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Abstract 5 

Consumers select and enjoy media content in accordance to their state of psychological needs. They are 6 

exposed to a variety of content in which advertisements constitute a sizeable mix. While audience’s 7 

interest is situated in the main elements of program content, they come across interesting advertisements 8 

serendipitously. It is not so much the content but the technologies the devices carry that stimulate 9 

audience’s interest in advertising. Consumers’ preference toward advertising has been shifting from one 10 

media platform to another in search of the optimal opportunities presented by their devices. Such 11 

possibilities become attractive from a combination of convenience, functionality, and accessibility to 12 

consumers. The convergence of technologies has now placed sophisticated multimedia devices in to the 13 

palms of consumerswith numerous social media apps. At the same time advertisers have gone niche to 14 

serve the unique preferences of audience. The study focus is on the growing shift in consumers’ usage of 15 

technology in accessingcontent using mobile devices. The study attempts to offer a theoretical proposition 16 

that theacceptance of technology by consumers is driving advertising through mobile devices. An online 17 

survey of 180 young respondentswas conducted to understand mobile users’ preferences for mobile 18 

advertising. Findings show that mobile users have yet to embrace mobile advertisement. Sixty four 19 

percent of the respondents did not view the mobile advertisements that appear on their mobile phone. 20 

They were more responsive to traditional media compare to mobile advertisement. However, the study 21 

also shows that there is a growing preference for technology driven mobile advertisements.   22 

 23 

Keywords:consumers’ attitudes, users’ behaviour, mobile advertising, technology acceptance 24 

1. Introduction 25 

The trend in media advertising is consumers are increasingly accessing media products through mobile 26 

devices.Mobile devices with active internet connection are widely used to access information and 27 

communication (Ito, 2007). GCF Learnfree.orgreports that mobile devices are getting as powerful as 28 

personal computers (GCF Learnfree.org., 2015).In year 2014, the GSMA’s real-time tracker spotted that 29 

there are officially more mobile devices than people in the world (Boren, 2014), which was a total of 7.22 30 

billion mobile devices versus 7.19-7.2 billion of people.  One person may own a couple of gadgets such 31 

as smart phones, tablets, PDA and etc. “Technology is in everyone’s pocket”, said Ahern (2017). 32 

Knowledge of enhanced mobile technology adds value to consumers’ surfing experience. According to 33 

Google, mobile advertising allow advertisers to reach out to their customers on the go, attheir optimized 34 

sites (Google, 2015). This has resulted inan increase in the number of advertisements appearing on mobile 35 

devices. Following this, advertisers are changing their advertising strategy to mobile advertising. Is 36 

mobile advertising the platform of the future? What is the attitude of the consumers towards mobile 37 

advertising?  38 

 39 

1.2 Research Problem 40 

The convergence of technologies has transformed contemporary society into being internet reliant, 41 

accessing information on the go. Additionally, mobile devices and their evolving applications are further 42 

causing a shift in the consumers’ behaviour and attitude in the way media products are consumed. Media 43 

consumption trends shiftingfrom traditional media to mobile devices to access media content has posed 44 
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strategic concerns to advertisers. The paper focuses on the change in consumer behaviour in accessing 45 

content through technology enhanced mobile devices, making mobile advertising an important platform 46 

for advertising. However, more needs to be understood about trends in consumers’ preferences when 47 

media advertisements are technology driven. 48 

1.3 Research Questions 49 

The study enquires four research questions. The first being, “what is the trend in consumers’ 50 

preferencefor mobile advertising when compared to traditional advertising?” Next, “how mobile devices 51 

are significant as a platform for advertisement?” This question is being asked in light of the youthful users 52 

of devices on the go. The third question being asked is how mobile advertising is in generating interest 53 

among consumers and advertisers? And the last question is how does the acceptance of technology 54 

stimulate mobile advertising? 55 

2. Literature Review 56 

It is vital for retailers and marketers to be aware of the factors that affect consumerattitudes and motives 57 

as consumers are increasingly creating content about brands,something previously controlled solely by 58 

companies (Heinonen, 2011). As such the currentresearch examines how social media advertising sites 59 

and their driving technology affect consumer attitudes and motives. 60 

Chu (2011) examined the link between Facebook brand related group participation, advertisingresponses, 61 

and the psychological factors of self-disclosure and attitudes among members andnon-members of 62 

Facebook groups. The study determined that users who are members of groupson Facebook are more 63 

likely to disclose their personal data than non-members. Chu (2011)explains group participation and 64 

engagement with online ads require a higher level of personalinformation because users openly reveal 65 

their connections with Facebook groups and promotebrands or products when they pass on ads to their 66 

friends. “Facebook groups provide channelsthat consumers deem useful when seeking self-status in a 67 

product category, as does passing onviral content about brands to their social contacts” (Chu 2011, p.40). 68 

