 

advertisement (SMS). 

H5:Permission factor of SMS advertisement have effect on consumers attitude toward Mobile 

advertisement (SMS). 

H6:Attitude toward advertising in general factor have effect on consumers attitude toward 

Mobile advertisement (SMS). 

H7: Personalization factor of SMS advertisement have effect on consumers attitude toward 

Mobile advertisement (SMS). 

H8:Subjective norms factor have effect on consumer behavioral intention  

H9:Attitude toward Mobile advertisement (SMS) have effect on consumer behavioral intention 
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CHAPETER 3 

METHODOLOGY 

 The objective of this chapter is to describe the methodology used in the research. As 

follows: 

3.1Research design 

3.2Population and sample size 

3.3 Instrument 

3.4 Data collection method 

3.5 Pretest of the research 

3.6 Reliablity and Vaildity 

3.7 Data Analysis 
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3.1 Research design 

To test a model that predicts attitude and behavioral intention to receive and 

read mobile advertisement is one of the main objectives of the study. The Thai people 

who were mobile phone users lived in Bangkok would be the target population of this 

study, whom had received and read mobile advertisements. To test a model based on 

Theory of Reasoned Action (TRA) which is predicts attitude, behavioral intention to 

receive and receive mobile advertisement. 

The expended of mobile advertising was rapidly increase in Asia-Pacific 

(Edward, 2005), even in Thailand, almost everyone with a mobile phone (IEMR, 2010), 

the penetration rate of mobile subscribers reached of 105% of the total population in 

2010 (wiki, 2010) it’s huge potential for the mobile advertising market, and also the 

telecommunications in Thailand has been progressing so fast, Bangkok is capital of 

Thailand. Above of the reasons view, Bangkok would be the good sample to selected to 

research. 

 

3.2Population and sample size 

3.2.1 Population 

Based on method of distribution sampling with the Thai mobile phone users in 

Bangkok, the capital of Thailand. This study aim to analyst Thai people who is mobile 

phone users from end of year 2010 in Bangkok. Mobile phone users in 2010 of 

Thailand is stable on 4,407,178. Data from National Bureau of Statistics of Thailand. 
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The mobile phone users are 77.3% of the population of Bangkok, 2010. 
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Figure 3.2.1 The Mobile Phone Users In Bangkok 2010 

 

Table 3.2.1 Population of Bangkok ,2010 

Male Female Total 

2,709,568 2,991,826 5,701,394 

Source: Data from National Bureau of Statistics of Thailand. 
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3.2.2 Sample size 

This research sample size base on Yamane (1967), recommended the formula 

for convenience sample size to this study: 

n=N/1+N(e)² 

n= size of sample 

N= population  

Ne²= error of significant 

This study was applying the formula, sampling number needs to distribute in the survey 

with error significant of 0.05, is about: 

n= 4407178/1+4407178(0.05)² 

Then 400 sample size is necessary respondents, and it would average on demographic 

characteristic. 

 

3.3 Instrument 

Data collection of the instrument was developed based on the literature review, 

design questionnaire based on TRA model, to test the relationships of each variable on 

the model. The questionnaire which was originally created in English. It was translated 

into Thai language for the purposes of this survey. Because of in Thailand not every 

respondents were fluent in English, and to avoid misinterpretations, this questionnaires  

would translated into Thai language for the purposes of this survey.  
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The questionnaire would consisted as follow: 

Section 1: Demographic characteristic and general information 

This part by asking to any Thai respondents who is mobile phone user to determine 

respondents’ characteristics pertaining to their gender, age, education and income. 

Section 2: Consumers’ perceive to mobile advertising 

Testing factors of entertainment, informativeness, Irritation, credibility, permission, 

attitude toward advertising in general and personalization. 

Entertainment 

Entertainment measures were designed from two researches which were included of 

four questions (1.1.1-1.1.4). Question (1.1.1-1.1.3, 1.1.4) were adopted by Tsang, Ho 

and Liang (2004) and question (1.1.2) adopted by Carlos, Migual and Isabel (2010). 

Informativeness 

Informativeness measures were designed from three researches which were 

included of questions (1.2.1-1.2.4). Question (1.2.1, 1.2.4) were adopted by Edwards, Li 

and Lee (2002), question (1.2.2) was adopted by Tsang, Ho and Liang (2004) and 

question (1.2.3) adopted by Carlos, Migual and Isabel (2010). 

 Irritation 

 Irritation measures were designed from two researches which were included of 

four questions (1.3.1-1.3.4). Questions (1.3.1-1.3.3) were adopted by Tsang, Ho and 

Liang (2004) and question (1.3.4) adopted by Wang (2010). 
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  Credibility 

  Credibility measures were designed from two researches which were included of 

four questions (1.4.1-1.4.4). Question (1.4.3) adopted by Abdnlraheem, Mohammad and 

E. A. Elsayed (2012) other three questions (1.4.1, 1.4.2, 1.4.3) were adopted by Tsang, 

Ho and Liang (2004). 

  Permission 

  Permission measures were designed from one research which were included of 

four questions (1.5.1-1.5.4). Questions were all adopted by Wang (2010). 

  Attitude toward advertising in general 

  Attitude toward advertising in general measures designed from three researches 

which were included of four questions. Question (1.6.1) adopted by Pollay and Mittal 

(1993), question (1.6.2) adopted by Brunery Kamar (2007), questions (1.6.3-1.6.4) were 

adopted by Muehling (1987). 

  Personalization  

  Personalization measures designed from one research which were included of 

four questions. Questions (1.7.1-1.7.4) Questions were all adopted by Wang (2010). 

Section 3: Attitude of consumers’ 

  This part asked about the consumers’ attitude towards to mobile advertising, as 

a result it was relevant research the consumers’ attitude to encourage them to receive 

and read mobile advertising. Measures designed from two researches which were 

included of four questions. Question (3.1.1) adopted by Talor and Todd (1995) and 



47 
 

 

questions (3.1.2-3.1.4) were adopted by Abdnlraheem, Mohammad and E. A. Elsayed 

(2012).. 

Section 4: Subjective norm  

Testing subjective norm which is influence consumers’ intention 

This part measures designed from two researches which were included of four 

questions. Questions (4.1.1-4.1.3) were adopted by Simp and Kavas (1984) and 

questions (4.1.4) adopted by Wang (2010) 

Section 5: Behavioral Intention 

Testing respondents intention toward mobile advertising. 

This part measures designed from two researches which were included of four 

questions. Questions (5.1.1, 5.1.2, 5.1.4) were adopted by Simp and Kavas (1984) and 

questions and question (5.1.3) adopted by Radder, Pietersen, Wang Han (2010).  

The relationship of hypotheses among the variables in TRA model were 

analyzed. Correlation coefficient among variable has shows in table. 
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Table 3.3 Research Variable 

Description Items of Question 

entertainment, 4 

informativeness 4 

Irritation 4 

credibility 4 

permission 4 

attitude toward 

advertising in general 

4 

personalization 4 

Attitude toward 

Mobile advertising 

4 

subjective norm 4 

Behavioral Intention 4 

 

3.4 Data collection method 

The primary research was conducted by collecting information in quantitative 

research method through questionnaire according to our study. 400 sets sample of this 

study are consisted and distributed to the Thai mobile users in Bangkok. Therefore, the 

research used methodology to gather primary data was surveys in Siam Square and 

Siam paragon in Bangkok. There are high flow of people ratio and kinds of people to 
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ensure comprehensiveness of respondents. Data collecting starts from Sep 1, 2012 until 

Oct 31, 2012. 

To test the hypothesis as intended from this study, the subsequent analysis 

techniques were implemented: 

1. Descriptive Statistics 

2. Regression Analysis 

 

3.5 Pretest of the research 

In this study a pretest was conducted for assessing a quality, validity and 

reliability of instrument. It was consisted of two parts: 

The first part is IOC test, it was handed to three lecturers helped making 

comments, giving scores, reviewing and making corrections commented by three person, 

one is Doctor of University of the Thai Chamber of Commerce, PHO of marketing. The 

other two are the CEO and marketing director of DONGFENG MOTOR(GROP) OF 

THAILANG. CO., LTD. They helped to rate each individual item on the scale, Hence, 

the questions are considered valid and it measures the research objectives.  

The second part was tested by the pretest which composes of 30 Thai people 

who living in Bangkok. The pretest was conducted on September 2012. In order to 

make a proper tool to collect required information, purpose of the pretest have to find 

out the survey questionnaires comprehensiveness and simplicity. Besides, in the pretest 

the collected data will be initially analyzed. When the pretest is done, a questionnaires 
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modification was done by according to advice of experts and respondents. 

