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Abstract 

The great technological development under the last decade has given the organizations new 
possibilities to market them self. Mobiles phones, smart phones and the new ultraportable 
laptops which make it possible to for organizations to send advertisement consumers 24/7. 
This has led to a steady increase in research during the last decade concerning mobile 
advertising. The research has mainly been focused on how problems with negative attitudes 
towards mobile advertising can be changed in to positive ones. Mobile advertising suffers 
from the same problems as several recently introduced marketing channels have done e.g. e-
commerce like trust, privacy and risks. Beside the negative aspects, mobile advertising 
research has focused on identifying factors that will stimuli consumer willingness to receive 
mobile advertisement and identified a target group for this marketing channel. The target 
group has been identified to be young adults in the ages of 18-35.  We will in our research 
focus on this area about this different problem factors with mobile advertising and try to find 
which factors that are most important and affecting consumers attitudes towards mobile 
advertising we further want to develop ideas for how marketers can construct mobile 
advertising so that consumers accept it as a marketing channels. 

To examine this, quantitative method was used with a sample of 198 15-19 year old high 
school students in Umea responding to our survey. The sample was chosen because we 
believe that this age group will be the ones that are the target for mobile advertisers when the 
business have picked up more speed in a few years time. This group has also been identified 
by other researchers as an interesting segment to investigate.  We have a positivistic approach 
to the study and therefore we have worked out six hypotheses that will be tested and then 
compared with our theoretical framework using a deductive method. 

Our findings confirmed five out of six hypotheses. Consumers are negatively affected by 
factors as risk, lack of trust and privacy. The attitudes can change towards more positive ones 
if consumers perceive the advertisement relevant, entertaining, valuable functional and if they 
get some form of incentives for receiving advertisement. The hypothesis that we were not able 
to confirm concerned the consumer factors where only three of five factors were significant in 
our tests. 
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1. Problem Background 

1.1The beginning 

Trough the last decade, the technological progress has evolved in a explosive phase around 
the world. When focusing on mobile phones the following can be said. In 1997, 215 million 
people were using mobile phones. In six years this number had grown into 1,16 billion users 
around the globe. The penetration of mobile phones in Western Europe was approximately 79 
% in 20051. From being exclusive, mobile phones have now become available for the large 
masses. The development of mobile phones from a technological point of view has also 
evolved in a explosive phase. From only using the mobile phones for calling, new services 
like SMS/MMS have been added. In 2005 mobile phone users worldwide sent over 5 billion 
messages per month. This number is expected to grow with 5-10 % each month as well2. In 
other words these types of services have become a great success which no one could predict.  

Today the consumers have the possibility to get the third generation of mobile phones also 
referred to as smart phones. Thanks to the development of the 3G network consumers are now 
able to download music, watch movies and surf the internet with high speed connection.3 In 
other words, mobile phones have become multimedia devices with the same functions as an 
ultra portable laptop. These rapid technology developments in the mobile industry have in 
turn lead to great opportunities for marketers to provide consumers with one to one 
personalized advertisement in form of pictures, sound and videos4. Companies like BMW and 
Nike have already used the mobile phones as marketing channels in their campaigns. Thanks 
to technological improvements and the fact that consumers take their mobile phones with 
them wherever they go, marketers can track them and send offers when they actually are 
shopping. This type of advertising is called location based advertising.  This new marketing 
channel will be able to track and target customers in a way which was not possible with the 
traditional marketing channels. Even if the mobile marketing industry is relatively new, it has 
been estimated that 11, 35 billion will be spent on mobile marketing by the organizations in 
2011.5 

Even though mobile advertising seems to be a revolutionary way of making consumers aware 
of products, there are several issues it has to deal with. Consumers in general are rather 
negative towards receiving advertising in their mobile phones. Many consumers find it as a 
violation of their privacy when marketers track them trough their mobile phones. Another 

                                                 

1 Bauer, H., Barnes, S., Reichardt, T. & Neumann, M., (2005), “Driving Consumer Acceptance of Mobile 
Marketing: A Theoretical Framework and Empirical Study”, Journal of Electronic Commerce & Research,  
Vol. 6, Issue. 3, p 181 
2 Jong, W., Jun, S, L., (2007), ”Mobile media use and its impact on consumer attitudes toward mobile 
advertising“, International Journal of Mobile Marketing, Vol. 2, No. 1, p 51 
3 Kavassalis, P., Spyropoulou, N., Drossos, D., Mitrokostas, E., Gikas, G. & Hatzistamatiou, A., (2003),  
“Mobile permission marketing: Framing the marketing inquiry” ,  International Journal of Electronic Commerce, 
Vol, 8 , Issue 1, p 57-58 
4 Maneesoonthorn, C. & Fortin, D., (2006), ”Texting behaviour and attitudes toward Permission mobile 
advertising: An empirical study of mobile users acceptance of sms for marketing purposes”, International 
Journal of Mobile Marketing, Vol. 1, Issue. 1, p 66 
5 Ramin, V.  & Mahsa, A., (2007), ”Factors affecting the use of mobile advertising”  International Journal of 
mobile marketing, Vol. 2, Issue, 2,  p 22 
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issue is the lack of trust towards this marketing channel. Consumers are afraid of getting 
“spam” messages to their mobile phones6.  

Many countries have regulated laws which forbid the organizations to send unapproved 
advertisement to consumers. Therefore to be able sending ads to consumers, marketers must 
get their permission first (permission based advertising). 

Because of the negative attitudes and lack of trust the acceptance level towards mobile 
advertising as an alternative marketing channel is rather low.  

Before we can move in to the discussion about the research that specifically concerns mobile 
advertising it is important to bear in mind that a lot of the theoretical issues that can be 
identified in mobile advertising have been around for a long time. For example the issues 
about privacy and technology and that companies has so much information about us that they 
almost can be seen as the Big Brother which George Orwell spoke of in his famous novel 
1984. The concerns about the privacy issues started to emerge during the late seventies and 
early eighties7. These problems have followed with every new technology advance during the 
last decades and before the introduction of mobile advertising and m-commerce. Even though 
e-commerce has been around for a longer period of time there still are large ethical concerns 
in e-commerce. We believe that because of the lack of research around this question we think 
it is interesting to look towards the e-commerce ethical debate because it has been around for 
a longer time, and from there more closely define our theoretical problems. Kracher and 
Corritore describes the phenomena of ethical issues in e-commerce as something that is no 
different from regular business ethics, it involves the same features. The problem though as 
Kracher and Corritore sees it is the problem of ethical lag. This is described as something that 
evolves when the technology are in rapid development and the general opinion, culture do not 
catch up. This problem can eventually lead to a serious clash between the new technology and 
its ethics and the old more settled values and norms. Kracher and Corritore further introduce a 
table that have six different factors that effects e-commerce ethics:  

 Table: 1 Top E-commerce Issues 

By examining their model we can see that several of those 
factors also are applicable on m-commerce and further mobile 
advertising which is the topic of this thesis, we aim to use 
parts of this model to explain how this could be related to 
mobile advertising first we will examine the case of access 
later the issues concerning privacy and informed consent will 
be discussed and finally the closely related topics of security 
of information and trust. Access is described by the authors as 

the possibility for the consumers to access the specific service or product in our case this 
would be applicable on that the consumer has a mobile phone that is suitable for mobile 
advertising. Further there is a problem in e-commerce of intellectual property which refers to 
illegal download etc. We don’t think that in this stage this is a problem with mobile 
advertising but it is interesting to see if the technological development makes this an issue in 
our research field also. Protection of children is related to the problem of homepages etc 

                                                 

6 Cleff, E, B., (2007), ”Privacy issues in mobile advertising”, International Review of Law Computers and 
Technology, Vol. 21 Issue. 3, p 228-29 
7 McCrohan, K, F., (1989), “Information technology, privacy and the public good” , Journal of Public Policy & 
Marketing, Vol. 8, Issue. 1, p 1 
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which contains either adult material or other things that are not suitable for children.8 This 
also is an area that is not very developed in the mobile field. The problem we might see 
coming relating to protection of children, is that marketers target this group through their 
mobile phones. This is currently against the law in Sweden. The security of information is a 
top priority in e-commerce and we believe that this problem can be directly transferred to 
mobile advertising which we will try to show in our research, a related factor to this problem 
is the issue of trust, that the consumer needs to have confidence in that the company handle all 
there information about consumers and so forth in a trustworthy way.9 

We will now describe how the research in mobile advertising and m-commerce has evolved 
during the later years. This is mainly because we want you as reader to find the connection 
between the older technology area of e-commerce and the more recent m-commerce.  

The mobile marketing area has started to get the researchers full attention just a couple of 
years ago. Before year 2000 a very limited amount of research was conducted. It was first in 
2003 the researchers started to recognize this as an important area and the number of studies 
have increased for every year since then.10 Mobile advertising has been defined by researchers 
as a new marketing channel providing marketers with great possibilities of customizing the 
ads towards specific consumers. Researchers have also classified mobile advertising to belong 
in the area of m-commerce.11 The reason for this is that mobile advertising has shown to be 
much more than just sending text messages to consumers. It enables the consumers to interact 
and pull for more information based on the received offer12. 

The main early focus of mobile advertising has concerned consumer attitudes towards this 
new medium and the technological aspects of it. Several studies indicated that consumers 
were in general negative towards mobile advertising because of factors as, privacy, and risks 
associated with receiving ads to their mobile phones13, which also is central in e-commerce 
which we have shown above. These studies also found that consumer’s attitudes could be 
affected. Some of the main factors affecting the consumer attitudes were identified as 
incentives and the value of the ad perceived by the consumer.14 The focus then switched 
towards investigating how the consumer’s level of acceptance could be raised toward this new 
marketing medium, and the connection between consumer intentions and actual behaviour. 
Trough the recent years a great amount of factors has been identified. These factors have then 
been categorized into industry, medium and consumer factors15. Industry factors concerns the 
technological aspect of the mobile advertising like for instance; ease of opening the ad and 

                                                 

8 Kracher, B. & Corritore, C, L., (2004). "Is There a Special E-Commerce Ethics?", Business 
Ethics Quarterly, Vol. 14, Issue. 1 
9 Milne, G, R., Rohm, A, J., (2000), “Consumer Privacy and Name Removal Across Direct Marketing Channels: 
Exploring Opt-In and Opt-Out Alternatives.”, Journal of Public Policy & Marketing, Vol. 19, Issue. 2, p 249 
10Leppäniemi, M., Sinisalo, J., Karjaluoto, H., (2006), “A review of mobile Marketing research“, International 
Journal of Mobile Marketing, Vol. 1, Issue. 1, p 30-31 
11 Carroll, A., Barnes, S. J., Scornavacca, E., & Fletcher, K., (2007), “Consumer Perceptions and Attitudes 
towards SMS Advertising: recent Evidence from New Zealand”, International Journal of Advertising, Vol. 26, 
Issue. 1,  p 79-80 
12 Bauer, H., Barnes, S., Reichardt, T., & Neumann, M., (2005),  p 184 
13Leppäniemi, M., Sinisalo, J., Karjaluoto, H., (2006), p 33 
14 Merisavo, M., Leppäniemi, M., Kajalo, S., Karjaluoto, H., Virtannen, V., Salemenkivi, S. & Raulas, M., 
(2007), “An empirical study of the drivers of consumer acceptance of mobile advertising” International Journal 
of Mobile Communications, Vol. 5, Issue. 1,   p 50 
15 Hanely, M., Becker, M. & Martinsen, J., (2006) ” Factors influencing mobile advertising acceptance: Will 
incentives motivate college students to accept mobile advertisement?”, International Journal Of Mobile 
Marketing, Vol. 1, Issue. 1,  p 52 
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receiving it at the right time. Medium factors concern the marketer’s way of developing the ad 
like the context, relevance and incentives. The consumer factors concerns the attitudes, level 
of innovativeness and involvement.  

Primarily we can see that the two first industry and medium are very specific for mobile 
advertising because of the new way of marketing that is spoken of above. Consumer factors 
are perhaps the most important and are very easy to relate to other marketing areas for 
example e-commerce which we believe is the most closely related area.  