Chu (2011) also found that users who are Facebook group members maintain a morefavorable attitude 69 

toward social media and advertising. Users who have more positive attitudestoward advertising are more 70 

likely to join a brand or a retailer’s Facebook group to receivepromotional messages. Based on this result, 71 

Chu (2011) suggests that a link exists betweenconsumers’ use of and engagement in group applications 72 

on a social media sites. Therelationship between consumers’ use of and engagement with group 73 

applications influences therate and effectiveness of advertising on social media, particularly Facebook. 74 

Generally, as Chu(2011) notes, Facebook’s college-aged users have the most favorable attitudes toward 75 

socialmedia advertising and are the largest growing demographic, which suggests that social mediasites 76 

are a potentially rich platform for online advertising campaigns, especially for companieswith a younger 77 

target market. 78 

Cox (2010) also investigated the correlation between age and attitude and found thatsocial network user 79 

attitude toward online advertising formats (i.e. blogs, video, and brandchannel or page) differed to some 80 

extent across age groups. She explains that users who fall inthe 18-28 age brackets had strong positive 81 

attitudes towards blogs, video, and brand channel adformats. This was because users’ found these ad 82 

formats to be eye catching, informative, andamusing. The 35-54 age groups preferred ad formats on video 83 

and brand channels because theyfound them to be more eye catching, informative, and had better 84 

placement within the onlinepage layout. Overall, online advertising formats with positive attributes are 85 

welcomed by users;however, ads that are intrusive or interfere with online social networking activities, 86 

such as popup, expandable, or floating formatted ads were disliked by network users (Cox 2010). 87 

According to Chi (2011) users perceive advertising differently depending on the socialnetwork, which 88 

suggests user motivations for online social networking may play a vital role indefining consumer’s 89 

responses to social media marketing. Harris and Dennis (2011), however, usedTAM as a loose framework 90 

that combined trust and the factors associated with TAM (i.e.perceived enjoyment, ease of use, and 91 

usefulness). The TAM determined that consumers,specifically students, hold a hierarchy of trust when 92 
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using social media such as Facebook.Student’s trust ‘real’ friends, then Facebook friends, followed by 93 

expert blogs and independentreview sites and lastly celebrities and e-retailer sites (Harris and Dennis, 94 

2011). 95 

Di Pietro and Pantano (2012) conducted further research using the TAM to discern thatenjoyment is the 96 

major factor that influences consumers to use social networks as a platform forassisting in their buying 97 

decisions. They found that the fun provided by Facebook, as well as theopportunity it provides users to 98 

ask for suggestions in an easy and entertaining way, motivatesindividuals to pay more attention to the 99 

products promoted on Facebook. “Facebook promotes aconsumer to consumer approach, exploited by 100 

consumers to share experiences and create acommon knowledge on products and services; on the other, it 101 

provides managers a direct channelfor communicating with clients through a business to consumer 102 

approach” ( Di Pietro andPantano 2012, p20).  103 

However, retailers also need to be educated on consumer’s attitudes when it comes to socialmedia 104 

marketing. A deeper understanding of how consumers perceive social marketing will helpensure effective 105 

marketing strategies.  106 

The classic notion of individuals as mere consumers isoutdated; consumers can now be seen as active 107 

producers of business value because usergenerated content is reducing the influence of traditional 108 

marketing tactics (Heinonen 2011).Awareness of consumer’s motives is important because it provides a 109 

deeper understanding ofwhat influences users to create content about a brand or store. MORE ON TAM 110 

 111 

2.1 The Usage of Mobile Devices 112 

 113 

The invention of mobile devices and internet had changed the way people access information. People are 114 

increasingly relying on mobile devices; they keep their mobile devices nearby and often use multiple 115 

devices at the same time (Sales Force Marketing Cloud, 2014).  According to Nielsen research (2012), 116 

there is an increase of close to 80 per cent of consumers browsing internet using mobile devices other 117 

than PCs since 2012. People surfing internet using PCs had decreased by 4 per cent in 2012. People at 25 118 

to 34 are spending about 11 hours in totalon mobile webs and applicationsdaily, followed by people 18 to 119 

24 years old, spending 10 hours per day. The research also shows that applications for social networking 120 

on mobile devices have the highest usage compared to other apps; people are spendingseven times more 121 

time on mobile apps than mobile web. On the other hand, the use of social media via PCs had declined 5 122 

per cent since 2011 (Nielsen, 2012).  123 

 124 

2.2 Mobile Advertising 125 

 126 

According to Friman (2010), mobile devices’ huge potential is in delivering advertisements to the public 127 

in the digital era. This digital capacity has extended the advertising space and time, once limited to 128 

traditional media, is now available to advertisers to reach out to their target audiences without limitation 129 

of time and space. Friman(2010) puts mobile advertising as the foremost advantaged device or mode that 130 

sends and receives advertising content. According to Forbes, worldwide advertisers spent $64.25 billion 131 

worldwide on mobile advertising in 2015, which is an increase of 60% compared with 2014. Social media 132 

platforms, search engines and other internet properties are generating huge income due to the current 133 

trends in terms of media consumption. Social media had even outpaced the overall internet advertisement 134 

market. According to research conducted globally(Forbes, 2015), consumers were spending 97 minutes 135 

per day on mobile devices, which is more than television, desktop computer, radio and print media.  136 