An index evaluation follow as: 

Over.75- the items are valid 

                 Equal.75- the items with objective congruence 

Below.75-the items are invalid 

Following is the index of IOC  

  

Table 3.5 Item-Objective Congruence Result  

Item Variable IOC results 

1 Entertainment 0.79 

2 Informativeness 0.82 

3 Irritation 0.76 

4 Credibility 0.84 

5 Permission 0.91 

6 Attitude toward advertising in general 0.87 

7 Personalization 0.82 

8 Attitude toward to mobile 

advertisement(SMS) 

0.88 

9 Subjective norm 0.82 

10 Behavioral intention 0.88 
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As the table result of the IOC shows that the variables have rating greater than 

0.75 cut-off index from the range 0.75-1.  

 

3.6 Reliability and Validity 

  3.6.1 Reliability Test 

The questionnaire reliability was measured by using the Cronbach’s Alpha 

coefficient, and indicates how well the items in each set are positively correlated to the 

others. It establishes the internal reliability of the questionnaire responses (Jaruwacgirathanakul, 

2005). The Cronbach’s Alpha value with greater than .7 represents high internal 

consistency reliability (Nunnally,1978). 

The reliability for all the factors for the pretest as following: 

Table 3.6.1 Reliability test using Cronbach’s Alpha 

Factor N of item 

Cronbach’s Alpha 

(Pre-test) 

Entertainment 4 .891 

Informativeness 4 .865 

Irritation 3 .966 

Credibility 4 .797 

Permission 4 .719 

Attitude Toward Advertising 

In General 

4 .953 
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Factor N of item 

Cronbach’s Alpha 

(Pre-test) 

Personalization 4 .86 

Attitude Towards to Mobile 

Advertisement 

4 .92 

Subjective norm 4 .95 

Behavioral Intention 4 .94 

 

3.6.2 Validity Test 

Validity concerns the assessment procedures and test and the extent to these 

measure what they purpose to measure. It refers to the degree to that evidence and 

theory support the interpretations of test scores entailed by proposed uses of tests. This 

instrument validity was checked by using index of Item-Objective Congruence (IOC) 

developed by Rovinelli and Hambleton in 1997. 

The validity test was the Items-Objective Congruence (IOC) >.75(Hair 

etal.,2006). IOC is a process which is to content the experts’ rate the individual items on 

the scale to the question that measure the exact objectives of the individual items on 

the scale. The content experts evaluated each research instruments of the validity, the 

items are done with a ranging of +1(congruence orrnot measuring), 0(measure with 

unclear), and -1(congruence or not measuring) as pursues each objectives. The result 

shows in Table 3.6.2, all of the items of this study were greater than 0.75 as valld. 
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After the pretest, the questionnaires used in the thesis were modified according 

to latest information, opinions and recommendations given by the mobile phone users 

who living in Bangkok, Thailand.  

 

3.7 Data Analysis 

3.7.1 Five Point Likert Scales 

After data collection step, data were summarized and analyze in readable 

interpretable form. In order to achieve the purposes of this research and test the 

hypotheses, Descriptive Analysis and Multiple Regressions were employed to help 

analyze the collected data. 

To measure among the numerous different measures and scales used in this 

study used five point likert scales in this study. Liker scales is psychometric response 

scale often used in questionnaire, and it’s also the most widely used scale in surved for 

using start from: 1. Strongly Disagree, 2. Disagree, 3.Uncertain, 4.Agree, and 5.Strongly 

Agree. Questionnaire item any have respondents specify their level of agreement to a 

statement. 

Among this range to measure the Thai respondent’s attitude towards mobile 

advertising and behavioral intention to receiving and reading mobile advertising in 

Bangkok. 

 

As 5 point scales, the interval for breaking the range in measuring each variable 



54 
 

 

is calculated as follow: 

5-1/5=0.8 

The criteria used to the range of determine were as follows: 

Table 3.7.1 The Variable In Rating Scales In 5 Level 

Rating Level 

1.00-1.80 Strongly disagree 

1.81-2.60 Disagree 

2.61-3.40 Uncertain 

3.41-4.20 Agree 

4.21-5.00 Strongly Agree 
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CHAPTER 4 

RESULTS OF ANALYSIS 

 

This chapter presents the results of analysis and interpretation of the data 

obtained from research questionnaires which based on the conceptual framework. The 

researcher will use the descriptive statistics to explain the demographic characteristics 

by presenting the frequency and the percentage. Therefore, use inferential statistics to 

analysis the dependent variable by using multiple regression analysis. The matters 

have been discussed as following: 

4.1 Demographic Characteristic 

4.2 Analysis of the Level of Agreement 

4.3 Hypothesis Testing followed by briefing explanation and research objectives 

4.4 Summary of the Hypothesis Testing Result 
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4.1 Demographic Characteristic 

The questionnaire was produced for 400 sets. The demographic detail of the 400 

respondent was divided into two parts which are: frequency, percent and cumulative 

percent, which were presented in the table 4.1 

In the table 4.1, there are 3 main items were considered in the statistic, which 

are gender, age, education. The gender category was including male and female. There 

are total 180 respondents were male, the rest 220 were female. The proportion of each 

group is almost balance. 

In the terms of age, was separated into 7 groups. There were 119 respondents 

which is the largest group age among 18 to 24, this group with 29.8% of the 

respondents, and then there were 107 respondents in the third group which age among 

25 to 30 with 26.8% of respondents. There were 72 (or 18%) of respondents were 

classed in the age among 31 to 35. 45 (or 11.3%) of respondents were in the age 

among 41 to 50, 30 (or 7.5%) of respondents were in the age among 36 to 40 , 14 (or 

3.5%) of respondents were in the age under 18, and the last age group age above 51 

just 13 respondents with only 3.3% of respondents. 

For the education item, the group was “University/College degree”, in this group 

there were 313 respondents, which distributed as 78.3%. there were 50 respondents, or 

12.5% were High school or below high school degree, and there were 37 respondents 

were in the group of master or above , or distributed as 9.3%. 
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Table 4.1 Demographic Type In the Sample of 400 Respondents(n=400) 

Demographic Frequency Percentage% 

Gender 

Male 180 45 

female 220 55 

Age 

Under 18 14 3.5 

18-24 119 29.8 

25-30 107 26.8 

31-35 72 18 

36-40 30 7.5 

41-50 45 11.3 

Above 51 13 3.3 

Education 

High school or 

below high school 

50 12.5 

University/College 313 78.3 

Master degree or 

above 

37 9.3 
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4.2 Analysis of the level of Agreement 

 

Table 4.2.1 Summary of Questionnaire Respond to Variables 

Constructions Description Min Max Mean Std 

Deviation 

 

 

 

Entertainment 

Mobile advertisement is enjoyable 1 5 3.17 .056 

Mobile advertising is more 

enjoyable than other media 

advertising 

 

1 

 

5 

 

2.92 

 

.053 

Mobile advertisement is pleasant 1 5 2.91 .056 

Mobile advertisement is 

entertaining 

1 5 2.84 .053 

 

 

Informativeness 

Mobile advertising provides 

helpful information 

1 5 3.11 .051 

Mobile adverting is good source 

for timely information 

1 5 3.56 .050 

Mobile advertising is more 

informative than other advertising 

sources 

 

1 

 

5 

 

2.95 

 

.051 

Mobile advertising keeps me up 

to date about products or services 

available in the marketplace. 