One of the most important findings is the need for permission from consumers. Many studies 
mean that mobile advertising can never become a successful advertising channel if permission 
to receive ads is not given by the consumers.16 Even though studies have found that 
advertising through mobile phones is very effective when it comes to brand recognition and 
intention to purchase a product or service17. A majority of organizations are only in the 
embryonic stage regarding mobile advertising. This can be explained by lack of knowledge in 
this area.18  

Most of the studies in this area are conducted in either North America or Asia. Besides several 
studies in Finland there is a very limited amount of studies available about how to raise the 
level of acceptance among consumers in Western Europe. We could for instance not find any 
studies performed in Sweden. Other gaps identified by researchers discuss the lack of studies 
concerning the issues of perceived trust and risk regarding mobile advertisement.19 Other 
suggestions concerning further research discuss the lack of studies performed on the younger 
segment of 14-19.20 It is this segment that will become the target for mobile advertising when 
it becomes an established marketing channel. It therefore needs more attentions to understand 
how consumers in the ages of 14-19 perceive mobile advertising. When review the literature 
we could not identify any studies performed at this age group, which really caught our 
attention.  

When we conclude this chapter and try to bring this together in to a formulation about how we 
as researcher are going to attack this particular problem, we aim to discuss it in the way of 
using the conclusion of that most consumers today are very negative towards mobile 
advertising and that research is needed into how this can be changed, or if it can be changed. 
That’s why we find the actual knowledge gap to be that there is no definitive answers to how 
the marketers can increase the likelihood of acceptance among consumers. When we look in 
to this first chapter we see a lot of factors concerning both technological aspects and ethical 
factors i.e. trust, privacy, security and so forth. This will be the foundation of our work later 
on were in the literature review all these factors will be more closely examined, in the end of 
that chapter we will present a model which is a combination of all those factors we have 
identified that are affecting the attitudes towards mobile advertising. This leads us then into 
our problem formulation. 

 

 

                                                 

16 Hanely, M., Becker, M. & Martinsen, J., (2006), p 52 
17 Barwise, P. & Strong, C., (2002), “Permission-Based Mobile Advertising”, Journal of Interactive marketing, 
Vol. 16, Issue. 6, p 184 
18 Leppäniemi, M., Sinisalo, J., Karjaluoto, H., (2006), p 34-35 
19 Bauer, H., Barnes, S., Reichardt, T. & Neumann, M., (2005), p 185 
20 Ibid, p 189 
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1.3 Problem formulation 

Which factors affect Swedish youths acceptance of mobile advertising? And how should 
mobile advertising be constructed to be accepted as a marketing channel? 

1.4 Purpose of paper  

The purpose of this paper is to clarify how to use mobile advertising. We further aim 
contribute to the theoretical discussion in the area because there is a lack of knowledge over 
those factors in regard to the younger consumer segment (14-19) in Sweden. We would also 
like to provide a possibility for marketers to receive guidelines from our paper about how to 
construct mobile advertising so that consumers find it a useful tool in their everyday life.  

1.5 Delimitations 

Delimitations are important to describe because it can help the reader to understand why 
certain choices have been made during the research process. We have in our research 
formulated a problem around certain assumptions as for example that people in general are 
negative towards mobile advertising. Most of the studies which are the basis for this research 
project are conducted with young adults as target group, between 18 and 35 years old. We aim 
to continue with the limitations of our work to make best use of the theories at hand. We 
know that this might limit our possibility to draw conclusions to the whole population, but the 
main purpose is to study this age group and therefore we don’t make any attempts to draw our 
conclusions further. Another important factor to be addressed around our delimitations is that 
we aim to study gymnasium students which might be seen as to narrow focus in our selection 
of respondents. Our explanation for doing that is focused around that we believe that this 
group is in our age span and is easier to reach. Another delimitation is that we aim to 
interview only Swedish young adults which means that we leave out a lot of cultural aspects 
that could affect the intention to use mobile advertising. The primary argument for 
concentrating to Sweden is as described in the problem background that there is no studies 
made in this field on Swedish respondents. 

1.4 Definitions 

M-commerce 

M-commerce is electronic commerce applied on mobile phones, pda’s and so forth.21 

E-commerce: 

E-commerce is defined as all commerce that are made through electronic devices, even when 
a consumer pays by credit card in the local grocery store its e-commerce.22 

Mobile advertising: 

Form of advertising through a wireless device (mobile phone or pda etc)23 

 
                                                 

21 http://www.businessdictionary.com/definition/m-commerce.html (checked 2009-05-21, 14:36) 
22 http://www.businessdictionary.com/definition/electronic-commerce-E-Commerce.html (checked 2009-
05-21, 14:51) 
23 http://en.wikipedia.org/wiki/Mobile_advertising  (checked 2009-05-27, 15:50) 
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Social influence: 

Social influence is when some ones thoughts aor attitude towards specific phenomena 
changes or are influenced by friends, family, or its other social networks.24 

1.5 Disposition of the thesis 

Theoretical methodology 

In this chapter we first present our pre conception and then later moves on to our ontological 
and epistemological view. We discuss different approaches of how research can be conducted 
and how these choices have affected our work. The criticism of our secondary sources is also 
located in this chapter. 

Literature review 

Here the foundation of our research project is presented, the literature review is built that we 
start by examining were the problems of m-commerce has its origins, and then we discuss the 
main issues risk, privacy, permission. Further we present the factors that explain attitude and 
last we illustrate the factors that can change attitudes and a model to conceptualize all the 
factors together. 

Practical methodology 

This chapter is presenting how we have opertionalized the research issue, the main content is 
the creation of the questions and survey, our handling of the empirical material the creation 
our hypothesizes and also discussion about our studies credibility and last we discuss how we 
have handled errors in our data and collection method.  

The descriptive presentation of the study 

We present our descriptive results by using diagrams which have percentage of respondents at 
each alternative for all our questions. We further also split the results between men and 
women to get the diagrams to be easier to overlook.  

Inferential statistics presentation 

The inferential statistics is presented with our regression model first in the chapter and then 
we move on to see what result our stimulator questions produced by conducting a paired 
sample t-test which shows us if the eventual changes, of the mean of the questions are 
statistically significant or not.  

Discussion 

The connection between the theory and our empirical findings are discussed in this chapter, 
this chapter’s disposition is the same as the theory chapter. Were the extension that the 
theoretical framework is compared to our regression model and paired sample t-test results. 

                                                 

24 http://en.wikipedia.org/wiki/Social_influence (checked 2009-05-27, 15:50) 
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Conclusions  

We link all the parts together in this chapter and by that we will also answer our problem 
statement and purpose. This chapter also contains the managerial implications were we 
present the practical use of our research. Also validity and reliability will be discussed here. 
We end this thesis with reflecting over what further research could contribute with.  
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2. Theoretical method 

2.1 Choice of Subject 

The choice of subject has been natural for both of us, but in some different ways. Michal had 
a sound knowledge about the area of mobile advertising from his bachelor thesis and Anton 
had always been interested in that work. We both decided early that the thesis would be an 
extension of Michal’s work and a deeper investigation into the subject. Another important 
factor as we see it is that we both have a deep interest in technology and how the technology 
can be utilized for creating value both for consumers and companies. We have also found a 
curiosity for the subject because of the lack of knowledge about it. We can almost say that 
this is the largest contributor to the choice of subject. Because we feel both that if we succeed 
in delivering a good answer to our problem formulation and purpose the study really can add 
up to the research in the area and be useful for the practitioners.   

2.3 Pre understanding 

According to Johansson Lindfors there is three different types of pre understanding to be 
identified. The one in focus in this chapter will be the third one which is centered among the 
theoretical pre understanding of the authors. This in short terms can be said to be oriented 
around the author’s theoretical knowledge about the research area, i.e. business and 
management experience. Johansson Lindfors further argues that this particular area can be 
divided in to two different types of theoretical pre understanding, which ends up in a 
reference to Gummesson (1988) who created first hand pre understanding and second hand 
pre understanding.25 We believe that by dividing the pre understanding in to two areas makes 
it far more pedagogical and easy to overlook. In the first hand pre understanding Johansson 
Lindfors describes that this is what the authors have as personal values grounded in life 
experience and the second hand pre understanding is what the authors have acquired in form 
of theoretical knowledge about the area from e.g. lectures, text books, scientific articles and 
so forth.26 This leads in to a discussion about how these two different theoretical pre 
understandings could affect the work of the authors. Johansson Lindfors makes a good point 
in arguing for that the pre understanding could make the authors see the research problem 
more clearly and also contribute to the knowledge building process which is central in a thesis 
work.27 There is also a risk that the pre understanding might affect the work in a negative way 
if the authors are negligent about the pre understanding and letting it influence the research 
process without being aware of it. In a positivistic research approach there as always been a 
debate about how important the pre understanding really is because the central thought is that 
the research should be standing outside the research and only watching. Though can it be said 
that today a turn towards more acceptance to that the pre understanding really exist in 
positivistic research has been made28.  

This is where we arrive at the interesting part when present our view of the pre understanding 
and also discuss our own values and knowledge in the research field. We think that the pre 
understanding is very central in our research project mostly because we have a deep interest in 
both marketing and technology which has been combined in to the research problem.  

                                                 

25 Johansson Lindfors, M,B., (1993), ”Att utveckla kunskap, Om metodologiska och andra vägval i 
samhällsvetenskaplig kunskapsbildning”, Studentlitteratur, Lund, p 76 
26 Ibid 
27 Ibid, p 77 
28 Ibid, p 77-78 
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We are both born and raised here in Umea and went to the same schools during our 
childhood, are the same age and have been close friends since our teenage years. This puts us 
in a rather peculiar situation because it could be well argued that we have mostly the same 
view about the world and a lot of common experiences in the social area. We have thought 
about this fact and reached the conclusion that this is both good and bad for the research 
project. The good part is that we can be said to have the same connectivity between each other 
as a pair of footballers that have played a very long time together, this makes us efficient and 
contributes a lot to the discussion about different parts of the thesis. But we also know that 
there are negative factors involved with knowing each other so well. First of all we believe 
that we might be a bit myopic in the view on how the research should be conducted and 
therefore not see all parts from the other view because of our common social background. 
When we add this up together with that we have the same university education and have taken 
several courses together this could evolve in to a non criticizing work environment because 
we both think alike all the time. But it also can be said that we are very confident about each 
other and therefore are not afraid of criticizing. We also have some parts that are different. 
Michal has the largest second hand pre understanding because his bachelor thesis covered 
mobile marketing  area. This has clearly affected our theory gathering process. His knowledge 
about the area and the theories has helped us a lot to find good and solid research to build our 
theoretical knowledge. This has also influenced our mindset to be of positivistic approach 
mostly because we both believe that the answer given in Michal’s bachelor thesis wasn’t 
sufficient. This study was only describing if there were correlations between a few variables 
concerning mobile advertising and was conducted with the same sample group as previous 
research. We both agreed a couple of years a go that this should be examined further with 
more advanced statistical methods and a larger and different sample group therefore it became 
a natural choice for our 30 hp thesis. We both also have a quite negative attitude towards 
mobile advertising and this has also affected us in the sense that we want to improve the 
research in this area to find if it is possible to get more positive views. 

2.4 The philosophy of research, exploring the paradigms 

When a researcher conducts a study in a particular area it is important for the reader to 
understand under which premises the research is done. Over time different paradigms have 
evolved to explain this to the reader. First there is the classical positivistic way, and secondly, 
there is the interpretive way of explaining which also can be named hermeneutic. But also a 
third perspective can be identified that is important to examine for us in this research which is 
the post positivistic paradigm, the interpretive paradigm we will pay little attention to because 
it’s not related in any way to our research project.  

If we relate back to the discussion we as authors had when deciding upon purpose and 
problem statement of this research project. We ended up with positivistic way of looking at 
how research is constructed. A number of key features about the positivistic way of 
conducting research can be identified. We aim here to present these different features and then 
further explain why these are closely related to our own mindset about research. First of all, 
the positivistic way views the world in the sense that everything that exists is connected by 
universal laws and causality and therefore is closely related to the natural science method of 
conducting research.29 Further, it can be said, that the foundations for positivistic research is 
the theory verification. Which means that a theory is presented and then tested with 
hypothesizes to determine if the theory is correct or not.  