Besides, the change in consumer behaviour in terms of media consumption coupled with online 137 

advertisement enable advertisers to generate higher ROI, as advertisers are able to direct revenue streams 138 

to their own website (Forbes, 2015). Additionally, online content is more attractive as there is notmuch 139 

gatekeeper filtering the information yet. One great advantage yet, users are able to participate in content 140 

generation due to low or zero production cost with high quality production resources such as mobile 141 

phone. The emergence of new media capacities are posing such challenges to traditional media that 90% 142 
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of the newspaper content in United States is available instead as online media to reach  and  maintain its 143 

viewership (Salman, Ibrahim, Abdullah, and Haizan, 2011). 144 

According to Mishra and Gupta, advertising through mobile devices can be found residing in three 145 

categories (Mishra et al, 2012). One is pull – based which refers to any content sent to subscribers of the 146 

advertisers through mobile devices when audiences request for it. The second category is push – based 147 

mobile advertisement which refers to messages sent by advertisers to their audiences through mobile 148 

devices. For instance audio, SMS, e-mail, picture messages and so forth. Advertisers will initiate the 149 

advertisement campaign and the cost will be borne by the advertisers.  Lastly, Interactive 150 

Communication, which is quite close to pull-based mobile advertising as pull-based mobile advertising 151 

link the audiences with the advertisers, and thus furthers the progress of interaction. Multiple channels are 152 

available for advertisers to design their mobile advertising campaign, including mobile web sites, mobile 153 

applications, mobile messaging, mobile video and so forth. Mobile advertising also tend to be more 154 

location-sensitive and time-critical. It is a personal device that allows ubiquitous usage. Therefore, mobile 155 

advertising has to be more personalized in various forms compare to internet advertising (Tsang et al, 156 

2004).  157 

 158 

2.3 Advertising Trend 159 

 160 

TV advertising used to be one of the preferred medium for advertisers between 2010 and 2013. From 161 

there on advertisers had reduced their investment on TV advertising as audienceswere switching to online 162 

media. According to Malaysian Communications and Multimedia Commission (MCMC), internet (via 163 

computer or mobile devices) or online media showed growth in 2014 (Malaysian Communications and 164 

Multimedia Commission, 2015).  The numerous technical possibilities of digital media were stimulus 165 

causing the shift from traditional media to new media.  With the smart convergence of media technology, 166 

traditional media are now broadcasted on mobile devices which allow audience to access content through 167 

mobile apps or mobile sites. Contents are accessible through multiple platforms, which allow one to view 168 

them at their own time (Zhang, 2012).  169 

Figure 1 shows Global Adex by Medium for 2013 and 2014. It clearly states that the advertising 170 

expenditure for TV had reduced by 0.5%, radio reduced by 0.1%, outdoor advertisement reduced by 171 

0.2%, magazine ad reduced by 0.4% and newspaper reduced by 1.7%, while mobile internet and desktop 172 

internet increased by 2.3% and 0.7% (Malaysian Communications and Multimedia Commission, 2015).  173 

Elsewhere, Rakwan (2016) reports that mobile would soon be the main driver of advertisements growth 174 

forecasted to contribute 87% of ad spending between 2015 and 2018. 175 

 176 

 177 

 178 

 179 
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Figure 1: Source: Malaysian Communications and Multimedia Commission, 2015 180 

2.4 Attitudes towards Advertisement 181 

For audience or consumers to accept technology driven social media advertisements in the various media, 182 

they ought to also have a comprehensive understanding of how advertisements and social media apps 183 

work within users’ devices. Hence, consumers’ knowledge, skills and attitudes become relevant to 184 

advertisers for the selection of effective advertising channels. Accordingly, consumers are found to have 185 

negative attitudes towards advertisement unless it is informative and TV commercials are often having 186 

higher degree of irritation compared to radio ads (Tsang, M., Ho, S., & Liang, T. (2004).Evidence also 187 

show that consumers preferred internet advertising compared to traditional advertising, as internet 188 

advertising is interactive, informative and trustworthy. That content and entertaining are also crucial for 189 

internet advertising (Tsang et al, 2004).  190 

2.5 Theoretical Framework 191 

Based on the literature reviewed, the study adopts the theoretical framework proposed by Tsang et al 192 

(2004, p. 69) as the appropriate technology acceptance model for this study. The following diagram 193 

illustrates the research framework. In the sections below,the variables entertainment, irritation, credibility 194 

and interactivity belonging to the framework are discussed. 195 

 196 

 197 

 198 

 199 

 200 

 201 

 202 

 203 

 204 

 205 

Entertainment 

Interactivity 

Irritation 

Credibility 

Attitudes 
Usage 

Behaviour 

Figure 2: Conceptual Framework (Adapted from Tseng et al (2004) 
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2.5.1 Entertainment 206 