 

1 

 

5 

 

3.31 

 

.050 
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Constructions Description Min Max Mean Std 

Deviation 

 

Irritation 

Mobile advertising is irritating 1 5 3.57 .053 

Mobile advertising is almost 

everywhere 

1 5 3.59 .053 

Mobile advertising are often 

annoying 

1 5 3.56 .053 

 

 

 

Credibility 

Mobile advertising is trustworthy  1 5 2.95 .050 

I use mobile advertising as a 

reference for purchasing 

1 5 2.88 .054 

Mobile phones becoming an 

advertising tool in the future 

inevitable 

 

1 

 

5 

 

3.61 

 

.049 

Mobile advertising is more 

credible than traditional 

advertising 

1 5 2.77 .053 

 

 

 

 

Having chance to select whether I 

will continue receiving similar 

mobile advertising after reading 

advertising is good 

 

1 

 

5 

 

2.89 

 

.055 
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Constructions Description Min Max Mean Std 

Deviation 

 

 

 

 

Permission 

I will only receiving advertising 

message based on prior 

permission 

 

1 

 

5 

 

3.66 

 

.057 

Having chance to select whether I 

will continue receiving similar 

mobile advertising after reading 

advertising is important 

 

1 

 

5 

 

3.00 

 

.055 

After reading the advertising, I still 

will continue receiving similar 

mobile advertising 

 

1 

 

5 

 

2.88 

 

.052 

 

 

Attitude toward 

advertising in 

general 

 

In general, I think advertising is 

good 

1 5 2.99 .052 

In general, I think advertising is 

believable 

1 5 2.99 .049 

In general, I think advertising is 

interesting 

1 5 3.01 .050 

In general, I think adverting is 

useful 

1 5 3.04 .052 



61 
 

 

Constructions Description Min Max Mean Std 

Deviation 

 

 

 

 

Personalization 

I want to receive the mobile 

advertising only what I am 

interesting in 

 

1 

 

5 

 

3.64 

 

.055 

Mobile advertising is available for 

my preference 

1 5 2.88 .054 

Mobile advertising displays 

personalized message to me 

1 5 3.58 .055 

Contents in mobile advertising is 

personalized that I have received 

1 5 3.01 .056 

 

 

 

Attitude towards 

mobile advertising 

 

Using mobile advertising is a 

good idea 

1 5 3.16 .054 

I like advertising because it is 

creativity 

1 5 3.16 .053 

I support to use mobile 

advertising because it is useful(to 

promote the latest products, and 

promotions) 

 

1 

 

5 

 

3.11 

 

.053 

I support mobile advertising , it is 

better than the traditional 

advertising 

 

1 

 

5 

 

2.99 

 

.094 
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Constructions Description Min Max Mean Std 

Deviation 

 

 

 

 

 

 

 

 

Subjective norm 

Most people who are important to 

me(e.g. family, lover, friend, 

colleague, and classmate) think 

I should read mobile ads. 

 

1 

 

5 

 

2.96 

 

.054 

Most people who are important to 

me (e.g. family, lover, friend, 

colleague, and classmate) 

probably consider my reading of 

mobile ads to be wise. 

 

 

1 

 

 

5 

 

 

2.98 

 

 

.054 

Most people who are important to 

me (e.g. family, lover, friend, 

colleague, and classmate) 

probably consider my reading of 

mobile ads to be useful. 

 

 

1 

 

 

5 

 

 

3.01 

 

 

.053 

Most people who are important to 

me (e.g. family, lover, friend, 

colleague, and classmate) think 

that mobile ads is reliable. 

 

1 

 

5 

 

2.99 

 

.054 
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Constructions Description Min Max Mean Std 

Deviation 

 

 

 

Behaviour 

intention 

My intention to receive and read 

mobile ads is high. 

1 5 2.77 .055 

I will think about using marketing 

information received by SMS 

1 5 2.80 .054 

I will definitely reading mobile 

ads. 

1 5 2.97 .057 

I will receive and read mobile 

advertisements in future 

1 5 2.92 .055 

 

Table 4.2.2 Level of Agreement 

Item Mean Std.Deviation Level of 

Agreement 

Entertainment 3.040 0.767 Neutral 

Informativeness 3.386 0.775 Neutral 

Irritation 3.600 0.735 Agree 

Credibility 3.187 0.728 Neutral 

Permission 3.183 0.727 Neutral 
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Item Mean Std.Deviation Level of 

Agreement 

Attitude toward 

advertising in 

General 

 

3.105 

 

0.771 

 

Neutral 

Personalization 3.338 0.733 Neutral 

Attitude towards 

mobile 

advertisement 

 

3.316 

 

0.762 

 

Neutral 

Subjective norm 3.068 0.785 Neutral 

Behavioral 

Intention 

3.113 0.733 Neutral 

 

The level of agreement of respondent on attitude toward mobile advertising with 

the independent variable entertainment, informativeness, irritation, credibility, permission, 

attitude toward advertising in general, personalization, attitude towards mobile 

advertisement, subjective norm, and the dependent variable behavioral intention were 

presented in the table 4.2. 

Sort from maximum to minimum of the respondent’s level of agreement, all of 

the variables were described as neutral, except the variable of irritation which was 

described as agree level which had the mean as 3.6 and standard deviation as 0.735. 
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Entertainment had the mean as 3.040 and standard deviation as 0.767, 

Informativeness had the mean as 3.386 and standard deviation as 0.775, Credibility had 

mean as 3.187 and standard deviation as 0.728, Permission had the mean of 3.183 as 

the standard deviation was 0.727, Attitude toward advertising in general had the mean 

of 3.105 as the standard deviation was 0.771, Personalization had the mean of 3.38 as 

the standard deviation was 0.733, Attitude towards mobile advertising had the mean 

and standard deviation as 3.316 and 0.762, Subjective norm had the mean and 

standard deviation as 3.068 and 0.785. All of the variable above were considered as 

neutral level. 

As the dependent variable of this research, the behavioral intention had the 

mean as 3.113 and 0.733 as its standard deviation, which was considered as neutral 

level. 

 

4.3 Hypothesis Testing 

4.3.1 In this section, this study test Hypothesis 1 to Hypothesis 7 (See Chapter 2 for 

hypothesis statement.) 
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Table 4.3.1 Analysis of the impact of Entertainment, informativeness, irritation, credibility, 

permission, attitude toward advertising in general, personalization on consumers’ 

attitude toward to mobile advertisement (SMS) by using regression analysis. 

 

Variable 

consumers’ attitude toward to mobile advertisement(SMS) 

Unstandard 

coefficients  

 (B) 

Standardized 

Coefficients   

  (beta) 

   

t 

 

*Sig 

Collinearity 

Statistics 

(Tolerance) 

Collinearity 

Statistics 

(VIF) 

(constant) .037  .153 .878   

Entertainment .148 .141 2.758 .006 .386 2.594 

Informativeness  .085 .070 1.236 .217 .320 3.129 

Irritation  -.052 -.050 -1.384 .167 .786 1.272 

Credibility  .105 .081 1.587 .113 .389 2.571 

Permission  .181 .148 2.469 .014 .281 3.565 

attitude toward 

Advertising in 

general  

 

.252 

 

.225 

 

4.157 

 

.000 

 

.346 

 

2.887 

Personalization  .274 .228 5.069 .000 .502 1.994 

R=.776, R²=.603, Adjusted R²=.596, F=84.982  

Note: *Significant level at .05 

In Hypothesis 1-7, researcher investigates the influence of entertainment, 

informativeness, irritation, credibility, permission, attitude toward advertising in general, 

personalization on consumers’ attitude toward to mobile advertisement (SMS). The 

proposed model explains relative significant percentage of variance in consumers’ 

attitude toward to mobile advertisement (SMS) (R²=60.3%, F=84.983,p<.05). It is 
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observed that personalization (β=.228, t-value=5.069, p<.001, collinearity statistics 

tolerance=.502, VIF=1.994), entertainment (β=.141, t-value=2.758, p=0.006, collinearity 

statistics tolerance=.386, VIF=2.594), permission (β=.148, t-value=2.469, p=0.014, 

collinearity statistics tolerance=.281, VIF=3.565) and attitude toward Advertising in general 

(β=.225, t-value=4.157, p=0.000, collinearity statistics tolerance=.346, VIF=2.887) were 

have a significant relationship on consumers’ attitude toward to mobile advertisement 

(SMS), which p value are smaller than 0.05.  

For the Beta value, personalization (β=.228) is higher than attitude toward 

Advertising in general (β=.225), permission (β=.148) and entertainment (β=.141), that 

means personalization is more impact than attitude toward Advertising in general, 

permission and entertainment on consumers’ attitude toward to mobile advertisement 

(SMS). 

Furthermore, Informativeness (β=.070, t-value=1.236, p=.217, collinearity 

statistics tolerance=.320, VIF=3.129), Irritation (β=-.050, t-value=-1.384, p=.167, 

collinearity statistics tolerance=.786, VIF=1.272), Credibility (β=.081, t-value=1.587, 

p=.113, collinearity statistics tolerance=.389, VIF=2.571) has not significant relationship 

on consumers’ attitude toward to mobile advertisement (SMS), which p value are 

greater than 0.05. 

Variance inflation factor is a formal method to diagnose multicollinearity between 

predictors (Neter et al., 1996). The VIF measure that how much the variances of the 

estimated regression coefficients are inflated as compared to when the predictor 
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variables are not linearly related. The largest VIF value among all predictor variables is 

used as an indicator of the severity of multicollinearity. A maximum VIF value which 

excess of 10 often taken as an indication that there is a problem of multicollinearity 

(Neter et al., 1996). Another closely related diagnostic is the tolerance value (equivalent 

to 1/VIF), which value varies between 0 and 1, where 0 indicates perfect collinearity, the 

arbitrary cutoff point often used is .1 (Myers, 1990), means that tolerance values≤.1, 

(0.4 and above would be acceptable)  would indicate multicollinearity between 

predictors.  