                                                 

29 Bryman, A. & Bell, E. (2005), ”Företagsekonomiska forskningsmetoder”, Liber, p 26 
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This has been criticized by the researchers that argue for a post positivistic view of knowledge 
creating which is centered around theory falsification instead which means that the researcher 
never can say to 100 percent certainty that a phenomenon is true and that only one case can 
completely falsify the research.30 Positivistic researchers can further be said to possess a view 
on knowledge as something that our experiences of the surroundings whether they are natural 
social or other types are independent from us and that we have no power on influencing them 
instead they are the in a sense our limitations for knowledge, this differs from the 
interpretivisitic way of view knowledge which is centered around our pre conceptions and 
historical and cultural backgrounds and that this is what forms knowledge.31   

We aim in our study to find this causality between people attitudes and behavior towards 
mobile advertising. The final aim is to create a connection between the attitudes and how the 
population behaves under certain circumstances like incentives etc. Further we are positioning 
ourselves outside our respondents, which we achieve by using traditional positivistic methods 
of measurement in this case, questionnaires. We will not influence the respondents in any 
sense. They will be able to answer the questions freely and under no direct face to face 
interaction with us as researchers. Another important factor to consider whilst carrying out 
positivistic studies is that the research is very thorough, solid and based on statistic hypothesis 
testing. This seems to logical in the way that we aim to find causality between different 
variables concerning attitude and behavioral patterns. This requires us to state hypothesis and 
test them statistically to verify that the differences, relationships and so forth exists.32  We see 
us self as positivistic researchers as that we identify us with the primary arguments about only 
the things that can be observed can be seen as facts33 which is one of the traits concerning 
ontology in positivistic research, this can be viewed in the first cell of the table on the next 
page. Further it can be said that we during our education both have focused more on 
quantitative studies and quantitative methods. Anton also have the background of studying 
natural sciences before university studies. He here developed a mindset that is always looking 
for logical connections between events and all this has reflected back on this study and the 
choice of method.  

The positivistic way is also regarded as closely connected with the deductive implication 
method, which also can be said to be related to what we described on the last page bout theory 
verification. We see that during the research. We will be sticking to the deductive approach 
more about this under the next headline. Another important factor that is central to us is that 
the study must be able to be replicated by another researcher and another time. This is also 
very important for the positivist. Mostly, because it’s a confirmation on that the study 
conducted is reliable and also correctly carried out34. Further, we aim to use hypothesizes to 
test our empirical data against each other in order to find the causality spoken of above, Burns 
and Burns describes this method as a central part in the quantitative and positivistic way of 
doing research35. This part is also confirmed by the table presented by Weber in his article 
about the differences between positivism and interpretivism he gives one example of a truly 

                                                 

30 Ponterotto, J, G., (2005), “Qualitative Research in Counseling Psychology: A primer on Research Paradigms 
and Philosophy of Science”, Journal of Counseling Psychology, Vol. 52, No. 2, p 129 
31 Weber, R., “The rhetoric of Positivism Versus Interpretivism: A Personal View’”,  MIS Quarterly, Mar 2008, 
Vol 28, Issue 1, p 6 
32 Burns, Robert B., Burns, Richard A., (2009), “Business Research methods and statistics using SPSS”, Sage 
Publishing, p 14 
33 Johansson Lindfors, M, B., (1993), p 77 
34 Burns, R, B. & Burns, R, A., (2009), p 16 
35 Ibid, p 17 
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positivistic research method which is the use of surveys and large samples. He also presents 
an argumentation that this method could not only be exclusive for positivism and that there 
are interpretivistic researchers that are using advanced statistics and so forth to analyze their 
problems.36 Another important issue to clear is how the researcher views what is true, Weber 
describes the positivistic way of viewing this as real truth as something that have no room for 
interpretation and that it is exist in a way above the human level of understanding. But this is 
in some way, as Weber also describes, a picture that is not very plausible and that most of the 
positivistic researchers today believe that there is room for interpretation and that the 
researcher need to take account of his or her own preconceptions because in the end that is 
what constructs the problem formulation.37 We are aware of this and thus have as seen under 
our headline preconception a thorough discussion on how we have come up with this research 
idea and how we believe it could be affected by our preconceptions.  

Though the positivist is very exact in trying to be as objective as possible this might not be 
enough. There are a few problems with conducting research this in this manner. First of all, 
when a person is presented with a questionnaire the only answers that we can capture are 
basically the alternatives presented. We might miss out on important factors such as feeling, 
reactions and so forth. We are aware of this as researchers and it might make the study less 
credible among i.e. the behavioral sciences which we in a sense are touching with the central 
concepts of attitudes and behavior. Another problem which can be identified, is that people 
live in a very complex world and all the different factors that effects humans during a single 
day makes them simplify and respond to these actions in very different and active ways. 
These two problems we as researchers can tackle by using a large enough sample to sift out 
the responses that are subject to random or situational behavior. We don’t say that these 
responses are uninteresting but they do not contribute to the aim of the study in that sense that 
we want to create a good idea about how the general population behaves.38 This will also in 
positivistic fashion reduce the probability that our pre conception in any way affects the 
research which is not acceptable in positivistic research in which the central point lies in 
letting the data gathered speak for itself,39 we see it therefore as central to have a large 
sample.40 When looking at table 2 on the next page we can see more descriptively the 
different traits we have examined during the last two pages. We want this table to function as 
a summary of our epistemological and ontological approach towards research. 

 

 

 

 

 

 

 

                                                 

36 Weber, R., (2008), p 7 
37 Ibid, p 7-8 
38 Burns, R, B. & Burns, R, A., (2009), p 17-18 
39 Widerberg, K, (1999), ”Kvalitativ forskning i praktiken”, Studentlitteratur, Lund, p 24 
40 Johansson Lindfors, M, B., (1993), p 46 
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Table: 2 Comparisons of Positivism and Interpretivism 

 

“Weber, R., (2008), “The rhetoric of Positivism Versus Interpretivism: A Personal View”, MIS Quarterly, Vol. 
28, Issue. 1, p 4” 

2.5 Scientific approach 

The scientific approach is an important part in the methodological discussion. This is mainly 
because it tells the reader about how the authors deal with the theory and empirical parts of 
the research. As described earlier we aim to use a deductive approach, which means that we 
take our starting point in the theoretical framework and use our empirical findings to confirm 
this. This is closely related to our way of collecting data which is done by using standardized 
questionnaires. This is the classical method of data collection under a deductive approach41. 

We have earlier argued that our aim is to produce specific hypothesis and test them towards 
our theoretical framework and by doing that confirm our assumptions about the reality 
concerning attitudes and behavior among our “sample group”. This is also a very deductive 
approach and is also closely related to the fact that we want to be as neutral as possible 
towards our research and let the empirical dataset talk for itself.42 But we also have a larger 
aim with the study. We have earlier identified lack of research in this area in Sweden. 
Therefore we are also aiming to look on the phenomena from another point of view which is 
how Swedish young adult mobile users behave. This might sound a bit strange when we use a 
deductive approach because it could be interpreted as we are trying to use an inductive 
approach to apply on Swedish respondents. This is not the case which will be clear in the 
analysis were we still use the theory as base and formulate our hypothesis’s from that and 
then either verify or discard them and compare the theory with our results. A common way of 
criticizing the deductive approach is that it’s unpractical and not contributing in moving the 
research forward43. Another criticism towards the deductive approach is that we run a risk of 
that the respondents answer the questions according to what we as researchers want them to 
answer and not their own opinion.44 This we have thought about and have reduced the risk by 

                                                 

41Jacobsen, D, I., (2002), ”Vad hur och varför?, Om metodval i företagsekonomi och andra 
samhällsvetenskapliga ämnen”, Studentlitteratur, p 43 
42 Bryman, A. & Bell, E., (2005), p 23 
43 Johansson Lindfors, M, B., (1993), p 56-57 
44 Jacobsen, D, I., ’(2002), p 44-45 
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testing the questionnaire before the actual data collection and also by using a literature to help 
with construction of questions.  

We believe strongly that our focus on a new research population and that our aim of the study 
is to provide both new theoretical views on mobile advertising but also in creating a way for 
practitioners to use our research in there day to day work in creating good advertising. Further 
we believe that Bryman and Bell presents a good schematic picture on how the deductive 
approach works and how this model will be applicable to our research project in both 
theoretical contribution and practical contribution. They describe the deductive approach as a 
process which looks like this: 

Figure: 1 The deductive approach
45

 

  

We though believe that there is a possibility that we in our research might encounter different 
phenomenon which could be hard to explain by our positivistic and deductive approach. To be 
more precise in how attitude towards mobile advertising changes a inductive approach might 
be more appropriate, for example experiments to really sort out the what consumers 
underlying assumptions are and then again use a deductive method to test these 
assumptions.46 

2.6 Perspective 

Our perspective in this research project will be focused on the marketer’s point of view. We 
will use consumer’s thoughts around the subject of mobile advertising in order to create 
something that marketers could use in their strive to make consumers more open to receiving 
advertising through their mobile phones.  

2.7 Secondary sources 

Secondary sources are used to generate a good theoretical stand point for the research project 
to stand on and are necessary for every researcher to conduct.47 Though is it important also to 
be critical towards these different sources as they can be collected with different objective 
than our own.48 We have during this research project been very thorough in our literature 
search. We have focused on using peer reviewed and published articles from well known 
academic journals. Further, we have used some primary sources which have been functioning 

                                                 

45 Bryman, A. & Bell, E., (2005), p 23 
46 Burns, R, B. & Burns, R, A., (2009), p 23 
47 Ingeman, A. & Bjerke, B., (1994), “Företagsekonmisk metodlära”, Studentlitteratur, Lund, p 241 
48 Bryman, A. & Bell, E., (2005), p 231 
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as guides with their references towards more deep articles or to find were the problem or 
research started in just that area. The use of many different references has been done primarily 
to avoid being too focused on just one view of the subject. It has also contributed in that way 
of finding more angles to attack the problem.  

Our primary search words during the research project have been: 

Mobile advertising, Mobile Marketing, M-commerce, Attitude, Acceptance, Consumer 
Behavior, Location based advertising, Incentive, Permission, E-commerce, Acceptance 
Process, Push and Pull. 

This is our primarily used databases: Business Source Premier, Emerald, Google Scholar and 
also searching for literature in the university library.  

2.7.1 Criticism of secondary sources 

In every research project it is important to have a critical view on the sources which are used 
in the research. The primary reason for this can be that different authors have presented their 
work in different ways, using methods different from the one which is used in your own 
research project. If the researcher has criticized the secondary sources properly the research 
will have a greater chance of succeeding in generating more spot on data.49  

The primary criticism that can be made towards our sources is that they are quite new and the 
research in the area has not yet been fully developed. That we have spotted during our 
examination of the articles were we have found that a lot of the articles are referring back to 
each other. This could lead to a myopic view of the research in the area but as we are aware of 
it we have tried to avoid this by using articles that we believe are contributing to the research 
in a new way. Further we can be criticized for using to many articles which could be a sign of 
that we haven’t squeezed out all vital information in every article. But we believe that because 
of our different purpose and problem formulation we had to find bits from a lot of different 
sources to build a strong theoretical base for our research project to stand on. 

 
 

 

 
 

 

 

 
 

                                                 

49 Saunders, M., Lewis, P. & Thornhill, A., (2001), “Research methods for business students”, Second edition, 
Pearson Education Limited, Harlow, England,  p 200 
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3 Literature review  
This part of the paper will summarize previous research regarding our subject. We will start 
by providing a review of e-commerce and the issues associated it. Mobile advertising is a part 
of the e-commerce. We therefore find it important to show that the problems with mobile 
advertising are not new and have been in researchers focus for many years. Later on we will 
discuss the different theoretical models used to understand the consumer connection between 
intention and behavior. We also want to create an understanding from where previous 
research has found the fundament for their work. We will then continue with providing 
fundamental issues that has been identified as crucial for mobile marketing success. These 
factors have to be taken care of before marketers start to develop mobile advertising further. 
The next step in our literature review will discuss the acceptance stimulators which can be 
used to increase customer acceptance. In the end of our literature review we will provide the 
reader with a conceptual framework and model based on our findings. We will also state 
several hypotheses concerning different parts of our review and then statistically test them 
toward the gathered empirical material.  

3.1 E-commerce 

 Before going into reviewing studies focused on mobile advertising, we would also like to 
show that the issue about customer acceptance process regarding mobile advertising is not a 
new phenomenon in any way. It is instead an issue that has caught researcher attention for 
many years.  The only difference is that this problem has moved from one device to another 
because of the technological developments. 