Entertainment as an advertising information is significantly related to advertising value of traditional 207 

media. Entertainment in computer-based media is also creating positive affect and mood for the 208 

consumers. The emotion of consumers related to ads play an important role for mobile marketing. The 209 

advertisers will need to create the advertisement as entertaining and attractive to grab the attention of the 210 

consumers.   211 

2.5.2Credibility 212 

Credibility is the degree of trust consumers place on advertisements presented to them. It is generated 213 

through the honesty and plausibility of the advertisement which are supposed to create value for 214 

marketing the product and services. Credibility is the recognition audience or customers accord to the 215 

company reputation and the reliability of the source of information.  216 

2.5.3Irritation 217 

Irritable content, unpleasant characterisation, annoying mis-en-scene in advertisements will create 218 

unhappiness and intolerance to the consumers. Repetition and unnecessary interference to program will 219 

generate negative consumers’ attitudes towards advertising and subsequently towards the product and 220 

services being advertised.  221 

2.5.4Interactivity 222 

Interactivity is the fore most benefit in digital or mobile advertising. It is generated through mobile apps 223 

which facilitate dynamic communication between advertisers and consumers. Interactivity in 224 

advertisement enhances consumers’ perception of the products.  225 

Apart from Islam, Yang and Kang’s (2013) 4 variables, creativity and attractiveness might also influence 226 

the attitudes of consumers towards mobile advertising. Mobile advertisements presented creatively will be 227 

able to grab the attention of the consumers, able to recall it even after years. Besides,Jung, J., Sung, Y., & 228 

Lee, W. (2013)assert that the adoption of mobile advertising can be predicted by the inherent personality 229 

of an individual. Individuals’ inherent personality, predisposition to technology and cognitive style tend 230 

to influence the adoption of mobile advertising technology.  231 

3. Research Methodology 232 

This section elaborates the three parts to the quantitative method used to gather data through social media, 233 

and how the data was analysed to answer the research questions and the results presented in a simple 234 

descriptive form. 235 

3.1 Research Method  236 

Aquantitative approach was adopted for this study, where an online survey questionnaire was created in 237 

three parts. Part 1 of the questionnaire was based on the objectives of this research, in order to answer the 238 

research questions. Part 2 was created to test the Conceptual Model used, where questions were created 239 

based on the variables in the Conceptual Model. Part 3 was the demographics of the respondents to 240 

understand the attitude of the respondents towards mobile advertisement which then enabled the study to 241 

understand if mobile advertisement is the right channel that reached out to the target audience.  242 

There are a total 49 questions in 3 parts. The first part and second part of the questionnaire was created 243 

using the Likert Scale, from 1 to 5, whereby respondents ratedfrom strongly agree (5) to strongly disagree 244 

(1) on each of the statement in the questionnaire. Respondents from various consumers and demographic 245 

levels randomly completed this questionnaire online. 246 

 247 

 248 

UNDER PEER REVIEW



7 

 

3.2  Data Collection Method 249 

The online survey was conducted withyoung users of mobile devices as respondents belonging to the 18 250 

to 34 age group. Most of them resided in the urban and urban peripherals of the Klang Valley, Malaysia. 251 

They were given access through a link that direct them to the questionnaire on a snowballing technique. 252 

Questionnaires with 49 questions had been created that consists of 3 parts. After respondents submitted 253 

their questionnaires, they were generated into an excel format. The first part of the questionnaire was 254 

created based on objective 1, which had 6 questions; 6 questions for objective 2, 11 questions for 255 

objective 3, 5 questions for objective 4. For Part 2, 17 questions were created to identify individual 256 

attitude toward mobile advertising by testing the acceptance of mobile technology using the four variables 257 

found in the theoretical research model. Part 3 of this questionnaire was formed by 4 demographics 258 

questions which consist of age, gender, income level and location. Only 180 questionnaires from 273 259 

respondents were accepted through Facebook, WhatsApp, and email. The rest were left out for missing 260 

information.  261 

3.3 Data Analysis Method   262 

To analyse the data collected through online survey, statistical data analysis was adopted as all the data 263 

were quantifiable. Data collected was compiled in order to answer the research questions and achieve the 264 

objectives of the research as well as the accuracy of conceptual research model. Their responses were 265 

analysed for simple frequency analysis. Means and standard deviations were used to make sense of the 266 

data.Analysis is presented in the simple descriptive form. 267 

4. Findings 268 

The focus of the study is to explore consumers’ attitude toward mobile advertising. Write something 269 

here.Findings here answer part 1: the research objectives and part 2: statements relating to attitude toward 270 

mobile advertising, in the questionnaire, in simple descriptive form.  271 

4.1Understanding consumers’ nature of accessing advertising content.  272 

Majority (91.9%) of the respondents agree that they are using mobile device to surf internet everyday. 273 