According to Table 4.3.10, the significant factors personalization (collinearity 

statistics tolerance=.502, VIF=1.994), attitude toward Advertising in general (collinearity 

statistics tolerance=.346, VIF=2.887), permission (collinearity statistics tolerance=.281, 

VIF=3.565) and entertainment (collinearity statistics tolerance=.386, VIF=2.594), both 

the tolerance values and VIF in the regression analyses presented above were 

acceptable, even considering the more conservative cutoff values just mentioned. 

Hence, there is no indication that multicollinearity may be causing problems for the 

interpretation of the regression model.  

  

4.3.2 Effects of subjective norm and attitude toward to mobile advertisement (SMS) 

on Consumers behavioral intention 

In this section, we test Hypothesis 8 and Hypothesis 9. 

 



69 
 

 

Table 4.3.2 Analysis of the impact of subjective norm and attitude toward to mobile 

advertisement (SMS) on Consumers behavioral intention by using regression analysis 

 

Variable 

Consumers behavioral intention 

Unstandard 

coefficients 

  (B) 

Standardized 

Coefficients  

   (beta) 

    

   t 

 *Sig Collinearity 

Statistics 

(Tolerance) 

Collinearity 

Statistics 

(VIF) 

(constant) .153  1.510 .132   

Subjective norm .380 .386 9.726 .000 .539 1.855 

Attitude toward to 

mobile 

advertisement(SMS) 

 

.513 

 

 

  .501 

 

12.604 

 

.000 

 

.539 

 

1.855 

R=.814, R²=.662, Adjusted R²=.661, F=389.441,p<.001 

Note: *Significant level at .05 

In the hypothesis 8-9, researcher investigates the influence of subjective norm 

and attitude toward to mobile advertisement (SMS) on consumers behavioral intention. 

The proposed model explains a relative significant percentage of variance in consumers 

behavioral intention (R²=66.2%, F=389.441, p<.001). It is observed that attitude toward to 

mobile advertisement (SMS) (β=.501, t-value=12.604, p<.001, collinearity statistics 

tolerance=0.539, VIF=1.855) and subjective norm (β=.386, t-value=9.726, p<.001, 

collinearity statistics tolerance=0.539, VIF=1.855) were significantly on consumers 

behavioral intention. 

For the Beta value, that attitude toward to mobile advertisement (SMS) (β=.501) 

is higher than subjective norm (β=.386), that means attitude toward to mobile 

advertisement (SMS) is more impact than subjective norm on consumers behavioral 

intention.  
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According to Table 4.3.11, subjective norm (collinearity statistics tolerance=.539, 

VIF=1.855) and Attitude toward to mobile advertisement(SMS) (collinearity statistics 

tolerance=.539, VIF=1.855), both the tolerance values and VIF in the regression 

analyses presented above were acceptable, even considering the more conservative 

cutoff values just mentioned. Hence, there is no indication that multicollinearity may be 

causing problems for the interpretation of the regression model and that both indicators 

were far from the customary cut-off points in all cases. 

 

4.4 Hypothesis Summary 

The summarized that show the result of hypothesis testing analyses on 

entertainment, informativeness, irritation, credibility, permission, attitude toward 

advertising in general, personalization, attitude toward to mobile advertisement (SMS), 

subjective norm, behavioral intention in Thailand. 

 

Table 4.3.3 Hypothesis Summary 

Item Description of Hypothesis Result 

1 Entertainment factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Supported 

2 Informativeness factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Advertisement (SMS) 

Not 

Supported 
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Item Description of Hypothesis Result 

3 Irritation factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Not 

Supported 

4 Credibility factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Not 

Supported 

5 Permission factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Supported 

6 Attitude toward advertising in general factor of SMS 

advertisement have effect on consumers’ attitude toward to 

mobile advertisement (SMS) 

 

Supported 

7 Personalization factor of SMS advertisement have effect on 

consumers’ attitude toward to mobile advertisement (SMS) 

Supported 

8 subjective norm and attitude toward to mobile advertisement 

(SMS) have effect on consumers behavioral intention 

Supported 

9 Attitude toward mobile advertisement (SMS) have effect on 

consumers behavioral intention  

Supported 
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Summary of the Hypothesis Testing Result 

     
 
                        Tolerance=0.386 
 β=0.148   

                         t=2.758 VIF=2.594 
  
                                 
                     β=0.85             
                      t=1.236                              R²=0.603 
 
                               β= -0.052                                     
                               t= -1.384 
                                                
             β=0.105    
                                t= 1.587               
                  Tolerance=0.281 
                  β=0.181                           
                  t=2.469  VIF=3.565 
                                                     β=0.513 t=12.604    
              β=0.252 Tolerance=0.346           Tolerance=0.539 VIF=1.855        t        
               VIF=2.887  t = 4.157                                        
                                                                   Tolerance=0.539 
                                                                       β=0.380 
                                                                        t=9.726 
              β=0.274  Tolerance=0.502                                   VIF=1.855 

         t=5.069  VIF=1.994          

         

                   

                                      R²=0.662 

             

Figure4.1 Result of Multiple Regression Analysis 
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advertisement(SMS
 

Behavioral intention 

to receiving and reading 
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CHARPTER 5 

CONCLUSION, DISCUSSION, LIMITATION AND RECOMMENDATION 

 

The conclusion, discussion and recommendation of this study will be elaborated 

in this chapter. The topic of this chapter is as following; 

5.1 The conclusion for research. This section is to summarize all research findings in 

responding to the objectives and compare with the result of previous studies. 

5.2 Summary about the implications of this study 

5.3 Discussion of the limitation of this study 

5.4 To point out the possible direction for future research derived from study 
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5.1 Research Finding 

With objective of evaluate factors to affect the consumer’s attitude toward 

receiving and reading SMS advertising, to explain and find the important factors that 

could determine consumers’ attitude towards to reading and receiving mobile 

advertising in Bangkok, and examine consumers’ concept of subjective norm affect 

consumer’s behavioral intention to receiving and reading mobile advertising in Bangkok. 

Research selected the mobile phone users in Bangkok (Thailand) as target respondent 

through convenience sampling approach to observe from the survey questionnaire. 

Total 400 had collected in SIAM square and Central World in Bangkok, 400 qualified 

returned questionnaires are received. 

The data were analyzed by Descriptive Statistics and Multiple Regression after 

the collection stage. Variable was evaluated separately in terms of mean, standard 

deviation, t-value, and coefficient. The hypothesis testing was showed reject and not 

reject. It based on the t-value, coefficient, and significance. The study result has 

demonstrated entertainment, informativeness, irritation, credibility, permission, attitude 

toward advertising in general, personalization impact consumers’ attitude toward to 

receiving and reading mobile advertising, and consumers’ attitude toward to mobile 

advertisement, subjective norm impact consumers’ behaviour intention to receiving and 

reading mobile advertising in Thailand. 
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5.1.1 Entertainment 

 The result of hypothesis 1 showed that there are statistically relationship between 

entertainment and attitude toward mobile advertisement (β=0.148, t-value=2.758, 

p=0.006). This finding was support by prior research. This is positive relationship 

between entertainment and attitude toward mobile advertisement. Entertainment 

element can fulfill consumers’ needs for aesthetic enjoyment and emotional release in 

advertising (Ducoffe,1996). Entertainment had a positive effect on the attitude towards 

advertising (Polly and Mittal, 1993). It found that entertainment was one of the most 

important factors contributing to the advertising value, and entertainment influenced 

mobile advertising attitude the most (Tsang, et al 2004). Most of the respondents read 

entertainment news and also bought tickets for leisure activities (Harris, et al, 2005). 

The perceived entertainment value of mobile advertisements would be one of the 

important factors influence consumers’ attitudes towards advertising. 

 

5.1.2 Attitude toward advertising in general 

From the study, researcher found out that the attitude toward advertising in general  

trustworthiness and expert has significant and positive effect on consumers’ attitude 

towards mobile advertisement (β=0.252, t-value=4.157, p<0.01). If there are some 

specifically consented receive the advertising messages, otherwise, consumers would 

have generally negative attitudes towards mobile advertising (Tsang ,2004). In other 

words, when advertised product or services is favorable attitude toward advertising or 
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permission to consumers, they would have a generally positive attitude toward mobile 

advertising. Time could changes the general attitude towards advertising from positive 

to negative (Anderson, 1978). a consistent and stable attitude toward advertising in 

general that they would be expected held. On another way, as an innovation mobile 

marketing that few consumers have yet been exposed. Consequently, assumed that 

consumers’ attitudes toward mobile marketing is easily changeable and less stab, to the 

attitude toward advertising in general, attitude toward mobile marketing has lower 

resistance and change easier. 