The start of the World Wide Web in 1993 and the enormous development of it in following 
years have lead to significant changes in the area of (Business to Consumer)  B2C50. 
Consumer must no longer go to the store to buy items they can instead sit at home and make 
purchases directly through their laptops.  The marketers can on the other hand send 
personalized advertisement to consumer laptops in hope of selling a product. This type of 
activities on the internet is referred to as E-commerce. Besides the great possibilities it creates 
for both marketer and consumers, several issues have been identified by researchers. Some of 
these problems are spyware, cookies, spam and data mining51. These programs are all created 
to track consumers, send unapproved advertisement, gathering personal/financial information 
and identifying them.52  This has in turn led to lower willingness of accepting e-commerce as 
an alternative way for purchasing items. The consumers are concerned about their privacy. 
They are also afraid that data in form their credit card numbers will be hacked while shopping 
on the internet.53 

These problems have got a lot of attention in different countries where governments have 
created new laws to protect customers. They have also adjusted the existing laws regarding 
the privacy/safety of consumers to be more effective towards the new technologies.54 

                                                 

50 Koyuncu, C., Lien, D,. (2003), “E-commerce and consumer's purchasing behaviour”, Applied Economics, 
Vol. 35, Issue. 6,  p 722 
51 Laczniak, G, R., Murphy, P, E., (2006),”Marketing, consumers and technology: Perspectives for enchasing 
ethical transactions”, Business Ethics Quarterly, Vol. 16, Issue. 3, p 313 
52Ibid 313-315 
53 Farah, B, N. & Higby, M, A., (2001), ”E-Commerce and Privacy: Conflict and Opportunity”, Journal of 
Education for Business, Vol. 76, Issue. 6, p 304 
54 Caudill, E., Murphy, M. & Patrick, E., (2000), ”Consumer online privacy: Legal and ethical issue”, Journal of 
Public Policy & Marketing, Vol. 19, Issue. 1, p 10-11 
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The governments are not the only ones whose attention has been caught by this issue. 
Researchers in the area of social science and marketing started to investigate the consumer 
behaviour towards e-commerce and what factors affects them to either use it or not.55  The 
consumer behaviour process and intentions towards a specific behaviour have been studied 
for many years. In 1975 Theory of reasoned action presented factors that affect customer 
intentions and the connection between intention and behaviour.56 This model has since then 
worked as a foundation for numerous extensions of human intention-behaviour process. We 
will discuss this model with others later on in our review. In the case of e-commerce, 
researchers found that the most important factor towards having intentions of using it is 
trust.57  

3.1.2 Trust: The path towards accepting E-commerce 

When consumers came in contact with a phenomena which is new to them, factors like 
familiarity and previous experience are not available to help consumers in creating an 
intention to  use a product or not58. Because e-commerce provides very limited opportunities 
of examining the quality of goods or investigate the quality of a professional (doctor/lawyer) 
trough interpersonal interaction, the consumer have therefore far less factors to help them 
creating an intention. This type of situation lead therefore often to consumers experiencing 
risk and uncertainty. Researchers have found that the main factor which helps consumers in 
creating an intention is if they trust the marketer/service provider or not. Because of the 
limited possibilities to evaluate the service consumer may have a rather low disposition of 
trust.59 In other words they are not willing to trust the provider because of lack of guarantees 
and control.  

When focusing on e-commerce, institution-based trust is rather common. Institution-based 
trust has two sub constructs. The first is structural assurance which means that the individual 
believes that for instance, guaranties, protection, promises and regulations are all in place. The 
second: situational normality, which means that the individual find the situation normal or 
favourable to him/her. In other words he/she does not find it suspicious60. 

Institutional trust therefore means that individuals experience the conditions of relevance are 
in order. Like for instance that the provider of a service or product follows the laws regarding 
storage of consumer data and that financial data like credit card number will not be misused. 
Other factors are evidence/assurance in form of a third party showing that the product or 
service will have the promised quality. If the conditions are fulfilled, then the consumer will 
have trusting intentions towards the provider. This means that they will depend on that the 
provider does what it promises without having control over it61  

 

                                                 

55 Goldsmith, E. & McGregor. S, L, T., (2008), “E-commerce: consumer protection issues and implication for 
research and education”,  Journal of Consumer Studies & Home economics, Vol. 24, Issue. 2, p 126 
56 Fishbein, M. & Ajzen, I., (1975). “Belief, Attitude, Intention and Behavior: An Introduction to Theory and 
Research, Reading”, MA, Addison-Wesley. 
57 Zhang, J.,  Ghorbani A, A. & Cohen, R., “A familiarity-based trust model for effective selection of sellers in 
multiagent e-commerce systems”, Springer, Vol. 6, p 34  
58 Mcknight, D., Harrison, C. & Norman, L., (2001), “What Trust Means in E-Commerce Customer 
Relationships: An Interdisciplinary Conceptual Typology”, International Journal of Electronic commerce, Vol. 
6, Issue. 2, p 35 
59 Ibid, p 36-37 
60 Ibid, p 45-46 
61Mcknight, D., Harrison, C. & Norman, L., (2001), p 46 
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To create trust intentions towards e-commerce the marketers/organisations must have a well 
established privacy policy, Possibility for consumers to interact, build reputation by 
presenting good behaviour and also have guarantees that protect customers from possible 
errors62  

What we can see is that these problems have been studied since the introduction of the 
Internet. Because of the rapid technological development marketers have started to use mobile 
phones as advertising tools which highlight the issue of trust, privacy even more. The reason 
for this is that mobile phones are considered to very personal devices which consumers bring 
with them wherever they go. Later on in our review will focus on the factors affect acceptance 
of mobile advertising and several of the issues discussed above will be highlighted again. This 
will be done to show that research on e-commerce and mobile advertising are related.  

3.2 The consumer behavior: The acceptance process 

The aim of this section is explain about how the consumer acceptance process is constructed. 
When having the area of mobile advertising in focus the following can be said. Mobile 
advertising is a rather new area of research. Because of this, the research is rather limited 
compared to other areas of marketing. There are no general theories that provide a complete 
understanding how consumers behave and why in regard to mobile advertising especially. 
Instead previous studies have used other theoretical models to base their research on. 

There are three models which are the most commonly used in explaining the process of 
consumers acceptance and adoption of services/product63  These are: Theory Of Reasoned 
Action (TRA)64 Theory Of Planned Behavior (TPB)65 and  Technology Acceptance Model 
(TAM) 66.Theory of reasoned action suggests that a individual who intend to perform a 
behavior, will most likely perform it. 

The TRA model consists of three components; attitudes, subjective norms and behavioral 
intention. The individual behavioral intention is dependent of his/her attitudes and subjective 
norms. Attitudes toward a specific behavior can be referred to as “the degree of favorable or 
unfavorable reaction toward a given behavior”67   For instance if the individual have positive 
attitudes towards mobile advertising then he/she will probably have a behavioral intention of 
accepting it. If the attitudes are negative, the behavioural intentions will instead be not 
accepting it. Besides attitudes, subjective norms also affect the behavioral intention. 
Subjective norms refer to how individual behavioral intention is affected by his/her social 
surroundings.68 Culture and the individuals family opinions about a specific behavior are 
examples of subjective norms that affect the consumer regarding his/her intended behavior. 
Therefore it should be possible to predict a person’s behavior based on his/her attitudes and 
subjective norms.  

                                                 

62Ibid, p 51-52 
63 Pedersen, P, E., (2005), “Adoption of mobile Internet services: An exploratory study of mobile commerce early 
adopters”, Journal of organizational computing and electronic commerce, Vol. 15, Issue. 2,  p 205 
64 Fishbein, M., & Ajzen, I., (1975) 
65 Ajzen, I. (1991), “Theory of planned behavior”, Organizational Behavior and Human Decision Processes, 
Vol. 50, p 179-211 
66 Davis, F, D., (1989), “Perceived Usefulness, Perceived Ease of Use and User Acceptance of Information 
Technology”, MIS Quarterly, Vol. 13, p 319-340 
67 Gentry, L. & Calatone, R., (2002), “A Comparison of Three Models to Explain Shop-Bot Use on the Web”, 
Psychology & Marketing, Vol. 19, Issue. 11, p 947 
68 Fishbein, M., & Ajzen, I., (1975).  
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The model points out that subjective norms and attitudes do not have equally strong effect on 
an individual intention. Some individuals are not as strongly affected by their surrounding 
(subjective norms) and use their attitudes instead to get an intention while others work the 
other way around. The theory also means that a person’s intention is followed by a behavior. 
In other words individuals work logically. If they intend to do something they will perform 
that action69. The major limitation of TRA is that it was created to explain rather simple 
behaviors where the intention was the main motivator towards behavior. Extensions to this 
model have therefore been made to be able explaining more complex behaviors70 

The formula for this model is:  

Behavioral Intention (BI) = Attitudes (A) + Subjective norms (SN) 

The TPB model is an extension of the TRA model. It suggests that there is an even stronger 
relationship between the individual’s intention to perform a behavior and actually performing 
it. It also adds a new variable to the TRA model called perceived behavioral control.71 TRA   
major flaw is the lack of emphasizing the control individuals have over their behavior72 The 
variable perceived behavioral control takes in account the individuals perception of how easy 
or difficult it is to perform an intended behavior. For instance, does the individual have the 
resources to perform a behavior? Are there any obstacles in the way of performing it? The 
model also shows that more positive attitudes, social norms and stronger behavioral leads to 
higher intention of actually performing a behavior.73 

The formula for this model is:  

Behavioral Intention (BI) = Attitudes (A) + Subjective norms (SN) + Perceived Behavioral 
Control (PBC) 

The TAM model also referred to as technology acceptance model is one of the most used 
TRA extensions concerning individual’s acceptance of new technologies. Compared to the 
other two models, which can be used in a rather general context, TAM has been specially 
developed to understand consumer intentions towards behavior of using new technology. 
TAM has replaced the original TRA variables of attitudes and subjective norms with 
technology acceptance measures. The model suggests that the intention of using new 
technology is based on two factors: ease of use and usefulness.74  If the person in focus finds 
the technology easy to use without a large amount of effort and that the new technology is 
useful by for instance creating value for the person then he/she will create attitudes towards it. 
These attitudes result in behavioral intentions of using/accepting it75. If they instead find it 
hard to use and not useful for them then the intention will be reverse.  

 

                                                 

69 Ibid  
70 Armitage, C. & Christian, J., (2003), ”From Attitudes to Behaviour: Basic and Applied Research on the 
Theory of Planned Behaviour “, Current Psychology: Development, Learning Personality, Social, Vol. 22,  
Issue. 2, p 191 
71 Ajzen, I., (1991), p 179-211 
72 Gentry, L. & Calatone, R., (2002), p 947 
73 Ibid, 948 
74 Davis, F, D., (1989), p 321 
75 Gentry, L. & Calatone, R., (2002), p 949 
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STIMULATOR 
FACTORS 

ACTUALL 
BEHAVIOR  

BEHAVIOURAL 
INTENTION 

Even though the TAM model is one of the most frequently used models in explaining 
acceptance of new technologies, it has been criticized for only using two characteristics to 
explain behavioral intention. Examples of other determinants could be compatibility, trial 
ability and observability which are used in the diffusion of innovation theory. Other criticism 
concerns the lack social influence (subjective norms) which is argued to affect willingness to 
adopt new technologies.76 

The formula for this model is:  

Behavioral Intention (BI) = Ease of Use (EOU) + Usefulness (U) 

We find these three models very important for several reasons. First of all, a majority of the 
studies in our review have used these models to identify factors that affect consumer attitudes 
and acceptance towards advertising. Secondly, the studies preformed have showed that these 
models are able to explain consumer acceptance towards advertising even if they have several 
flaws. Finally these models provide us with knowledge of the attitude/intention� actual 
behavior process. 

We are aware that none of these models are perfect. We think that every one of them provides 
important factors to help explaining acceptance. The TRA model provides us with attitudes 
and subjective norms. The TPB model provides us with perceived behavioral control and even 
stronger evidence for connection between intentions and actual behavior, while the TAM 
model gives us the variables: ease of use and usefulness. We find that the one of the largest 
contributions of these models are that they provide the connection between behavioral 
intention and actual behavior. Our study will be conducted by a survey where we will ask the 
respondents of how different factors would affect consumer intention to accept mobile 
advertising. We will not measure the actual behavior trough experiments. These models 
provide us with evidence and will also strengthen our argumentation. This statement leads us 
to the presenting the foundation of our model. 