While only 8.1% of the respondents disagree that they are surfing internet using mobile devices daily. 274 

Majority (83.8%) of the respondents agree that they rely on mobile devices for social networking. 81.1% 275 

of the respondents agree that they are spend most of their time on mobile devices compared to other 276 

media in their daily life.Twenty seven percent (27%) of the respondents agree that the information from 277 

mobile devices is reliable. Twenty three percent (23%) of them disagree, while 48.6% of the respondents 278 

remain neutral on this statement. Majority (63.8%) of respondents agree that they get most of their 279 

information via mobile devices while 2.7% of the respondents disagree.Majority (81.1%) of 280 

respondentsalso agree that the information they get from mobile devices helps a lot in their day to day life 281 

while only 2.7% of respondents disagree with the statement. 282 

4.2 Identifying the significance of mobile devices as a provider of advertising content. 283 

Majority (64.8%) of the respondents agree that they must go to work or class with their mobile 284 

devices.Majority (77.8%) of respondents agree that they are able to get information instantly on events 285 

happening at different part of the world by using mobile devices. Twenty three percent (22.6%) of 286 

respondents agree that they trust the information from mobile devices. Twenty five percent (25%) of them 287 

disagree with this statement. WhileMajority (44.4%) of the respondents remain neutral on the trust 288 

towards information acquired from mobile devices. Majority (88.9%) of respondents agree that mobile 289 

devices help them to get information instantly from wherever they need information. Eleven percent 290 

(11.1%) of the respondents remained neutral and none of them disagree nor strongly disagree on this 291 

statement.Majority (72.3%) of the respondents also agree that they will return to their workplace or house 292 

to take their mobile devices if they left home without it, while13.9% of the respondents disagree. 293 

4.3 Identifying the effectiveness of mobile advertising. 294 

Seventeen (16.7%) of the respondents agree that SMS is their preferred type of mobile advertisement 295 

while majority (52.8%) of them disagree with the statement. Thirty one percent (30.6%) of respondents 296 

agree that mobile websites are their preferred mobile advertisement sites, while majority (33.4%) of them 297 

disagree. Thirty one percent (30.5%) of respondentsagree that a mobile application is their preferred 298 
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mobile advertising channel. A third (36.1%) of themdisagrees on mobile applications as their preferred 299 

mobile advertising channel. Seventeen percent (16.7%) of respondents agree on mobile ad banner as their 300 

preferred mobile advertisement, while majority (50%) of them disagree on mobile ad banner as their 301 

preferred mobile advertisement. Majority (44.4%) of respondents agree on search engine advertisement 302 

on mobile sites as their preferred mobile advertisement, while 33% of them disagree on this. Majority 303 

(47.4%) of respondents agree Facebook Apps advertisement as their preferred mobile advertisement 304 

while 30.3% of them disagree. Thirteen percent (13.0%) of respondents agree that pop-up advertisement 305 

is their preferred mobile advertisement, while majority (55.5%) disagree. Thirty one percent (30.5%) of 306 

respondents agree that they prefer video pre-roll mobile advertisement on mobile sites. Most respondents 307 

(47.3%) of them disagree on video pre-roll on mobile sites as their preferred mobile advertisement. Thirty 308 

three (33.3%) of respondents agree in-feeds on social media apps as their preferred mobile advertisement. 309 

A third of the respondents (36.1%) disagree that in-feeds on social media apps as their preferred mobile 310 

advertisement. Twenty eight percent (27.8%) of respondents agree that in-map on mobile navigator as 311 

their preferred mobile advertisement while 33.4% of them disagree. Five percent (5.4%) of the 312 

respondents agree that they will view the advertisement on mobile devices when it appears while they are 313 

using the mobile devices while majority (63.9%) of them disagree with the statement.Three percent 314 

(2.8%) of the respondents strongly agree that they will respond to the mobile advertisement after viewing 315 

it while majority (80.6) disagree. Majority (61.1%) of respondentsalso agree that they will respond to the 316 

mobile advertisement only if they are interested on the advertised products or services while 22.2% of 317 

them disagree.Twenty eight percent (27.7%) of respondents agree that they gain a lot of latest information 318 

from mobile advertisement while Majority (66.6%) of them disagree. Twenty eight percent (27.8%) of 319 

respondents agree that they are more responsive to mobile advertisement compare to traditional 320 

advertisement while 44.4% of them disagree. 321 

4.4 Attitude Towards Mobile Advertising 322 

How respondents have related to the four variables of the conceptual model characterises their acceptance 323 

of mobile advertising technology as stimulat to mobile advertising. 324 

4.4.1 Entertainment 325 

Majority (50%) of the respondents agree that they will only respond to mobile advertisement that is 326 

entertaining, while 16.7% disagree. Thirty six percent (36.1%) of respondents agree that mobile 327 