 

5.1.3 Personalization 

According to the result got from multiple regression analysis ( β =0.274, 

t-value=5.069, p<0.01). Personalization is “the ability to proactively tailor products and 

product purchasing experiences individual consumers tastes based upon their personal 

and preference information” (Chellappa and Sin, 2005). Mobile users prefer the 

advertisements that they are customized to their interests and relevant to them(Robin, 

2003). When recipient would feel being respected when they receive the personalized 

messages (Xu, 2006). The techniques of marketing must based on accommodating 

target customers, like profiles, history, preferences, local time, shipping habits , location , 

and their needs (Rao, 2003). Personalized advertising can enhance consumer 

satisfaction (Rao, 2003). The personalized mobile commercial messages are interesting 

and useful the young respondents in British agreed that(Leek, 2009).There is a 
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positively relationship between personalization and attitude towards mobile advertising 

(Xu, 2008). Personalization would improve the attitude towards mobile advertising. 

 

5.1.4 Permission 

  Researcher confirmed that personalization has strongly effect on consumers’ 

attitude towards mobile advertisement from the result of hypothesis (β=0.148, 

t-value=2.469, p=0.014). Permission has statistically positive effect on consumers’ 

attitude towards mobile advertisement. This finding is consistent with past researches. 

Consumers permit marketers to educate them on its products that is permission-based 

marketing (Kavassalis ,2003). In the permission marketing consumers already give their 

approval to receive information from the marketer (Godin, 1993). Consumers can 

viewed the mobile advertising that they are acceptance receive already, in the 

permission-based mobile advertising (Bamba, 2007). Opt-in and opt-out is divide from 

permission marketing. Consumers authorize messages sent to them is opt-in. Opt-out is 

proposal that consumers can get the advertisements what they want until they request 

do not want the advertisements anymore from the advertisers (Gordin,1999). As a 

personalized marketing that messages sent to consumers which are related to the 

individual consumers directly and content is relevant to consumers’ interests (Seth, 

1999)Prior permission is the most important factor that affect the acceptance of mobile 

advertising in New Zealand (Caroll, 2007). Also prior permission is important for mobile 

advertising, since mobile phone is to be the highly personal communication tool of user 
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(Baurer, 2005). Consumers’ favor the attitude towards the advertisers and purchase will 

increase when the prior permission of email marketing campaign is work (Dufrene, 

2005). 

 

5.1.5 Subjective norm 

From the study, researcher found out that the subjective norm trustworthiness and 

expert has significant and positive effect on consumers’ behaviour intention to receiving 

and reading mobile advertising (β=0.380, t-value=9.726, p<0.01). Subjective norm 

refers to an individual’s perception of what important people think he or she should or 

should not do , and the individual’s inclination to comply their specific desires (Ajzen, 

1980). Subjective norm use their impact upon intentions to affect behavior. Only when 

consumers perceive benefit in receiving, reading mobile advertising, they would accept 

mobile advertising, basic individual can often maximizes their utility in the economic 

theory (Kavassalis,2003) The mobile advertising utility perception is explained by the 

“use and gratification” approach (Bauer, 2005). Mobile devices is becoming an 

important communication tool ,especially in young people, who use mobile devices to 

reinforce people’s social networks (Anon,1999). Contemporary, social need would be a 

factor which influence intention of individual’s to use mobile phone as well as to receive 

and read mobile advertisements. The behavior positive support perception lends 

positive intention to perform the behavior, and the construct of subjective norm tends to 

be the weakest construct in predicting intentions (Armitage, 2001). 
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5.1.6 Attitudes toward mobile advertisement 

According to the result got from multiple regression analysis ( β  =0.513, 

t-value=12.604, p<0.01). Attitudes toward mobile advertisement has statistically positive 

effect on consumers’ behaviour intention to receiving and reading mobile advertising. 

This finding is consistent with past researches. Attitudes as a predisposition of human 

beings (Fishbein, 1975). Is a part of human behavior of learned predisposition (Kotler, 

2000). It’s an important concept in information systems and research on marketing. 

Attitude towards an object is consumers’ beliefs as an internal evaluation (Ajzen, 1975) 

Attitude towards advertising interpret that recipient behavior towards the advertising 

(Bauer, 1968). Intention is important in between attitude and subjective norm perception 

toward behavior (Shimp, 1984). Behavior intention also be to strong effect on the 

relationship between attitude and behavior. 

 

5.2 Implication  

 Managerial Implication of the study 

This study result made a contribution on investigating the respond of Thai marketers 

to more understand the factors affecting consumers’ attitude towards advertising and 

make the intention to take action to receive and read mobile advertising and then to use 

the information of the advertising in Thailand. According to the investigated result that 

mentioned before. It was very clearly recognize that customer based the personalization 

factor which strongest effecting consumers’ attitude toward advertisement, secondly was 
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factor attitude toward advertising in general, thirdly was entertainment. Consumers’ 

behaviour intention to receiving and reading mobile advertising was effect attitudes 

toward mobile advertisement stronger than Subjective norm. So researcher present 

several instructive implications focus on provide suggest to Thai marketers to design a 

appropriate advertising strategy which can help to promote their products and services 

in Thailand. 

Daily mobile phones have become necessities for many people. Besides traditional 

media (radio, print ad, TV, direct mail, and outdoor, etc) and Internet, mobile advertising 

to be another platform provides to marketers to reach potential consumers. It implies 

that attitude towards advertising would affect marketing effectiveness. Marketers can 

use the results of this study to better understand the dimensions of belief that contribute 

to consumers’ attitude towards receiving and reading mobile advertisements. This study 

findings showed that both the attitude and intention to receive and read mobile 

advertisements were unfavorable. The results also showed that intention to receive and 

read mobile advertisements was mainly guided by the attitude in Thailand. Other 

studies have revealed that the more positive the attitude towards the services of mobile 

phone or mobile advertising, the higher the intention to use the services or receive the 

advertisements (Tsang, et al, 2004). From the result of this study, the unfavorable 

attitude towards mobile advertising, especially the unsolicited SMS advertisements, it 

also implies that to put more effort in making mobile advertising that Thai advertisers 

have to do to attractively to the mobile phone users. To the Thai marketers can improve 
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consumers’ attitude and intention by relieving or strengthening certain perceptions held 

by consumers. 

Among the belief dimensions, Personalization dimension had the strongest effect on 

respondents’ attitudes towards receiving and reading mobile advertising. The results 

reflect that consumers think that the mobile advertising that they have received and 

read do not interesting in or it do not relevant to them and the information was not 

individual for them. If the advertisement that they receiving and reading which they are 

interesting in and relevant to them sent by marketers employ personalization of mobile 

advertising in individual way to reach the potential customers, the relationship with 

consumers would increase. Consumers’ attitude and intention to receive and read 

mobile advertisements will become more positive. 

As the result of this study, Irritation was one of the major reasons for not reading 

mobile advertising. Marketers can send mobile advertisements at suitable amount so as 

to avoid interruption and disturbance and at suitable time to consumers. Advertisers 

should send mobile advertisement discreetly. For example, they should send mobile 

advertising more catering to the consumers at lunchtime but not at midnight.  The less 

annoyed Consumers feel about the advertisements, the more favorable attitude towards 

receiving and reading mobile advertising they would have, and the subjective norm 

would more positive consumers have. 

The above findings suggest some important implications for marketers. To increase 

acceptance of SMS advertising among mobile users, marketers should work on 
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increasing the personalization of SMS advertising so that the targeted mobile users 

would develop positive attitudes towards SMS advertising, that would reinforce the 

consumers’ intention to receiving and reading SMS advertisement in Thailand. Thai 

marketers and Thai communication company could work together to increase the 

consumers’ personalization to increase consumers’ intention to receiving and reading 

SMS advertising.  

The results of this study also revealed that other belief dimensions such as 

entertainment and attitude toward advertising in general had significant effects on the 

attitude. Thai marketers can strengthening the mentioned dimensions to improve 

consumers’ attitude.   

 

5.3 Limitation of Research 

 The results of this study provide support for the proposed theoretical model of 

behavioral intention and attitude of mobile phone users to receive and read mobile 

advertisements. Nevertheless, there are some limitations and thus caution must be 

taken when interpreting the results. 

1. This research was primarily related attitude toward mobile advertising in Bangkok, 

but only people who in Siam Square and Siam paragon in Bangkok were select to 

respond the questionnaire. 

2. Convenience sampling was used in some occasions to select the respondents. 

3. The translation of the question might not quite standard for Thai people, make 
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that some respondents confused and affected their answer when they filled out he 

questionnaire. 