Figure: 2 Connection between intention and actual behaviour  

 

                                 

3.3 Mobile advertising: Push & Pull 

Before going on with reviewing the previous research on factors affecting customer 
acceptance we would like to explain how previous studies have categorized mobile 
advertising. Mobile advertising can roughly be divided into push and pull advertising77. Push 
mobile advertising is the type of advertising where it is the marketers who send information to 
consumers without having got an initial request for it. In pull advertising it is the consumers 
who actively request for information from the organization/marketers.78As we discussed in 
the background of our research problem, gaining the customers permission to perceive mobile 
advertisement is one of the fundamental factors for mobile advertising success. In the case of 
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pull mobile advertising it is the consumers who request the information. Therefore permission 
is not a vital factor. It is instead factors like user friendliness, trust and value that determines 
the consumers acceptance of mobile advertising79    

Figure: 3  Push and Pull advertising 

 

 

 

3.4 Fundaments for mobile advertising acceptance: Reducing the 

discomfort 

In this section we will highlight and review the general factors that have to be taken care of to 
maximize the chances of mobile advertisement acceptance. 

As mentioned earlier, mobile advertising is still in the development phase. To become a well 
established and important tool for marketers several very important factors have to be 
considered. The success of mobile phones as an advertising medium depends very much on 
the customer acceptance of it as a marketing tool80. Studies have shown that one of the biggest 
issue customers find regarding mobile advertising is the violation of their privacy81. The 
mobile phone is a very personal device. The owners of mobile phones also take it with them 
everywhere and can therefore be reached at any time of the day. As we can se the same issues 
have been identified for mobile advertising as in e-commerce in general. The privacy problem 
with mobile advertising is more extensive because of the possibility of tracking customer’s 
actual location. Exactly as we discussed the issues of E-commerce, risk and trust has also 
been identified to have a large impact on consumer willingness to use mobile advertising.  

3.4.1 Privacy issues and the need for permission 

According to studies the privacy problems concerning mobile advertising can be divided into 
several aspects. First of all customers in general have shown negative attitudes towards 
receiving mobile advertisement which is unexpected. This type of mobile advertising is also 
referred to as “mobile spam”. Customers find this as a violation of their privacy when 
receiving this type of advertisement.82 Customer also show negative attitudes towards 
receiving location based advertising which is unexpected. This type of mobile advertisement 
affects the customer privacy in two ways. First of all, customers are negative towards 
knowing that organizations track their patterns by location their mobile phones and store this 
type of data to be able to provide personalized information. The other issue concerns the real 
time location and marketers knowing where the customer is located.83  

Customers in general are negative towards knowing that organizations track them trough their 
mobile phones and send messages without any permission. Many countries have laws that 
regulate this type of advertisement making it illegal to send advertisement without the 
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customer permission84. What we can see is that the issues concerning e-commerce have been 
moved to mobile phones.  

What these studies have shown is that there is a generally negative attitude among customers 
towards receiving unapproved advertisement to their mobile. Therefore the marketers must 
first of all ask for the permission of the customers before sending out any ads to their mobile 
phones85. This shows that asking for the customer permission is one of the cornerstones for 
mobile advertising future successes. According to several studies consumers in general are 
rather skeptic towards giving their acceptance when asked for permission86. For instance they 
do not trust that the information they have to give out will be stored in a proper way and not 
misused for other purposes.87 Other reasons for not accepting it is the lack of interest and not 
identifying any advantages with it88. 

It should be kept in mind that the privacy issue concerns the push mobile advertising form. In 
the case of pull mobile advertising, it is the consumers who request for the information factors 
as trust towards the providers of the service and functionality affects the acceptance. 

We have reviewed the literature regarding the fundamental factors of mobile advertising 
success. In other words, which are the minimum criteria’s that needs fulfillment for the future 
success of mobile advertising? Permission is not the only aspect that marketers must take in 
mind. As we discussed earlier regarding E-commerce, risk and trust are also two very 
important factors affecting consumer acceptance towards advertising. Therefore we will 
continue this review by bringing reviewing what role these issues have in mobile advertising.   

3.4.2 Risks associated with Permission based mobile advertising. 

When the consumers agree to receiving advertisement, researchers have found other factors 
that can affect the success of this new advertising medium. These are associated with the risks 
and sacrifices the consumers make by giving their permission to receive ads.89 

According to Bauer consumers expose them self to risks and sacrifices by giving permission 
for receiving ads90. Several risks have been identified in association with mobile advertising.  
First of all the ads maybe not match with the consumer expectations based on the marketers 
promises. If the ads, do not match the expectations of the consumers, their acceptance level 
runs the risk of declining. In the worst case scenario the consumers will experience the ads 
irritating.91  Secondly consumers have to provide the marketers with personal data. This is 
done to help the marketers sending relevant ads to the right consumers. Therefore consumers 
take a risk, because they can’t be completely certain that the private information is not 
misused or stored properly.92 
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The sacrifices for the consumers associated with mobile advertising are their privacy. By 
accepting mobile ads they will run the risk of receiving the ads at any time of the day if no 
agreement has be made on when the ads can be sent93. They also sacrifice personal data which 
they provide to the marketers. It is therefore important that these negative aspects are 
perceived as low from a consumer perception compared to the positive ones. The consumers 
must perceive the benefits with mobile advertising higher than the sacrifices and risks they 
take. From the marketer perspective, these must assure that the personal data is properly 
stored and protected from any types of misuse. Studies have also shown that customers have 
higher intentions of giving their permission towards mobile advertising if they have the 
possibility to turn off the service when they do not find it beneficial for them anymore.94 In 
other words, the consumers should feel that they have more control than just based on their 
permission. This could came in form of deciding when they would like to receive 
advertisement under the hour of the day95  

3.4.3 The importance of trust in mobile advertising 

Exactly as we discussed E-commerce earlier, trust towards the provider of mobile advertising 
has also a very important role. In cases of when customers pull for information, they do not 
want to receive other data then promised by the service provider. If they instead get irrelevant 
information pushed on to them, they will perceive the provider as untrustworthy. This will 
result in lowered willingness of using similar services again96. Previous research mentions 
two types of trust which are initial trust formation and continuous trust development.97 First of 
all the marketers must create initial trust. It is the initial trust that leads to customer 
acceptance towards mobile advertising. Factors creating initial trust are reputation and 
familiarity of the service provider, attractiveness of possible rewards and quality of the 
information in the ads.98 As mentioned earlier consumers who accept mobile advertisement 
could become disappointed with the service. This could occur when the customer perception 
of the actual product/service does not match the initial expectation. Consumers can therefore 
instead get irritated and reject to receive any more ads. Therefore continuous trust building 
from the marketer point of view is very crucial for the future success of mobile advertising99. 
Factors identified to be crucial for continuous trust development are: quality, privacy policy, 
integrity, reliability and external auditing. The marketers must in other words show that they 
are serious, the consumer data is handled properly and that the service provides expected 
quality to the consumers100.  

The previous research shows a clear pattern that consumer perceived risk needs to be 
minimized. The customers should feel secure that their personal information is well protected 
and not misused. The perceived value should therefore be worth the possible risk or sacrifice 
associated with mobile advertisement from consumer point of view101. These work as stimuli 
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to make consumers accept mobile advertisement. When investigating the different findings 
regarding risk we see a clear pattern in the literature regarding minimizing consumers 
perceived risks and sacrifices. If these are not minimized consumers acceptance will be 
affected negatively. To minimize the perceived risk the marketers must not only gain the trust 
of consumers. They also have to work hard to sustain it that way. As we can see trust is a 
major issue exactly as in e-commerce. First the customer must gain initial trust (trusting 
intentions e-commerce) to accept the service. Then the trust must be sustained where the 
marketers provide what they have promised.  

Our aim of this section was to identify the critical factors of mobile advertising. As we can 
see privacy, trust and risk are all factors that have negative effect on acceptance towards 
mobile advertising if they are not managed properly. If consumers does not trust the provider, 
perceive high risks with this marketing channel and feel that his or her privacy is violated, 
then the chances of accepting mobile advertising are rather low. The figure below summarizes 
the identified issues. These identified issues lead us therefore to the next section where we 
will discuss factors that can be used to increase consumer acceptance while minimizing the 
negative factors reviewed above. 

Figure: 4 Discomfort factors 

     

 

 

                                                                                                                  

3.5 Factors affecting consumer acceptance of mobile advertisement 

The research towards mobile advertising has trough the recent years got more attention. There 
is though still only a limited amount of studies which have investigated general factors toward 
mobile advertising acceptance102. As we discussed earlier, first the marketers have to ask for 
permission at first and then hoping to persuade the consumers to accept this. The previous 
research preformed in this area has found a large variety of factors that should be taken in 
mind by marketers when conducting mobile advertising. Throughout the years the factors 
have been categorized divided into industry, medium and consumer factors103. Our literature 
review is focusing on all these factors. We see it as important to first of all see how consumer 
attitudes towards advertisement are formed. Technological and medium factors discuss how 
the attitudes could be affected with these factors present. 

3.6 Consumer factors 

According to the previous research, the level of acceptance among consumers could be raised 
when different factors are present. There are other dimensions regarding the acceptance of 
mobile advertising which have been identified by researchers. These are the consumer factors 
these play a significant role in whether they accept this type of new advertising medium or 
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not104. A great amount of variables have been identified regarding consumer acceptance 
factors. The most common ones are general attitudes towards advertising, level of 
involvement, level of innovation and the risk/sacrifice factors discussed above105. These 
factors explain how consumer attitudes towards mobile advertising have been formed. 
Therefore this section aims to find out what factors affect consumers without any stimulators 
present. 

3.6.1 General attitudes towards advertisement  

First of all studies have indicated that the consumers general attitudes towards advertisement 
have an effect on how they perceive mobile advertising. If the consumers have a negative 
attitude towards advertisement in general, they will have likewise negative attitudes towards 
mobile advertisement and therefore low acceptance. Consumers who have neutral or positive 
attitudes towards advertisement will instead have easier to accept mobile advertising as a 
complementary advertisement channel. Convincing the group of consumers with general 
negative attitudes to accept mobile advertisement and give their permission will therefore be 
harder.106 We see that consumer attitudes can also be linked to both the TRA model and the 
TPB model discussed earlier where consumer acceptance towards a service/product is 
affected by their attitudes. 

3.6.2 Level of involvement and innovativeness 

Besides general attitudes the level of involvement in a service/product also determines the 
acceptance level towards it. Consumers who only uses the mobile phones to call and do not 
use extra services like SMS/MMS or the possibility to access the web will probably will have 
lower acceptance towards advertisement in their mobile devices.107Many studies have 
therefore identified a core target group for this new advertising medium in which it will be 
most attractive and have the biggest effect108.This target group has been identified as college 
students/young adults. The definition of young adults in the literature varies. Most studies 
define young adults/students in the ages of 16-30109 while other have a broader spectrum of 
18-45110. Besides different definitions, the studies agree that young adults and students are the 
group to focus on regarding mobile phones as an advertising medium.   The target group has 
been identified as the most frequent users of mobile phones. As we mentioned in the 
background there is a gap regarding the knowledge about the age group of 14-19. This group 
will probably be the future target segment when mobile advertising becomes established. 
Therefore the researcher argue that more studies should be performed on this specific group111  

Studies have shown that the level of innovativeness of consumers is related to acceptance 
toward mobile advertising. Innovativeness can be defined as “tendency to be a technology 
pioneer and thought leader”.  If the consumer is open towards innovation and belongs to the 
group which always is the first (early adopters) to trying out new products/technologies, they 
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will be more willing to try mobile advertising.112 The willingness of to accept mobile 
advertising will therefore decline among consumers with lower level of innovativeness (late 
adopters). 

