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ABSTRACT

A two-stage approach is employed to examine the influencing factors of consumer behaviors in the con-
text of mobile advertising. The first stage of the study evaluates the correlation relationship of consumer
motives for receiving mobile advertising and their attitudes toward mobile advertising. The relationship
between consumer intentions for receiving advertisements on their cellular phones and their subsequent
actions upon receiving the mobile advertising is also investigated. A negative sentiment was revealed of
cellular phone users toward mobile advertising. This represents a warning signal indicating that current
practices of mobile advertising generally are ineffective and are in need of a careful reevaluation on
the part of mobile commerce firms. The second stage of the research applies Fishbein and Ajzen’s theory
of reasoned action model to examine consumer behavior regarding mobile advertising. We found that
positive actions on the received advertisements are significantly influenced by strong intentions, strong
intentions are significantly influenced by favorable attitudes, and favorable attitudes are significantly
influenced by strong motives. Implications for e-commerce application developers and marketers are
discussed.
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INTRODUCTION

The convergence of the Internet and wireless
communications has led to rapid development
of an emerging market for mobile e-commerce,
or m-commerce. As the business impact of e-
commerce has been witnessed in almost every
facet of the business arena, the advancement
of wireless Internet access capabilities is add-
ing to the convenience and flexibility of the
online shopping process. This growing trend of
m-commerce has been confirmed by numerous
industry research reports. Malhotra and Segars
(2005) report the global market for mobile com-
merce would reach $20 billion in the year 2006.
Increasingly, Web-enabled wireless devices and
broadband connection services have allowed users
to search, communicate, and purchase products
from anywhere at any time. These powerful fea-
tures are contributing to e-commerce’s growth
in the knowledge economy, as attention and time
are becoming scarce resources for the consumers
(Hague, 2004).

As wireless technologies and standards for
security, bandwidth, and interoperability continue
to advance, the impact of online shopping via
wireless communication devices is becoming a
crucial issue for marketers as they strive to design
their organizations’ marketing and other strategic
initiatives. The development of m-commerce is
also posing a new challenge for information sys-
tem personnel. Information system departments
often are called upon to implement powerful and
flexible system capabilities to support or enable in-
novative business initiatives. For many practicing
information system professionals, wireless com-
munication is a new field. Different from wired
communication networks, wireless networks
are relatively more limited in processing power,
transmission bandwidth, user interface (e.g.,
screen size), and security protection. For some
time, concerns over these restrictions have kept
wireless networks from becoming a serious option
as a core information management component.

Advancements in all these areas, however, have
been made to improve the technical capabilities
of wireless communication as a viable vehicle
for serious business innovation. Traditionally,
the information system community has looked
to various integrated frameworks that address
the relationships between technology, user, and
application domain for conceptual guidance.
However, most existing literature on m-com-
merce is anecdotal reports that center on indus-
trial development (Okazaki, 2005). Systematic
empirical investigation into various aspects of
m-commerce development is relatively limited.
Clarke (2001) points out this problem, saying that
“Despite tremendous interest in the melioration
of m-commerce, there is little, if any, research
that examines how to develop a comprehensive
consumer-oriented mobile e-commerce strategy”
(p. 134).

This study is partly a response to this calling.
Our concern is with business practices and theory
development in mobile commerce. The objective
is to obtain a theory-based understanding of an
important aspect of mobile commerce-mobile
advertising. Basing our study on a well-estab-
lished theory, such as the Theory of Reasoned
Actions, facilitates a systematic inquiry of mobile
advertising as a newly emergent phenomenon.
Such an inquiry not only provides a better under-
standing of mobile advertising, it also generates
additional new evidence for further validation
of the theory.

The use of wireless communication services is
becoming a global phenomenon. Cellular phones
are increasingly becoming an essential vehicle for
business and personal communications as well.
These mobile phone users are being targeted by
companies that seek to incorporate Internet-en-
abled operations into their advertising approaches.
These companies must develop their business
strategies based on an in-depth understanding of
the distinct characteristics of their customers.

Guided by the theory of reasoned action
developed by two social psychologists, Fishbein

63



15 more pages are available in the full version of this document, which may be
purchased using the "Add to Cart" button on the publisher's webpage: www.igi-
global.com/chapter/consumer-perceptions-mobile-advertising/23846

Related Content

Decision Point: IT Infrastructure Mismatch
Susan Codone (2009). Journal of Cases on Information Technology (pp. 18-30).
www.irma-international.org/article/decision-point-infrastructure-mismatch/4117

Collaboration Challenges in Community Telecommunication Networks

Sylvie Albertand Rolland LeBrasseur (2008). Information Communication Technologies: Concepts,
Methodologies, Tools, and Applications (pp. 323-344).
www.irma-international.org/chapter/collaboration-challenges-community-telecommunication-networks/22672

Using Personality Traits to Understand the Influence of Personality on Computer Programming: An
Empirical Study

Zahra Karimi, Ahmad Baraani-Dastjerdi, Naser Ghasem-Aghaeeand Stefan Wagner (2016). Journal of Cases
on Information Technology (pp. 28-48).
www.irma-international.org/article/using-personality-traits-to-understand-the-influence-of-personality-on-computer-

programming/159263

The Expert’'s Opinion
Thomas M. Mccarthy (1992). Information Resources Management Journal (pp. 35-38).
www.irma-international.org/article/expert-opinion/50958

Developing Effective Computer Systems Supporting Knowledge-Intensive Work: Situated Design in
a Large Paper Mill

Martin Mullerand Rolf Pfeifer (1997). Cases on Information Technology Management In Modern Organizations
(Pp. 225-249).

www.irma-international.org/chapter/developing-effective-computer-systems-supporting/33471



http://www.igi-global.com/chapter/consumer-perceptions-mobile-advertising/23846
http://www.igi-global.com/chapter/consumer-perceptions-mobile-advertising/23846
http://www.irma-international.org/article/decision-point-infrastructure-mismatch/4117
http://www.irma-international.org/chapter/collaboration-challenges-community-telecommunication-networks/22672
http://www.irma-international.org/article/using-personality-traits-to-understand-the-influence-of-personality-on-computer-programming/159263
http://www.irma-international.org/article/using-personality-traits-to-understand-the-influence-of-personality-on-computer-programming/159263
http://www.irma-international.org/article/expert-opinion/50958
http://www.irma-international.org/chapter/developing-effective-computer-systems-supporting/33471