4. The number of questionnaires that collected may has some discrepancy in 

amount, made it hard to control to collect the data in shopping area. 

 

5.4 Future studies 

Several areas have emerged as areas of potential future research. The data 

collection of this study was done in Bangkok. Mobile advertising has been developed 

rapid in Thailand, so there maybe have some higher potential markets in Thailand. To 

investigate the consumers’ attitude towards mobile advertising in all Thailand, future 

studies can be conducted in major cities in Thailand such as Chaingmai. 

Although a reasonable percentage of the variance in behavioral intention was 

accounted by the subjective norm and attitude, there may be factors other than those 

included in the proposed model. Future study can aim to identify other significant factors 

affecting the intention. 
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Questionnaire 

Consumer’s Attitude towards to mobile advertising in Thailand 

 

My name is FU XIANGQIN, I am Global MBA student at University of the Thai 

Chamer of Commerce, Bangkok. I am currently conducting a thesis for the Master 

degree, titled “Consumer’s attitude towards to mobile advertising in Thailand. I would be 

most grateful if you would assist me in my research by taking a few minutes of your 

time to complete this questionnaire. 

Your answer will remain completely anonymous; I personally express my sincere 

thanks to your assistance and kind cooperation. 

 

Part 1: General information about you, please select the appropriate answer each 

questions. 

1) Your gender 

       Male               Female 

2)Your age: 

.  under 18      .  18-24      .  25-30     .  31-35       

.  36-40        41-50       above 51 

3) Your level of education : 

. High school or below high school 

. University / College 

. Master degree or above 
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Part 2: Please describes your opinion about mobile advertising with the following rating 

scale: 5.Strongly Agree, 4. Agree, 3.Uncertain, 2.Disagree and 1.Strongly Disagree 

1.1Entertainment 5 4 3 2 1 

1.1.1Mobile advertisement is enjoyable       

1.1.2Mobile advertising is more enjoyable than other media advertising      

1.1.3Mobile advertisement is pleasant      

1.1.4Mobile advertisement is entertaining 

1.2 Informativeness 

1.2.1Mobile advertising provides helpful information      

1.2.2Mobile adverting is good source for timely information      

1.2.3Mobile advertising is more informative than other advertising 

sources 

     

1.2.4Mobile advertising keeps me up to date about products or 

services  available in the marketplace. 

     

1.3 Irritation      

1.3.1Mobile advertising is irritating      

1.3.2Mobile advertising is almost everywhere      

1.3.3Mobile advertising are often annoying      
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1.4 Credibility 

1.5 Permission 

1.6 Attitude toward advertising in general 

1.4.1Mobile advertising is trustworthy      

1.4.2I use mobile advertising as a reference for purchasing      

1.4.3Mobile phones becoming an advertising tool in the future 

inevitable  

     

1.4.4Mobile advertising is more credible than traditional advertising      

1.5.1Having chance to select whether I will continue receiving similar 

mobile advertising after reading advertising is good 

     

1.5.2 I will only receiving advertising message based on prior 

permission 

     

1.5.3Having chance to select whether I will continue receiving similar 

mobile advertising after reading advertising is important 

     

1.5.4After reading the advertising, I still will continue receiving similar 

mobile advertising 

     

1.6.1In general, I think advertising is good      

1.6.2In general, I think advertising is believable      

1.6.3In general, I think advertising is interesting      

 1.6.4In general, I think adverting is useful      
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1.7 Personalization 

 

Part 3: Attitude towards mobile advertising 

  

1.7.1I want to receive the mobile advertising only what I am 

interesting in 

     

1.7.2Mobile advertising is available for my preference      

1.7.3Mobile advertising displays personalized message to me      

1.7.4Contents in mobile advertising is personalized that I have 

received 

     

3.1.1Using mobile advertising is a good idea      

3.1.2I like mobile advertising because it is creativity       

3.1.3I support to use mobile advertising because it is useful (to 

promote the latest products, and promotions) 

     

3.1.4I support mobile advertising , it is better than the traditional 

advertising 

     



103 
 

 

Part 4: Subjective norm 

 

Part 5: Behaviour intention 

5.1.4I will receive and read mobile advertisements in future 

                                                                                
                                                                                
                                                                                
                 
 
 
 
 

4.1.1Most people who are important to me(e.g. family, lover, friend, 

colleague, and classmate) think I should read mobile ads. 

     

4.1.2Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) probably consider my reading of mobile 

ads to be wise. 

     

4.1.3Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) probably consider my reading of mobile 

ads to be useful. 

     

4.1.4Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) think that mobile ads is reliable 

     

5.1.1My intention to receive and read mobile ads is high.      

5.1.2I will think about using marketing information received by SMS.      

5.1.3I will definitely reading mobile ads.      
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ITEM-OBJECTIVE CONGRUENCY(IOC)FORM 

TOPICE: Consumer’s Attitude Toward Mobile Advertising In Thailand 

The research objectives are mentioned as following: 

1.To evaluate factors to affect the attitude of customers toward receiving and 

reading SMS advertising 

2.To explain and  find the important factors that could determine  the 

customers’ attitude towards to reading and receiving mobile advertising in Thailand . 

3.To examine consumers’ concept of subjective norm affect the behavioral 

intention of consumer’s to receive and read mobile advertising in Thailand. 

 

Please read whether the research questions match with the objective or not? Kindly tick 

in the box against each question. 

+1 If the question match with my objective. 

0 If you are not were or cannot make a decision 

-1 If the question do not match my objective 

 

1.1Entertainment +1 0 -1 

Mobile advertisement is enjoyable     

Mobile advertising is more enjoyable than other media advertising    

Mobile advertisement is pleasant    

Mobile advertisement is entertaining 
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1.2 Informativeness 

Mobile advertising provides helpful information    

Mobile adverting is good source for timely information    

Mobile advertising is more informative than other advertising sources    

Mobile advertising keeps me up to date about products or services  

available in the marketplace. 

   

1.3 Irritation    

Mobile advertising is irritating    

Mobile advertising is almost everywhere    

Mobile advertising are often annoying    

Mobile advertising is not vexing     

1.4 Credibility 

 

Mobile advertising is trustworthy    

I use mobile advertising as a reference for purchasing    

Mobile phones becoming an advertising tool in the future inevitable     

Mobile advertising is more credible than traditional advertising    
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1.5 Permission 

1.6 Attitude toward advertising in general 

1.7 Personalization 

 

Having chance to select whether I will continue receiving similar 

mobile advertising after reading advertising is good 

   

I will only receiving advertising message based on prior permission    

Having chance to select whether I will continue receiving similar 

mobile advertising after reading advertising is important 

   

After reading the advertising, I still will continue receiving similar 

mobile advertising 

   

In general, I think advertising is good    

In general, I think advertising is believable    

In general, I think advertising is interesting    

 In general, I think adverting is useful    

I want to receive the mobile advertising only what I am interesting in    

Mobile advertising is available for my preference    

Mobile advertising displays personalized message to me    

Contents in mobile advertising is personalized that I have received    
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Part 3: Attitude towards mobile advertising 

  

Part 4: Subjective norm 

 

 

 

Using mobile advertising is a good idea    

I like advertising because it is creativity     

I support to use mobile advertising because it is useful(to promote the 

latest products, and promotions) 

   

I support mobile advertising , it is better than the traditional advertising    

Most people who are important to me(e.g. family, lover, friend, 

colleague, and classmate) think I should read mobile ads. 

   

Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) probably consider my reading of mobile 

ads to be wise. 

   

Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) probably consider my reading of mobile 

ads to be useful. 

   

Most people who are important to me (e.g. family, lover, friend, 

colleague, and classmate) think that mobile ads is reliable 
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Part 5: Behaviour intention 

My intention to receive and read mobile ads is high.    

I will think about using marketing information received by SMS.    

I will definitely reading mobile ads.    