advertising that is entertaining is able to capture their attention when using mobile devices while 19.5% 328 

disagree. Nineteen percent (19.4%) of respondents agree that they will repeat the mobile advertisement if 329 

they find it entertaining while majority (55.6%) of them disagree. Seventeen percent (16.7%) of 330 

respondents agree that they prefer mobile advertising because it is entertaining while majority (47.2%) of 331 

them disagree. Twenty percent (19.9%) agree that entertaining mobile advertisement will stimulate their 332 

purchasing behaviour while majority (41.7%) disagree on this statement. 333 

4.4.2 Credibility 334 

About 31% agree that mobile advertisement had higher credibility while 27.8% disagree. 16.6% agree 335 

that they have higher confident on products and services advertised on mobile advertising channel, while 336 

33.3% disagree. Twenty percent (19.5%) agree that they will purchase products or services advertised on 337 

mobile devices due to higher credibility, while a third (33.3%) of them disagreed. 338 

4.4.3 Irritation 339 

Thirty one percent (30.6%) agree that they will remember a mobile advertisement that keeps on popping 340 

irritable advertisements while they are surfing for content, while 33.3% of them disagree. Majority 341 

(80.5%) of them agree that they feel annoyed on the repetition of mobile advertising. Three percent 342 

(2.8%) of the respondents disagree on this statement. Majority (58.3%) of them said that they are unable 343 

to tolerate irritating mobile advertisement while only 11.1% disagree. Majority (55.5%) agree that mobile 344 

advertisement that is irritating will cause consumers to have negative impression towards the products or 345 

services while only5.6% disagree with the statement. 346 

4.4.4 Interactivity 347 

Twenty percent (19.5%) of the respondents agree that they prefer mobile advertisement as it is interactive 348 

while 25% disagree.Most (38.9%) agree that interactive mobile advertisement allow them to understand 349 
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the products or services better while 13.9% disagree. A third (30.6%)of the respondents agrees that 350 

interactive mobile advertisement will stimulate their purchasing behaviour while 25% of them 351 

disagree.Twenty five percent (25%) of the respondents were found to agree that interactive mobile 352 

advertisement will increase their confidence level towards the products or services while 30.6% disagree. 353 

Most (41.7%) agree that interaction with the brand allow them to understand the product or services better 354 

while 25% disagree. 355 

5. Discussion 356 

Discussion here is presented by tabulating all the statements in the questionnaire, part 1: the research 357 

objectives and part 2: statements relating to attitude toward mobile advertising,in the questionnaire. 358 

Next, responses to these statements are elaborated.  359 

 360 

Table 1: Statements from the questionnaire. 361 

Part 1: 362 

Objective 1: To identify how mobile devices change the way people access to information. 363 

No.  Questions 

1. I use mobile devices to surf internet every day.  

2. I rely on mobile devices for social networking. 

3. I spend more time on mobile devices than any other media device. 

4.  Information gotten from mobile devices is reliable. (trust) 

5. I get most of my information via mobile devices. 

6. Information gathered on mobile device help me in study and work. 

 364 

Objective 2: To identify the importance of mobile devices as a major source of information among the public.  365 

No. Questions 

7. I can’t go to work or class without mobile devices. 

8. I must spend at least 30 minutes on mobile devices daily.  

9.  Mobile devices allow instant access to events around the globe. 

10.  I trust the information gather from mobile devices. 

11. Mobile devices allow me to get information instantly anytime. 

12. I will go back to take my mobile devices if I left it at home/office. 

 366 

Objective 3: To identify audience preference on type of mobile advertising 367 

No. Questions 

13. Short Messaging Service (SMS) 

14.  Mobile Web Site 

15. Mobile Applications 

16. Mobile Ad Banner 

17. Search Engine Advertisement on mobile sites 

18. Facebook Advertisement on mobile phone apps 

19. Pop-up Advertisement on mobile sites 

20. Video Pre-roll on mobile sites 

21. In-Feeds on social media apps 

22. In-map on mobile navigator 

23. In-game on mobile games 

 368 

 369 
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Objective 4: To identify the effectiveness on different mobile advertising 370 