3.6.3 Social Influences 

Besides personal preferences of the consumers his/her social surroundings can also affect the 
consumer attitudes and willingness to accept mobile advertising113. If the consumers friends 
or family are have negative attitudes towards mobile advertising or a low level of 
innovativeness, it can lead to affect the consumer attitudes and acceptance towards 
advertising. If the surroundings of the consumer are positive towards mobile advertising then 
it will affect the consumers attitude positively instead.114 The idea that social influences affect 
a person attitudes or acceptance towards a product/service is not something specific for 
mobile advertising. It has been argued for a long time that the social surroundings affect a 
person’s acceptance level. In the TRA model it is one of the cornerstones (subjective norms) 
beside attitudes. It should be noted that this factor has shown to be very individual. Some 
consumers are very concerned over what their surroundings opinion while other finds their 
own attitude or perception of a product/service as the main determinant for accepting it or 
not.115 

When reviewing these factors we can see that are several characteristics possessed by 
consumers that marketers will probably have difficulties affecting regarding their acceptance 
towards mobile advertising. If a consumer has negative attitudes towards advertisement in 
general, has a low level of involvement in mobile phones and is strongly affected by his/her 
social surrounding, marketers will probably not be able to affect this consumers acceptance 
towards mobile advertising. Even if the marketers have a large variety of tools they can use 
other factors will still affect the consumer acceptance towards mobile advertising. We will 
move on reviewing what we refer to as stimuli factors. In other words factors previous 
research has found to affect consumers positively regarding the issue of mobile advertising   

3.7 Technological factors 

We would like to start presenting the technological factors. If the needed technology is not 
available for marketers then mobile advertising will not work in a desired way.  Previous 
studies have identified time and location as important acceptance factors116. These factors are 
mainly dependent on the technology to be able tracking customers and providing them with 
ads/offers in a specific context. 

3.7.1 Time and Location 

Previous research has identified time and location as important factors for mobile advertising 
success117. One of the main advantages identified with mobile phones is the possibility to 
reach the consumer when he/she are actually shopping. The marketers can locate the 
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consumer and provide him with offers, coupons etc. This type of advertising is referred to as 
location based advertising (LBA)118. Time and location are especially important in LBA 
advertising. Studies have shown that if marketers provide the consumers with offers while 
they are shopping in a specific location, the acceptance towards mobile advertising becomes 
higher. The consumers gets informed about an offer and they do not have to put a lot of effort 
into taking advantage of that offer because they are already located at the same place as the 
offer.119 If the offers are instead received when the consumer have already been shopping, 
they are no longer relevant to him/her. The consumer may find it irritating receiving an offer 
which has been missed. The same goes for pull mobile advertising where the consumers 
requires for information and does not receive it until later. Other issue with pull advertising is 
user friendliness. It should require minimal effort from the consumer to request and receive 
the advertisement. 

These factors concern the technological aspect of mobile advertising. Based on that the 
marketers have permission to track a consumer and offer him personalized offers, the offer 
must be received while the consumer is shopping. If the ad reaches the consumer afterwards, 
the value it supposed have created for the consumer has been lost. Instead it will be perceived 
as irritating because it does not function properly.120 

As we can se in our review the technology plays a significant role in mobile advertising. The 
marketers must question them self if they have the needed technology available to conduct 
mobile advertising. The requirements for LBA are even higher where the marketers must 
track and target consumers at specific locations. If this advertisement does not work properly 
it can result in lower acceptance towards it. We will now continue with discussing consumer 
characteristics and how they play a role in accepting mobile advertisement.   

3.8 Marketer to consumer acceptance factors 

In this section we will bring forward the factors that marketers can affect when conducting 
mobile advertising towards consumers. Henely et al has preformed studies which identified 
several factors that marketers can use to affect consumers acceptance towards mobile 
advertising. Some of these factors are the context of the ad, the relevance for the consumer, 
the functionality, the incentives and the interactivity.121  

3.8.1 Message Context 

Under the factor context several characteristics have be identified. The ad should give the 
receiver (consumer) value. Consumers can perceive the value in several ways. This value can 
come in form of entertainment. Studies have shown that customers accept ads in a higher 
degree if they find the context of it entertaining122. Customers can be entertained trough 
emotional stimulation or a social experience that the ads provide.123 Many consumers use the 
internet or mobile phones to get entertained. Therefore ads which are perceived as 
entertaining could motivate the consumer to receive ads to their mobile phone.124  The 
Entertainment is not the only characteristic that creates value. Customers have higher 
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acceptance towards mobile advertising if they find the information in the ad valuable to them 
like providing or informing them about e.g. discounts125 This can be connected to the TAM 
model where usefulness (value for the consumer) is one of the main determinants if 
consumers accept a new technology or not126. If the marketers instead provide consumers with 
ads that are perceived as annoying and non value generating the consumers acceptance level 
will decrease. Marketers must therefore try convincing consumers that the ads they will 
receive to their mobile phones will be entertaining and have valuable information to gain their 
permission. Besides providing customers with an ad that is entertaining or provides valuable 
information the ad also has to credible. Credibility has been identified as an acceptance factor. 
If the consumers do not find the ads as credible and instead misleading, their levels of 
acceptance towards mobile advertising can decline and lead to irritation.127 

3.8.2 Message Relevance 

Research in this area had also identified relevance as an acceptance factor towards mobile 
advertising. Consumers have higher degree of acceptance towards mobile advertising which 
they find relevant. Therefore marketers must target ads towards the right target.128 The mobile 
phone gives great possibilities to send targeted advertisement to specific individuals.129 In 
other words, marketers should personalize the ads sent consumers.130 If customers instead 
receive irrelevant advertisement, the level of acceptance will be lowered131. Studies have also 
identified one last positive factor which concerns personalizing and sending out relevant ads.  
By targeting the appropriate ads towards consumers that will find it relevant, not only 
minimizes the risks of sending irrelevant messages but also limits the amount of ads received. 
Studies have shown that even if the ads are relevant to the consumers, they would still be 
negative towards receiving a large amount of ads to their mobile every day.132 A study 
preformed in the United Kingdom on permission based advertising, found that about three 
messages per day were perceived as a good amount by the consumers in focus.133 

3.8.3 Functionality 

Functionality of the ad has also shown to have positive effect on the consumer acceptance 
level. Consumers, who receive an ad with a link to a webpage or a coupon, should be able to 
open it without any problems. If instead ads are sent and the customer cannot log in trough the 
link they find it irritating. Therefore technology is of great importance regarding to this factor. 
Consumers should not have to struggle to reach the desired information.134 This factor is 
crucial in location based advertising where the consumers are the ones pulling for 
information. When consumers enter a store and have the possibility to get a SMS with special 
offers it should be easy and fast to gain that information. This leads to value creation for the 
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consumer and encourages them to use the mobile phone for advertisement purposes in the 
future. Functionality can also be connected to the TAM model where ease of use is one of the 
parameters which decide if a consumer will accept a new technology or not135. Even if this 
factor has been categorized as a medium factor, the technology is still of great relevance and 
we find as suitable to categorize it as a technological factor.  

3.8.4 Incentives 

The next factor that researchers identified as an acceptance stimulator for consumers is by 
using different types of incentives (economic compensation)136. Several studies have shown 
that consumers want to get something in exchange for receiving ads to their mobile phones137. 
The marketers have a great amount of incentives to choose from when offering the consumers 
a trade off for receiving ads. Several studies mention incentives like free minutes on the 
phone, free SMS/MMS and free games or ringtones to the mobile.138 Other studies have also 
investigated the monetary rewards. When investigating how large the monetary incentive 
should be for every ad, the researchers found that most of the consumers would like to get 
between 0.25-1 $ to accept mobile advertising139. Another study which preformed a trial 
period of permission based advertising under a period of six weeks gave the consumers 5 
pence for each received advertisement got which resulted in positive attitudes among the 
respondents where a large majority would even recommend this type of service to others140. 
This indicates that marketers can increase the acceptance of customers by offering them a 
trade of for receiving advertisement. It is though hard to set a level on the trade of because it 
varies among different demographic groups.141 Another issue associated with incentives of 
acceptance factors questions if the organizations find it profitable to offer trade of. Will the 
positive affect of mobile ads cover the incentive costs?142 

A second issue connected to incentives concerns the effect it has on different groups of 
consumers. Most studies have been performed on students or young adults defined as 
individuals between the ages of 18-35. Incentives have been shown to have a significant effect 
on students because they belong to a group of people who are more responsive to incentives 
in general then other groups.143 

3.8.5 Interactivity 

This factor concerns the level of involvement of the consumer regarding the advertisement144. 
Studies also refer to this factor as interactivity. It has been shown that marketers who provide 
consumers with the possibility to search for more information trough the received ad will feel 
more involved. Instead of a traditional one way communication the consumers will have the 
possibility to interact and get more information about a product or service. Interactivity has 
shown to have a positive effect on consumer attitudes and acceptance level of 

                                                 

135 Davis, F, D. (1989), p 322 
136 Hyun, J, C. & Villegas J., (2008), “Mobile phone users’ behaviors: The motivation factors of the mobile 
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advertisement.145 Interactivity, which is not possible with the traditional marketing channels, 
adds therefore also a new dimension of value to mobile advertising146 

As we can see based on our literature review, marketers have a large amount of factors that 
that can affect the attitude towards mobile advertising to keep in mind. It should be mentioned 
that there are no general patterns indicating that one of the factors discussed above has a 
greater effect than others on consumer acceptance towards mobile advertising. When 
reviewing these factors we think that it can be hard to fulfill everyone of them. The idea of 
mobile advertising and its advantage over other marketing channels is the possibility to send 
targeted and personalized messages to consumers. The problem we identifies with this is that 
consumer preferences varies a lot. An ad which is perceived by one consumer may be 
perceived as annoying by another. This leads us therefore on the next section reviewing the 
consumer factors to get a picture of the variation among consumer preferences. We also find 
interactivity exactly as functionality to be fully suitable to be categorized as a technological 
factor. If the marketers do not have the needed technology to make it possible for consumers 
to interact with them, then this tool will be of no interest. 

Figure: 5 Stimuli factors 

 

 

 

                                                                                                                  

3. 9 Conceptual model for our study 

In this part we will summarize our literature review, present the major findings and the 
complete model based on our findings. We will divide the conceptual framework into three 
parts. These are acceptance process, discomfort factors and acceptance stimulators. We will 
also state several hypotheses based on the major parts discussed in our literature review. 

3.9.1 Acceptance process 

The most common models used to explain consumer acceptance process in this area are 
Theory of reasoned action, Theory of planned behavior and Technology acceptance model. 
Theory of Reasoned action is the original model while the others two are extensions/ 
modifications of it. These three models provide us with the factors like attitude, subjective 
norms, perceived controlled behavior, ease of use and usefulness which all have been 
identified to explaining why consumers accept products or services. Our main usage of these 
models is to strengthen out argumentation between consumers intentional and actual behavior 

3.9.2 Fundaments for mobile advertising: Discomfort factors 

In our literature review we identified three critical factors for mobile advertising acceptance. 
These are trust, risk and permission. To accept mobile advertising it has been shown that 
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consumers find it very important that the provider is trustworthy. If consumers cannot trust 
that the provider will store their personal/financial data properly he/she will not accept 
receiving ads to their mobile phones. This issue has been in focus since the introduction of 
internet and E-commerce. Risk is an issue related to trust. For consumers to accept mobile 
advertising the risks they take in form of giving out personal data and sacrificing their privacy 
should be lower than the advantages they gain by mobile advertising. Finally, marketers must 
get permission to send ads to consumers. They need to do that because of legal regulations 
and also because consumers have shown to be very negative towards receiving unexpected 
ads to their mobile phones. Therefore if users have does not trust the provider, perceive 
mobile advertising of high risk and does not give their permission to receive ads, mobile 
advertising will have low chances of becoming accepted as a marketing channel. This leads us 
therefore to the following hypotheses: 

H: 1Permission advertising influences consumer acceptance towards mobile advertising 

H:2 Trust influences consumer acceptance towards mobile advertising 

H:3 Risk influences consumer acceptance towards mobile advertising 

3.9.3 Acceptance stimulators 

According to our review, acceptance stimulators towards mobile advertising can be roughly 
divided into three categories. These are industry, medium, and consumer factors. Industry 
factors concern the technological aspect of mobile advertising. Time and location have been 
seen as important factors especially in LBA where the consumers should receive ads in 
special situation e.g. actual shopping. The medium factor concerns several characteristics of 
the ad like relevance, context, functionality, incentives and interactivity. These are all factors 
that the marketers can use as tools to make mobile advertising more attractive to consumers 
by providing them with value. It should be understood that many of the marketer to consumer 
factors are dependent of the technology available and will therefore be placed under the 
technological factors in our model.  The third category which is consumer factors emphasizes 
that depending of several characteristics the consumer posses they will react different towards 
mobile advertising. These factors are general attitudes towards advertisement, innovativeness, 
level of involvement and also social influences. Consumer with low 
innovativeness/involvement, negative attitudes towards advertising in general and highly 
affected by his/her social surrounding where the attitudes towards mobile advertisement are 
negative, will result in low level of acceptance towards mobile advertising.  