I will receive and read mobile advertisements in future    
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APPENDIX B 

QESTIONNAIRE(THAI) 
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แบบสอบถาม 

ทศันะคตขิองผูบ้รโิภคทีม่ต่ีอการโฆษณาทางโทรศพัทม์อืถอืในประเทศไทย 

ดฉินัเป็นนักศกึษามหาวทิยาลยัหอการคา้ไทย หลกัสตูร Global MBA ซึง่กําลงัทํา

วทิยานิพนธป์รญิญาโทของขา้พเจา้ในหวัขอ้ “ทศันะคตขิองผูบ้รโิภคทีม่ต่ีอการโฆษณาโทรศพัทม์อืถอื

ในประเทศไทย” จะเป็นพระคุณอย่างยิง่ถา้ท่านเสยีสละเวลาเพยีงไมก่ีน่าทใีนการใหค้วามรว่มมอื

ในการตอบแบบสอบถาม  

ดฉินัขอขอบคณุทา่นทีเ่สยีสละเวลาสาํหรบัความชว่ยเหลอืและความรว่มมอืในการศกึษาน้ี 

 

ตอนที ่1 ขอ้มลูทัว่ไปเกีย่วกบัตวัของทา่น โปรดเลอืกคาํตอบทีเ่หมาะสมในแต่ละคาํถาม 

1) เพศของทา่น 

      ชาย            หญงิ 

 

2) อายขุองทา่น 

.  ตํ่ากวา่ 18     .  18-24     .  25-30     .  31-35       

.    36-40       .   41-50     .  มากกวา่ 51 

 

3) ระดบัการศกึษา 

. มธัยมปลายหรอืตํ่ากวา่ 

. มหาวทิยาลยั / วทิยาลยั 

. ปรญิญาโท หรอืสงูกวา่ 
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โปรดเลอืกความคดิเหน็ของคุณเกีย่วกบัโฆษณาโทรศพัทม์อืถอืตามคะแนนต่อไปน้ี 5=เหน็ด้วย

อย่างมาก 4= เหน็ด้วย 3= เฉยๆ  2= ไม่เหน็ด้วย 1= ไม่เหน็ด้วยอย่างมาก 

1.1 ความบนัเทงิ 5 4 3 2 1 

1.1.1โฆษณาทางโทรศพัทม์อืถอืใหค้วามบนัเทงิ      

1.1.2การโฆษณาผา่นทางโทรศพัทม์อืถอืน่าสนใจกวา่การโฆษณาทางสือ่

อื่นๆ 

     

1.1.3ขา้พเจา้ พงึพอใจกบั การโฆษณาผา่นทางโทรศพัทม์อืถอื      

1.1.4โฆษณาทางโทรศพัทม์อืถอืใหค้วามสนุกสนาน 

1.2 สาระประโยชน์ 

1.2.1การโฆษณาทางโทรศพัทม์อืถอืใหข้อ้มลูทีเ่ป็นประโยชน์กบัตวัเอง      

1.2.2การโฆษณาทางโทรศพัทม์อืถอืใหข้อ้มลูทีร่วดเรว็ฉบัไว      

1.2.3การโฆษณาผา่นโทรศพัทม์อืถอื ใหส้าระประโยชน์มากกวา่ โฆษณา

อื่นๆ 

     

1.2.4การโฆษณาผา่นทางโทรศพัทม์อืถอืทาํใหข้า้พเจา้กา้วทนัผลติภณัฑ์

และการบรกิารต่างๆ ทีม่อียูใ่นตลาดอยูเ่สมอ 

     

1.3 การรบกวน 

1.3.1การโฆษณาทางโทรศพัทม์อืถอืนัน้เป็นการรบกวน      

1.3.2ทา่นรูส้กึวา่ถูกรบกวนจากการโฆษณาผา่นทางโทรศพัทม์อืถอืของทา่น

ตลอดเวลา 

     

1.3.3การโฆษณาผา่นโทรศพัทม์อืถอื เป็นเรือ่งน่าราํคาญ      
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1.4 ความน่าเชื่อถอื 

1.5 การอนุญาต 

1.6 ทศันคตต่ิอการโฆษณาโดยทัว่ไป 

1.4.1โฆษณาทางโทรศพัทม์อืถอืนัน้เชื่อถอืได ้       

1.4.2ขา้พเจา้นําโฆษณาทางโทรศพัทม์อืถอืมาประกอบการตดัสนิใจในการ

ซือ้สนิคา้ 

     

1.4.3โทรศพัทม์อืถอืกลายเป็นเครือ่งมอืในการโฆษณาในอนาคตอยา่ง

หลกีเลีย่งไมไ่ด ้

     

 1.4.4โฆษณาทางโทรศพัทม์อืถอืนัน้น่าเชื่อถอืกวา่โฆษณาทัว่ไป      

1.5.1ถา้มโีอกาสเลอืก ขา้พเจา้ยงัคงรบัการโฆษณาผา่นทางมอืถอื เพราะ

ขา้พเจา้ไดป้ระโยชน์จากการอา่นโฆษณาท่ีดีผา่นมอืถอื 

     

1.5.2ขา้พเจา้จะรบัขอ้ความโฆษณาโดยไดร้บัอนุญาตก่อนเทา่นัน้      

1.5.3ถา้มโีอกาสเลอืก ขา้พเจา้ยงัคงรบัการโฆษณาผา่นทางมอืถอื เพราะ

ขา้พเจา้ไดป้ระโยชนจากการอา่นโฆษณาท่ีสาํคญัผา่นมอืถอื 

     

1.5.4ขา้พเจา้ยงัคงทีจ่ะเลอืกรบัโฆษณาโทรศพัทม์อืถอืหลงัจากทีไ่ดอ้า่น

โฆษณาผา่นทางมอืถอื 

     

1.6.1โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้เหมาะสมดอียูแ่ลว้      

1.6.2โดยรวมแลว้ขา้พเจา้คดิวา่โฆษณานัน้เชื่อถอืได ้      

1.6.3โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้น่าสนใจ      

 1.6.4โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้มปีระโยชน์      
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1.7 Personalization การสรา้งความเป็นสว่นตวั 

Part 3: Attitude towards mobile advertising ทศันะคตต่ิอโฆษณาทางโทรศพัทม์อืถอื 

 Part 4: Subjective norm การคลอ้ยตามคนรอบขา้ง 

1.7.1ขา้พเจา้ตอ้งการรบัโฆษณาโทรศพัทม์อืถอืเฉพาะทีข่า้พเจา้สนใจเทา่นัน้      

1.7.2ขา้พเจา้ชื่นชอบกบัการโฆษณาโทรศพัทม์อืถอื      

1.7.3ขา้พเจา้ตอ้งการรบัโฆษณาผา่นทางมอืถอื โดยสามารถ เลอืกเน้ือหาที่

ขา้พเจา้ตอ้งการได ้

     

1.7.4โฆษณาผา่นทางมถือื เน้ือหาตรงกบัความตอ้งการของขา้พเจา้      

3.1.1การใชโ้ฆษณาทางโทรศพัทม์อืถอืเป็นความคดิทีด่ ี      

3.1.2ขา้พเจา้ชอบการโฆษณาเพราะเป็นการความคดิสรา้งสรรค ์      

3.1.3ขา้พเจา้สนบัสนุนโฆษณาทางโทรศพัทม์อืถอืเพราะวา่มปีระโยชน์ (ใน

การแนะนําผลติภณัฑใ์หมล่า่สดุ และ การสง่เสรมิการตลาด) 

     

3.1.4ขา้พเจา้สนบัสนุนโฆษณาทางโทรศพัทม์อืถอืเพราะวา่ดกีวา่โฆษณา

ผา่นสือ่ทัว่ไป 

     

4.1.1ถา้คนทีส่าํคญักบัขา้พเจา้(เชน่:คนในครอบครวั คนรกั,เพีอ่น)คดิวา่

ขา้พเจา้ควรอา่นโฆษณาบนมอืถอื ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 

     

4.1.2ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั,เพีอ่น)คดิวา่โฆษณาทาง

โทรศพัทม์อืถอืนัน้ฉลาด ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 

     

4.1.3ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั คนรกั,เพีอ่น)คดิวา่

โฆษณาทางโทรศพัทม์อืถอืนัน้มีประโยชน์ ขา้พเจา้กจ็ะอา่นโฆษณา

ดงักล่าว 

     

4.1.4ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั,เพีอ่น)คดิวา่โฆษณาทาง

โทรศพัทม์อืถอืนัน้น่าเช่ือถือ ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 
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Part 5: Behaviour intention ความตัง้ใจในการกระทาํพฤตกิรรม 

5.1.4ขา้พเจา้จะรบัและอา่นโฆษณาผา่นทางมอืถอืในอนาคต 

                                                                                
                                                                                
                                    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                                
                                                                 

5.1.1ขา้พเจา้ ตัง้ใจรบัและอา่นโฆษณาผา่นทางโทรศพัทม์อืถอือยา่งมาก      

5.1.2ขา้พเจา้คดิวา่ จะใชข้อ้มลูทางการตลาดทีไ่ดร้บัจากSMSอยา่งเตม็ที ่      

5.1.3ขา้พเจา้จะพจิารณา การอา่นโฆษณาผา่นทางโทรศพัทม์อืถอือยา่ง

แน่นอน 
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ITEM-OBJECTIVE CONGRUENCY(IOC)FORM 

TOPICE: Consumer’s Attitude Toward Mobile Advertising In Thailand 

The research objectives are mentioned as following: 

1.To evaluate factors to affect the attitude of customers toward receiving and 

reading SMS advertising 

2.To explain and find the important factors that could determine the customers’ 

attitude towards to reading and receiving mobile advertising in Thailand . 