No. Questions 

24. I will view the advertisement when it appears while I am using 
mobile phone.  

25. I will respond to the advertisement after viewing it. 

26.  I will only respond to the advertisement if I am interested in the 
products or services. 

27. I gain a lot of latest information from mobile advertisement.  

28. I am more responsive to mobile advertisement compare to 
traditional advertisement.  

 371 

Part 2: Attitude toward Mobile Advertising  372 
Entertainment 373 

29.  I will only respond to mobile advertisement that is entertaining.  

30.  Entertaining mobile advertisement capture the attention of 
audiences.  

31.  I will repeat viewing mobile advertisement that I find entertaining.  

32. I prefer mobile advertisement because it is entertaining.  

33. Entertaining mobile advertising stimulates my purchasing interest. 

 374 
Credibility 375 

34. Mobile advertisements are more credible.  

35.  I have confidence on productsand services advertised on mobile 
platforms.  

36.  I will purchase product and services advertised on mobile 
advertising channels.  

 376 
Irritation 377 

37.  I will remember mobile advertisements as they keep repeating in a 
loop when I am surfing my mobile devices. 

38.  I feel annoyed with the repetitionofadvertisements.  

39.  I do not tolerate irritating mobile advertisements.  

40.  Irritating mobile advertisement will causes negative impression 
towards the product or services being advertised.  

 378 
Interactivity 379 

41.  I prefer mobile advertisements because it is interactive.  

42.  Interactive mobile advertisements allow me to understand the 
product or services better. 

43.  Interactive mobile advertisements will stimulate my purchasing 
behavior. 

44.  Interactive mobile advertisements will increase my confidence level 
towards the products or services. 

45.  I engage in interaction with advertisements to understandthe 
product or services advertised better.  

 380 

Questions No. 1 to 6 in the questionnaire were created based on the objective 1 of this research. That is to 381 

identify trends in consumer preference for mobile advertising when compared to traditional advertising?” 382 

Mobile devices have become an important device since most of respondents reported using mobile 383 

devices for information search and social networking. More than 70% of the respondents are spending 384 

time on mobile devices than other types of media. We can realize that mobile devices had changed the 385 

UNDER PEER REVIEW



11 

 

way people access to information. A mobile device that is portable allows them to perform tasks in this 386 

digital era without relying on desk top computer. Respondents also believe that information from mobile 387 

devices is useful and reliable. The convergence of technology had changed the way people access 388 

information. That is 81% of the respondents agreed that information collected using mobile devices has 389 

helped them in their day to day life. Mobile devices have successfully mobilized people in the way they 390 

access to information. 391 

Questions 7 to 12 in the questionnaire were created based on the second objective of this research. That 392 

ishow mobile devices are significant as a platform for advertisement?” Sixty nine percent (68.8%) of the 393 

respondents cannot will not even go to work or attend classes without bringing their mobile phones along. 394 

Besidesrespondents (72.3%) say they will also return to take their mobile devices if they had accidentally 395 

left them at home. 396 

Questions 13 to 23 werecreated based on objective three. That is how mobile advertising is effective in 397 

generating interest among consumers and advertisers?Nine choices were provided to the respondents. 398 

From the results obtained, respondents’attitude towards mobile advertising is observed as negatively 399 

skewed.Except for advertising on Facebook, an average of 26.1% of the respondents remained neutral 400 

towards mobile advertisement. The study is able to identify the most preferred mobile advertising channel 401 

among the respondents. Table below shows the results obtained. 402 

 403 
Table 2: Preference to different platforms of Mobile Advertisements 404 
_______________________________________________________ 405 

Placement      Mobile Advertising    Preference406 
 _________________________________________________________ 407 

1. Facebook Advertisement on Facebook App   55.6% 408 

2. Search Engine Advertisement on mobile sites  44.4% 409 

3. In-feeds on social media apps    33.3% 410 

4. Mobile Web Site      30.6% 411 

5. Mobile Applications & Video Pre-roll   30.5% 412 

6. In – map on mobile navigator    27.8% 413 

7. In-game on mobile games applications   22.2% 414 

8. Short Messaging Services (SMS) & Mobile Ad Banner 16.7% 415 

9. Pop-up Advertisement     13.9% 416 

____________________________________________________________ 417 

From table 2 above, it is possible to map out consumers’ preference to different platforms of Mobile 418 

Advertisements. Advertisers too will have a betterunderstanding of effective mobile advertising channel 419 

that reach out to target audience. 420 

Questions 24 to 28 were created to identify how acceptance of mobile advertising technology would 421 

stimulate interest in mobile advertising?Mobile device users do have negative perceptions towards mobile 422 

advertisement. Sixty four percent (63.9%) of the respondents did not view mobile advertisements that pop 423 

up when they are using their mobile phone. Even after viewing the mobile advertising, more than80% of 424 

the respondents will not respond to the advertisement unless they are interestedin the advertised products 425 

or services. Only Facebook advertisements on Facebook apps are welcome among the respondents (55.6). 426 
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on the contrary KPMG (India) reports digital media are able to transform consumer behavior since it can 427 

redefine consumer mindset, spending patterns and assist in decision making (KPMG, 2013). This study 428 

reports respondents as being more responsive to advertising in the traditional media compared to mobile 429 

advertising. This perception arises from traditional advertisements being more informative. It is likely that 430 

respondents would instead respond to interestingadvertisements depending on how advertisements are 431 

juxtaposed with content. 432 

Statements 29 to 45 were intended to examine how consumers responded to the acceptance of technology 433 

as stimulant to mobile advertising.Responses to the statements provided insights on how each of the 434 

variables(entertainment, irritation, credibility and interactivity) characterized the acceptance of 435 