What we can see is that marketers have several tools to increase acceptance. But they must 
keep in mind that consumes differ in their characteristics and the acceptance stimulators will 
have varied effect among them. This also leads us to the following hypotheses: 

H:4 Consumer factors influence consumer acceptance towards mobile advertising  

H:5 Technology factors influence consumer acceptance towards mobile advertising 

H:6 Medium factors influence consumer acceptance towards mobile advertising 
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Figure: 6 Conceptual model 

 

 

 

 

 

 

 

 

 

 

 

                                                                                                                                      

Our complete model is based on the aspects of mobile advertising presented throughout the 
literature review. We have divided the different factor into four different groups where every 
group has an effect on consumer acceptance and stated a hypothesis for each of the groups.  
Our model shows that consumer factors explain consumer attitudes towards advertising. It 
shows that discomfort factors affect the attitudes negatively. And also  that technological and 
medium factors indicates that attitudes can be positively affected. Thanks to the acceptance 
models (TRA, TPB & TAM) we have added the dimension of intention� actual behavior. 
This is done to strengthen our conclusions that the intentions we will spot in our empirical 
data may lead to actual behavior among consumers. 
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4. Practical Method 
The aim of this part is to present our practical choices and how we handled the empirical 
material. We will argument for our choices and discuss how we have handled the different 
credibility criteria to make sure that our study keeps a high degree of reliability and validity.   

4.1 Choice of research method 

When conducting research two types of methods can be used. These are quantitative and 
qualitative methods147. For the study in focus we have chosen to use a quantitative method to 
collect our data with. Quantitative methods are often related with collecting numeric data 
where hypotheses are stated based on previous theories (deductive approach)148.   Our reason 
for choosing a quantitative method is connected to our theoretical standpoint and the purpose 
of our study. We argued earlier that we have a positivistic standpoint in which we should be 
objective and not affect our respondents. In qualitative methods interviews are rather 
common: In this case the researcher can affect the respondent and in the same time analyze 
the respondent which makes it difficult to be objective. Regarding the aim of the study it is to 
find general patterns among Swedish students/young adults regarding their acceptance of 
mobile advertising and how different factors affect their acceptance. . The type of quantitative 
method we have chosen, is to by create survey where the respondents will be able to answer 
questions without being affected by us and without us analyzing them when answering the 
questions. A quantitative research method can be divided in the following steps 

Figure: 7 The quantitative Process
149

 

 

 

 

 

                                                                                                                          

This model describes our process very well. All these steps above will be included in our 
study. The only factor we would like to highlight is that we will probably go back to the 
different steps under the process and it is therefore not as linear as the model suggests. 

4.2Constructions of the questions and survey 

Under the construction of our questions two things were in focus. The first is our 
problem/purpose of the paper and the constructed hypotheses. By doing this we have tried to 
assure that we will not miss any part of the problem we want to investigate. We tried to have 
proper questions to test our hypotheses and also to avoid questions which do not contribute to 
our paper. To our help in constructing the questions we have used: “Handbook of marketing 
scales: multi-item measures for marketing and consumer behavior research” 150This book 
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consists of a great amount of studies performed by surveys, examples of how to measure 
different phenomena and definitions of them. It also has provided us with examples on how 
questions should be constructed to measure specific phenomena. In our case we have used the 
book to help us measure attitudes, innovativeness and social influence. It also provided us 
with guidelines how to construct the rest of our questions in order to actually measure what 
we are supposed to measure. We have also used authors reporting on survey studies to get 
ideas of what types of questions to ask.   

We have tried to formulate the questions without using advanced words or terms. The idea is 
that the questions should be easy to understand regardless of the education level of the 
respondents. We have considered the order of the questions. We will start with general 
questions and continue with questions concerning the respondent’s characteristics 
(involvement in mobile phones & attitudes towards advertisement). The last part of the survey 
will concern how much effect the different stimulators, discussed in the literature review, will 
have on our respondents.  Finally we have also avoided double barreled questions to avoid 
uncertainty when going through the gathered data. We will now present a figure showing how 
the theoretical concepts are translated into questions in our survey. To view the full survey, 
check out the appendix   

 

Table:3 Operalization of  Theory  

 

Attitudes(personal factor) 

Q:2What is your attitude towards advertisement? 

Q:12 What is you attitudes towards receiving advertisement in your 
mobile phone  

 

 

Level of 
involvement(personal factor) 

Q:3 I use SMS function on my mobile phone 

Q:4 I use MMS function on my mobile phone 

Q:5 I buy services/products with my mobile phone 

Q:6 I surf the internet on my mobile phone 

Q:7 I use administrative functions in my mobile phone(Calendar etc) 

Q:8 I listen to music on my mobile phone 

Innovativeness(personal 
factor) 

Q:9 I often search for information about new products/services  

Q:10 I actively search after new products/services   

Q:11While shopping I put a lot  effort on finding new products/services 

Social influence(personal 
factor) 

Q:13 My  friends/family opinion about a new product/service affects my 
opinion about that product/service 

Q:14 When I’m buying a new product I take advice from my friends and 
family 

 

Risk 

Q:17 What would you attitudes towards receiving advertisement in your 
mobile phone if perceived risks associated with it? 

Q:18 Rank the following risks(Se appendix for alternatives) 

 Q:19 What would you attitudes towards receiving unapproved 
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Permission advertisement in your mobile phone? 

Q:20 What is you attitudes towards receiving advertisement in your 
mobile phone which you have been given possibility to approve? 

 

Trust 

Q:15 What would your attitude be towards receiving advertisement to 
you mobile phone from a organization you find untrustworthy? 

Q:16 What would your attitude be towards receiving advertisement to 
you mobile phone from a organization you find trustworthy? 

 

 

Medium factors 

Q 22:What would your attitude be towards receiving advertisement to 
you mobile phone if you found the advertisement relevant for you? 

Q: 23What would your attitude be towards receiving advertisement to 
your mobile phone if it created value for you(coupons etc)? 

Q:26 What would your attitude be towards receiving advertisement to 
your mobile phone if you found it entertaining? 

Q:27What would your attitude be towards receiving advertisement to 
you mobile phone if you got free sms/mms, ringtones, free time, money 
for the received advertisement? 

 

Technological factors 

Q:24What would your attitude be towards receiving advertisement to 
your mobile phone if it was functional(You could easily enter to the 
organizations webpage trough a link in the ad)?  

Q:25What would your attitude be towards receiving advertisement to 
your mobile phone if it was interactive and you had the possibility to 
interact with the provider of the ad? 

4.2.1Answering alternatives  

The majority of the questions in our survey are offering the respondents to answer the 
question by choosing an alternative in a scale between 1-5. They will for instance have to 
answer what their attitudes are towards mobile advertising. When answering the question, 
number one will represent the lowest/negative alternative like negative attitudes while five 
will be the most positive one.  We are coding most of the questions 1-5 because they will by 
analyzed and statistically tested/compared to each other using SPSS statistical software on a 
computer151. Besides these scale questions we will also ask our respondents to rank several 
aspects and a couple of two alternatives questions like yeas/no and gender questions. 

4.3Population 

Population is referred to as the frame of cases from where the researchers will take a sample 
to perform their study152. The population differs regarding what type of subject the 
researchers are interested in investigating.  In our case the population of interest consists of 
young individuals in the ages of 14-19. This population has been identified as a segment of 
interest for mobile advertising by previous studies. But there is very little work done 
regarding this group. The majority of earlier studies focus on young adults/students in the 
ages of 18-35.  Because we have a limited amount of time and no resources to test the whole 
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population, we will instead take a sample from our target population to collect the needed data 
for our study. This leads us therefore to the next part concerning samples.    

4.3.1Sample 

We have earlier argued for why we have chosen our target population. Because we do not 
have any data central or list over the population of individuals in the ages of 14-19 in Sweden, 
we will instead use the High schools in Umeå to collect our data. The age of the students at 
high schools is between 15-19 and will therefore work as a rather suitable population for a 
sample to our study. We have been in contact with the schools to get permission to carry out 
the study on their students and also the list over the available classes. The administration at 
Östra Gymnasiet in Umeå provided us with a list of classes that we could use to distribute our 
survey. In other words, we were provided with clusters of where we could collect the data. 
The clusters were everything from first year students to third year.  The reason for only 
choosing one gymnasium is connected to the large amount of data collected. We aimed to 
collect 200 surveys and got 198 at Östra Gymnasiet. We do not think that the results would be 
different if we included more gymnasiums in Umeå and we therefore satisfied with 198 
surveys we collected at Östra Gymnasiet.    

4.4Testing the Survey 

Because our sample is of a rather young age (15-19) it is of great importance that the 
questions are formulated in simple and structured way. We took therefore help from Anton’s 
brother aged 14 and his friends. This test group was in the ages of 14-15. We got some minor 
comments regarding a couple of questions but they found the survey easy to understand. This 
resulted in a couple of minor changes where we clarified different questions. By performing a 
pilot test we minimized the risks of distributing a survey that would be hard to understand for 
the respondents. 

4.4.1 Distributing the survey 

The survey was distributed directly to the classes which we had chosen to be our sample. We 
contacted with the teacher in every class and then asked for permission to visit the class and 
distribute our survey to the students. By doing this we will be able to collect the desired 
amount of data in a rather short amount of time and also minimize the risk of a low response 
rate which is rather common in for instance web surveys.  The idea to collect the desired 
amount data in two days and then type it into an already prepared SPSS spread sheet. 

Under the actual distribution we took contact with the classes in the beginning of their classes. 
The reason for this was that we saw risks with doing it at the end of the lessons. If we would 
have handed the survey at the end of the lessons there would have been a greater risk of 
respondents filling it out fast and don’t really focus on the questions to get out of the class as 
fast as possible. By doing it in the beginning we tried to avoid this risk. A majority of the 
students used approximately 10-15 minutes to fill out our survey. There were single cases in 
some classes that did not seem serious when filling out the survey. Because they surveys were 
anonymous we did not have the possibility to track which survey they filled out.  We believe 
that these cases could be connected to the survey where we have partial reduction. We will 
discuss more about this issue in the section regarding nonresponse errors.          
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4.5 The empirical material 

We distributed 210 surveys to students at Östra gymnasium in Umeå and received 198 
surveys back which give us a response rate of approximately 94%.    

4.5.1Handling the empirical material 

After having collected the surveys we started off by giving every survey got a specific 
number. The reason for this is to avoid putting in wrong variables for the respondents. For 
instance a survey with the number of one will also represent the number one variable in the 
SPSS software and not any other surveys. We will explain the importance of this later in our 
method. When all the surveys had been numbered, we inserted the data into two different 
statistical programs SPSS and Excel. SPSS was used to find connection between the different 
variables and to confirm or reject our hypotheses presented in the conceptual framework. We 
will mainly perform regressions and correlations to find out if there is a resemblance with the 
previous studies. Excel will be used to present our data in bar charts to give the readers a 
better overview of the results.  

4.6 Creating hypotheses  

We ended our conceptual framework with presenting several hypotheses based on the review 
of previous studies. A hypothesis can be defined as “A formal statement that the researcher 
makes about one or more variables that are the focus of the research, but which is as yes 
untested153  Hypotheses are also constructed to test quantitative data against previous theories. 
One of the main components of hypothesis is the null and alternative hypothesis.154 The null 
hypothesis states that there is no difference between two variables. In our case a null 
hypothesis could be that general attitudes towards advertisement do not influence consumers 
attitudes towards mobile advertisement. The alternative hypothesis is an opposition to the null 
hypothesis and states that there is a relation between two variables in focus. The null 
hypothesis has to be tested statistically with significant result to either be rejected or not. We 
will discuss the hypothesis testing and variables concerning it when we present our results 
later on in the paper. We would like to finish this section by presenting our null and 
alternative hypotheses 

Table :4 Construction of Hypothesis 

1 H1Permission advertising influences 
consumer acceptance towards mobile 
advertising 

Question: 19 &20 

2 H1Trust influences consumer acceptance 
towards mobile advertising 

Question: 15 16 

3 H1Risk influences consumer acceptance 
towards mobile advertising 

Question:17 

                                                 

153 Kent, R., (2007), ”Marketing research Approaches, Methods and Applications in Europe“ Thomson 
Learning, p 566 
154´Remenyi, D., Williams, B., Money, A., & Swartz, E., (2005), “Doing Reaserch in Business and 
Management: An Introduction to Process and Method”, Sage Publications, London, p 213-214 
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4 H1 Consumers factors influence consumer 
acceptance towards mobile advertising 

Question: 22,23,26 & 27 

5 H1Technology factors influence consumer 
acceptance towards mobile advertising 

Question 24& 25 

6 H1Medium factors influence consumer 
acceptance towards mobile advertising 

Question: 2-11 and 13-14 

These questions will be tested against question:12    

4.7Credibility: Avoiding Measurement errors 

There are several credibility criteria that have to been taken in mind by the researchers to 
make sure that the study performed by them is of high quality and can be applicable. 
Credibility consists of validity, reliability, and generalization. We will present all three of 
them and discuss how we have worked to fulfill them in our study.  