3.To examine consumers’ concept of subjective norm affect the behavioral 

intention of consumer’s to receive and read mobile advertising in Thailand. 

 

Please read whether the research questions match with the objective or not? Kindly tick 

in the box against each question. 

+1 If the question match with my objective. 

0 If you are not were or cannot make a decision 

-1 If the question do not match my objective 

 
 

1.1 ความบนัเทงิ +1 O -1 

โฆษณาทางโทรศพัทม์อืถอืใหค้วามบนัเทงิ    

การโฆษณาผา่นทางโทรศพัทม์อืถอืน่าสนใจกวา่การโฆษณาทางสือ่อื่นๆ    

ขา้พเจา้ พงึพอใจกบั การโฆษณาผา่นทางโทรศพัทม์อืถอื    

โฆษณาทางโทรศพัทม์อืถอืใหค้วามสนุกสนาน 
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1.2 สาระประโยชน์ 

การโฆษณาทางโทรศพัทม์อืถอืใหข้อ้มลูทีเ่ป็นประโยชน์กบัตวัเอง    

การโฆษณาทางโทรศพัทม์อืถอืใหข้อ้มลูทีร่วดเรว็ฉบัไว    

การโฆษณาผา่นโทรศพัทม์อืถอื ใหส้าระประโยชน์มากกวา่ แหล่งอื่น เชน่ 

อนิเตอรเ์น็ท TV 

   

การโฆษณาผา่นทางโทรศพัทม์อืถอืทาํใหข้า้พเจา้กา้วทนัผลติภณัฑแ์ละการ

บรกิารต่างๆ ทีม่อียูใ่นตลาดอยูเ่สมอ 

   

1.3 การรบกวน    

การโฆษณาทางโทรศพัทม์อืถอืนัน้เป็นการปกวน    

ขา้พเจา้รูส้กึวา่ถูกรบกวนจากการโฆษณาผา่นทางโทรศพัทม์อืถอืของทา่น

ตลอดเวลา 

   

การโฆษณาผา่นโทรศพัทม์อืถอื เป็นเรือ่งน่าราํคาญ    

ทา่นคดิวา่การโฆษณาผา่นทางโทรศพัทม์อืถอืไมก่่อกวนใหท้า่นราํคาญ 

1.4 ความน่าเชื่อถอื 

โฆษณาทางโทรศพัทม์อืถอืนัน้เชื่อถอืได ้     

ขา้พเจา้นําโฆษณาทางโทรศพัทม์อืถอืมาประกอบการตดัสนิใจในการซือ้

สนิคา้ 

   

โทรศพัทม์อืถอืกลายเป็นเครือ่งมอืในการโฆษณาในอนาคตอยา่งหลกีเลีย่ง

ไมไ่ด ้

   

 โฆษณาทางโทรศพัทม์อืถอืนัน้น่าเชื่อถอืกวา่โฆษณาทัว่ไป    
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1.5 การอนุญาต 

1.6 ทศันคตต่ิอการโฆษณาโดยทัว่ไป 

1.7 Personalization การสรา้งความเป็นสว่นตวั 

ถา้มโีอกาสเลอืก ขา้พเจา้ยงัคงรบัการโฆษณาผา่นทางมอืถอื เพราะขา้พเจา้

ไดป้ระโยชน์จากการอา่นโฆษณาท่ีดีผา่นมอืถอื 

   

ขา้พเจา้จะรบัขอ้ความโฆษณาโดยไดร้บัอนุญาตก่อนเทา่นัน้    

ถา้มโีอกาสเลอืก ขา้พเจา้ยงัคงรบัการโฆษณาผา่นทางมอืถอื เพราะขา้พเจา้

ไดป้ระโยชนจากการอา่นโฆษณาท่ีสาํคญัผา่นมอืถอื 

   

ขา้พเจา้ยงัคงทีจ่ะเลอืกรบัโฆษณาผา่นทางมอืถอืหลงัจากทีไ่ดอ้า่นโฆษณา

ผา่นทางมอืถอื 

   

โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้เหมาะสมดอียูแ่ลว้    

โดยรวมแลว้ขา้พเจา้คดิวา่โฆษณานัน้เชือ่ถอืได ้    

โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้น่าสนใจ    

 โดยรวมแลว้ขา้พเจา้คดิวา่การโฆษณานัน้มปีระโยชน์    

ขา้พเจา้ตอ้งการรบัโฆษณาทางโทรศพัทม์อืถอืเฉพาะทีข่า้พเจา้สนใจเทา่นัน้    

ขา้พเจา้ชื่นชอบกบัการโฆษณาผา่นทางมอืถอื    

ขา้พเจา้ตอ้งการรบัโฆษณาผา่นทางมอืถอื โดยสามารถ เลอืกเน้ือหาที่

ขา้พเจา้ตอ้งการได ้

   

โฆษณาผา่นทางมอืถอื เน้ือหาตรงกบัความตอ้งการของขา้พเจา้    
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Part 3: Attitude towards mobile advertising ทศันะคตต่ิอโฆษณาทางโทรศพัทม์อืถอื 

 

 Part 4: Subjective norm การคลอ้ยตามคนรอบขา้ง 

 

การใชโ้ฆษณาทางโทรศพัทม์อืถอืเป็นความคดิทีด่ ี    

ขา้พเจา้ชอบการโฆษณาเพราะเป็นการความคดิสรา้งสรรค ์    

ขา้พเจา้สนบัสนุนโฆษณาทางโทรศพัทม์อืถอืเพราะวา่มปีระโยชน์ (ในการ

แนะนําผลติภณัฑใ์หมล่่าสดุ และ การสง่เสรมิการตลาด) 

   

ขา้พเจา้สนบัสนุนโฆษณาทางโทรศพัทม์อืถอืเพราะวา่ดกีวา่โฆษณาผา่นสือ่

ทัว่ไป 

   

ถา้คนทีส่าํคญักบัขา้พเจา้(เชน่:คนในครอบครวั คนรกั,เพีอ่น)คดิวา่ขา้พเจา้

ควรอา่นโฆษณาบนมอืถอื ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 

   

ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั,เพีอ่น)คดิวา่โฆษณาทาง

โทรศพัทม์อืถอืนัน้ฉลาด ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 

   

ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั คนรกั,เพีอ่น)คดิวา่โฆษณา

ทางโทรศพัทม์อืถอืนัน้มีประโยชน์ ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 

   

ถา้คนทีส่าํคญักบัขา้พเจา้เชน่:คนในครอบครวั,เพีอ่น)คดิวา่โฆษณาทาง

โทรศพัทม์อืถอืนัน้น่าเช่ือถือ ขา้พเจา้กจ็ะอา่นโฆษณาดงักล่าว 
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Part 5: Behaviour intention ความตัง้ใจในการกระทาํพฤตกิรรม 

ขา้พเจา้จะรบัและอา่นโฆษณาผา่นทางมอืถอืในอนาคต 

 

ขา้พเจา้ ตัง้ใจรบัและอา่นโฆษณาผา่นทางโทรศพัทม์อืถอือยา่งมาก    

ขา้พเจา้คดิวา่ จะใชข้อ้มลูทางการตลาดทีไ่ดร้บัจากSMSอยา่งเตม็ที ่    

ขา้พเจา้จะพจิารณา การอา่นโฆษณาผา่นทางโทรศพัทม์อืถอือยา่งแน่นอน    
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Figure4-1 Result of multiple regression analysis 
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Summary of the Hypothesis Testing Result 

     
 
 
                        Tolerance=0.386 
 β=0.148   

                         t=2.758 VIF=2.594 
  
                                 
                     β=0.85                            
         
                      t=1.236                            R²=0.603  
                               β= -0.052                                     
                               t= -1.384 
                                                
             β=0.105    
                                t= 1.587               
                  Tolerance=0.281 
                  β=0.181                           
                  t=2.469  VIF=3.565 
                                                     β=0.513 t=12.604    
              β=0.252 Tolerance=0.346           Tolerance=0.539 VIF=1.855        t        
               VIF=2.887  t = 4.157                                        
                                                                   Tolerance=0.539 
                                                                       β=0.380 
                                                                        t=9.726 
              β=0.274  Tolerance=0.502                                   VIF=1.855 

         t=5.069  VIF=1.994          

         

                         R²=0.662 
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