technology by users, applicable to mobile advertisements. Accordingly, consumers responded to 436 

entertaining mobile advertisements, they captured the attention of mobile device users. However, people 437 

will not watch advertisements if they were repeated often. Ironically, entertaining mobile advertisement 438 

mayor may not result in any form of purchasing behavior.  439 

Irritating or misplaced mobile advertisements create negative impression towards certain products and 440 

services. Individuals do not wantto remember mobile advertisements that are irritating. They feel annoyed 441 

and unable to tolerate advertisements that are irritating. Mobile advertisements that keep on repeating or 442 

appear at inappropriate times will also generate opposing responses that they would want to skip the 443 

advertisement.  444 

Most respondents remained neutral on the issue of credibility or authentic advertisements especially 445 

channeled through free mobiles phone apps. As there are many classifications to advertisements, 446 

confidence level towards some of the products or services advertised on mobiles is relatively lower 447 

compared to traditional advertising platforms through regulated channels such as radio and TV, where the 448 

governance process is stringent. 449 

Interactive social media apps enabled by mobile technology allow respondents to explore advertised 450 

products and services, understand them better. Interactivity is supported by technological enabler being 451 

embedded into advertisements that make navigation smooth and meaningful for consumers. 452 

Advertisements with interactive featuresengage the consumers, as reported by youths in this study. 453 

Consumers prefer to actively engage than to be passive consumers of advertisementsthat come across 454 

their screens.  455 

Although this study finds respondents more responsive to advertising in the traditional media, it also 456 

reports that a positive trend in mobile advertising growth is realized. It is also realized that findings are 457 

close to Leppaniemi and Karjaluoto’s (2005) Influential Model towards Mobile Advertising. However, 458 

the study simplifies and contextualizes the ‘Influential Model towards Mobile Advertising’ as an 459 

adaptation in figure 3 below. 460 

 461 

 462 

 463 

 464 

 465 

  466 

 467 

 468 

 469 
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Irritation 

Attitudes toward 
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Advertising 

Figure: 3 Adaptations to the Influential Model towards Mobile Advertising 
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 470 

In the model above, the proposition that consumers’ attitude toward Mobile Advertising shall be directly 471 

influenced by the four central variables entertainment, informativeness, interactivity and irritation. But the 472 

acceptance of technology as an enabler shall positively consolidate preference to mobile advertising.The 473 

variable ‘irritation’ explains a negative attitude or greater tendency to drive consumers away from 474 

advertisements and going to the program content. This attitude separates consumers from audience. 475 

Consumers would harbor at some point a purchasing behavior, while audience care more for the program 476 

content and less for advertisements. This proposition supports future technology enhanced mobile devices 477 

and consumers’ preference to mobile advertisements in the digital era. The technological factor provides 478 

added stimulus to the four variables of the conceptual model, Influential Model towards Mobile 479 

Advertising (Leppaniemi and Karjaluoto, 2005), is likely to influence consumers’ willingness to accept 480 

mobile advertising.       481 

6. Conclusion 482 

Findings reveal that aspects of entertainment, interactivity and irritation have significant impact on 483 

consumers’ influence in the attitudes towards mobile advertising. The informativeness or credibility of 484 

information feature, however, was found to be less significant on consumers’ attitude in this sense. But 485 

technological factors such as smart phone properties built in the mobile devices, speed and ease of surfing 486 

were found to strongly influence consumers’ attitudetowards mobile advertisements. The findings of the 487 

research have implications for both the researchers and the practitioners. Researchers in the area of digital 488 

marketing may find the model used in this study as a predictor of consumer behavior when they are 489 

exposed to mobile advertisements. Practitioners in the industry may also use the findings from this study 490 

in designing marketing programs with mobile advertisement that can transform the negative attitudes into 491 

positives ones.There are several limitations that need to be overcome in order to better understand 492 

individual attitudes towards mobile advertisement. Data is collected from online respondents only. 493 

Qualitative research should be conducted to better understand individuals’ reflections on attitudes and 494 

behavior towards mobile advertising. Questionnaires distribution can be expanded to include a wider 495 

psychographics in order to understand deeper and complete details towards consumers’ attitude and 496 

behavior towards mobile advertisements.   497 

The study generally concludes that young respondents in the Klang Valley are still responsive to the 498 

traditional modes of advertisements than mobile advertisements. Although they have yet to embrace 499 

mobile advertising fully, young users have shown a favourable attitude toward mobile advertising. This 500 

would be a significant trend as they would be the largest growing demography. This claim shall be 501 

supported by the fact that potential technology enhanced mobile devices would be able to carry 502 

advertisements in the digital era without limitations, hence the acceptance of mobile technology. The 503 

technological factor, in addition to the four variables of the conceptual model, Influential Model towards 504 

Mobile Advertising (Leppaniemi and Karjaluoto, 2005) shall influence consumers’ willingness to accept 505 

mobile advertising.       506 

 507 

 508 

 509 
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