4.7.1 Validity     

Validity concerns that the tool to gather empirical material will measure what is intended to 
measure. Validity also concerns whether the measurements reflects the reality and if the 
collected data is relevant for the specific purpose.155 We did put a great amount of effort to 
make sure that our survey would measure what it was intended to measure. To help measure 
several factors like social influence, level of involvement and innovativeness we used the 
“Handbook of marketing scales: multi-item measures for marketing and consumer behavior 
research” that provided us with examples of how these phenomena could be measured. We 
also made sure that the entire questions are of relevance for our study. This was done by using 
examining several articles and used similar questions and also by using the handbook of 
marketing scales. The survey has also been tested on a reference group to see if they 
understood what we are trying to measure. We have in other words put a lot of effort on the 
survey to make sure that the questions are relevant for our problem formulation and purpose. 
We believe that these procedures will lead to empirical material of high validity. 

4.7.2 Reliability 

Reliability is a synonym to trustworthiness. This factor aims at how reliable the gathered 
empirical material is.156 To get high reliability the researchers or others should be able to 
duplicate the study and get the same result. Therefore it is important that the data is stable and 
will be the same if the study is preformed several times under different periods. If the 
duplicated studies show different results then the data cannot be seen as stable and the original 
study will have low reliability157 One of the causes for unstable data is low response rate. To 
avoid low response rate we handed out the survey directly to our respondents. This resulted in 
a very high response rate. We find this as very positive regarding the stability of our data. 
Because the survey was distributed to a younger segment (15-19) we did the questions easy to 
understand. The survey was first tested to see if the test group understood the questions and if 
the questions were properly formulated. We hope that these factors lead to a high reliability of 
our study.  
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By making sure that the validity and reliability is the researcher minimizes the risks of 
measurement errors. These types of errors occur when the measured data is not consistent 
with the reality of a target population. There are several other errors that need to be taken in 
mind. We will discuss how we handled them later on in this chapter.   

4.7.3 Generalization 

One common word used in quantitative research is generalization. The idea is that the 
investigated sample could be representative and the results generalized to the rest of the target 
population. The best condition for generalization is to us a probability sampling technique 
where every subject in the population has the same chance of being chosen158.  

In our case the target population is youths in the ages of 15-19 in Sweden. To find a 
populations consisting of subjects fitting our criteria we contacted gymnasiums in Umeå. The 
administration at the gymnasium provided us with a list of classes which we used as our 
sample. Therefore we cannot say that a probability sampling technique has been used and it 
will be hard to generalize the results for the whole population of 15-19 years old youths in 
Sweden. On the plus side, the different classes we were provided with were very wide spread 
regarding their education. The classes went from practical educations e.g. hotel/restaurant to 
nature science which gives us a large variety of youths. Finally, a second downside is that the 
study was performed in Umeå and not around the whole country. It is therefore hard argue 
how youth in other parts Sweden perceives mobile advertising because our sample is biased to 
the city of Umeå, the largest drawback can on the other hand be said to be about our sample 
size which is too small to be able to generalize to all youths in the specified age group.      

4.8 Criticism against the collected data and method 

It is of great importance to be critical when reviewing the method of handling the empirical 
data and of the empirical data itself. There are several errors that can occur because of the 
method and the target sample. We will review these errors below and discus how they have 
been managed.   

4.8.1 Sampling error 

Sampling errors occur when the researchers chooses to use a sample instead of testing the 
whole population159. When only choosing a sample there is always a risk that the results from 
the sample differ compared to the whole population160. A sampling error could for instance be 
that the chosen sample does not represent the target population because some sampling units 
are over or underrepresented161. In our case the sample consist of 15-19 year old youths in 
Umeå. Therefore we run a risk of getting a different result than if we tested the whole 
population. Another problem is that we are assuming that all the students at the gymnasiums 
are in the ages of 15-19. There can always be students that are older. To reduce this error we 
have asked our respondents to state their age in the survey. Those who are outside our 
sampling frame will be then be removed from the collected data. We have also asked for the 
gender of the respondents just to see if we get a great bias regarding this factor.          

                                                 

158 Saunders, M., Lewis, P., & Thornhill, A., (2001), p 153 
159 Keller ,G & Warrack, B (2003), “Statistics for management and economics”, Thomson learning, p 149 
160 Ibid p 149 
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4.8.2 Handling error 

Handling error discusses how the researchers handle the data. Handlings errors occur when 
the data is coded improperly or inserted improperly into the computer162.To avoid these errors 
we coded the questions before handing it out. We also prepared a SPSS spreadsheet with all 
the variables to see if they were coded properly. For instance; do we have the same options 
for every variable in SPSS compared to the survey? Will we be able to test specific variable 
against each other? To make sure that the data was not improperly inserted into the database 
we coded every survey with a unique number. When inserting the data one of us was reading 
the codes while the other one was inserting them. We checked regularly to see if the variable 
was right and that the survey number matched the column in SPSS. Finally we went through 
the inserted data again comparing it to every survey in order to minimize the eventual errors 
when inserting the data. We believe that the actions taken by us have minimized the chances 
of handling errors.        

4.8.3 Nonresponse error 

Nonresponse errors are one of the most common errors in quantitative research. This type of 
error covers those who had been handed a survey but have not completed it in a proper 
way163. There are generally two types of errors that should be highlighted. The first one is 
individual error where the respondents are not willing to fill out the survey. If a percentage of 
the respondents chooses not to do the survey then the collected data can be unstable and of 
low reliability. In our case we handled out 210 surveys but only received 198 back even if we 
handled them out directly to the respondents which give us a response rate of 94 %. The 
second problem is partial reduction (error). This error occurs when respondents miss to 
answer all the questions or if he answers the questions improperly that the result on those 
specific questions is not usable.164The partial reduction were only systematic (many 
respondents left blank or answered improperly) regarding one questions. Otherwise there 
were some single reductions spread pretty even throughout the survey.  We left blank columns 
in SPSS for every question where we had a partial reduction. We will also discuss the 
reduction when presenting our descriptive results and discuss why we think it occurred .  
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5. Introduction to descriptive presentation of the study  
We aim in this chapter to provide a first overlook of our collected data. This will only be 
presented with bar diagrams and the groups will be divided by men and women. We will 
present all questions from the questionnaire but in later chapters were a deeper analysis will 
be done some of the questions will be grouped together to form a new variable. Another 
important factor to address here is the case of systematic error. While entering the data in to 
SPSS we experienced only small random error among the questions except for question 18 
were there was a systematic error among the answers that people only marked an X in the box 
they thought were the most disturbing risk and did not rank the alternatives as it was meant to 
be done.  

The mean age of the respondents were 17,32 years and their answers are displayed in 
percentage form. The Y axis in the charts stands for percentage. We did not insert the 
percentage mark on every Y axis to make the charts more manageable and to take less space. 
We have chosen to present the numbers in percentage form because there were more female 
respondents (111) who answered our study than males (84). We also miss gender on three 
surveys. If we would have presented them results based on the number of respondents then 
the charts would be misleading. 

Q:1 Do you have a mobile phone   

Every respondent answered that they had a mobile phone. In other words the penetration of 
mobile phones was 100 % among male and female respondents. We have therefore chosen not 
to present any chart for this question.  

Q:2 What is your attitude towards advertisement? 

As we can see from this chart 
the respondents answers look 
rather the same between male 
and female there is no great 
difference that can be 
observed by just looking at 
the diagram ahead. Further 
we can see that the answers 
look normally distributed and 
both extreme values (Very 
negative and Very positive) 
scored a low amount of 

respondents. Finally we can distinguish that the majority of our respondents are rather neutral 
towards advertising with a slight bias toward negative attitudes 

 

 

 

 

 

 



 

41 
Master thesis 30 hp Spring semester 2009 

Q:3: I use SMS function on my mobile phone 

This diagram concerns one of the 
variables that later will be computed in 
to a new variable with the following 
five questions. What we can see is that 
female respondents tend to use SMS 
more frequently than male respondents 
and that both groups have a high usage 
of SMS. Interesting is that none of the 
women have chosen or never as 
alternatives which means to us that 
Women are communicating a lot 
through SMS.  

Q:4 I use MMS function on my mobile phone 

This question is related to the 
previous one. But as we can see 
here the bars look practically the 
opposite of the question about 
SMS usage what this depends on 
can only be speculated about. 
Female respondents tend to use 
the MMS function sometimes 
which males don’t do to the 
same extent. Overall the students 
have a low usage of MMS.  

 

Q:5 I buy services/products with my mobile phone 

By only taking a glance at the 
diagram it can be seen that 
buying services/products with 
the mobile phone is not 
something youth do often. 
Despite this there is quite a lot of 
marketing actions by companies 
that sells services to mobile 
phones (games/ringtones). The 
respondents are very reluctant to 
buy them. An overwhelming 
majority have said that they 

never buy these services or products. This is also the first diagram that we can observe 
practically no difference between the two genders.  
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Q:6 I surf the internet on my mobile phone 

From this diagram we can see 
that the respondents generally 
do not use their mobile phones 
very often to surf the internet. 
We also can see that there is a 
slight difference between male 
and female respondents and 
that male use it a bit more 
frequently.  

 

 

Q:7 I use administrative functions in my mobile phone(Calendar etc) 

This diagram describes the 
usage of calendar and other 
miscellaneous functions of the 
mobile phone, what we can see 
are that female respondents use 
these features more frequently 
than males. Further we can see 
that the majority of all 
respondents use calendar etc 
sometimes.   

 

Q:8 “I listen to music on my mobile phone” 

Here we describe how often 
the respondents use there 
music player on their mobile 
phones. The Female 
respondents have an 
overwhelming majority that 
uses the mobile phone as 
music player often or very 
often While the male 
respondents are rather even 
distributed over  the different 
alternatives 
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Q: 9 “I often search for information about new products/ services” 

This diagram describes how 
often the respondents are 
searching for new information 
about new products on the 
market. We can see that the 
respondents are not very 
active in that sense, the 
majority seldom or never 
conduct information searches 
for new products and services 
and it is hard to see any 
difference between the 
genders.  

Q : 10 “I actively search for new products” 

This diagram is quite similar 
to the one presented above 
and are looking in to the same 
aspects. The respondents are 
grouped around the 
alternatives which mean that 
they seldom or never search 
for new products. This is 
interesting result when 
thinking about which age 
group we are looking at. 
There is also no or small 

observable difference between men and women.  

Q:11 While shopping I put a lot  effort on finding new products/services 

When looking at this diagram 
we can see that there is a 
rather small difference 
between males and females 
concerning how much time 
they spend on finding the 
newest products and services. 
It can though be said that the 
majority answered never or 
seldom spending much time 
finding the newest product or 
services. 
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Q:12 What is you attitudes towards receiving advertisement in your mobile phone 

Here we can see that the 
majority of both males and 
females have generally a 
negative attitude towards 
advertising in the mobile 
phone. A slight difference can 
though be found. Between 
males and females, females 
have slightly more positive 
attitude towards mobile 
advertising 

 

Question 13 “My friends/families opinion about a new product/service affects my attitude 
towards this particular product/service” 

When looking at this diagram 
we can see that female 
respondents tend to take advice 
from their friends or family 
when shopping for new 
products more often than 
males do. Males on the other 
side are more dispersed over 
the different answers  

 

 

Q: 14 “When I’m buying a new product I take advice from my friends and family” 

This diagram is closely related 
to the question above. The 
interesting is that there is a 
more shift towards using 
families and friends when the 
actual purchase of the product 
is about to happen. We also 
can see that there is a 
difference between male and 
female respondents in how 
much they tend to use friends 
and family on buying decisions 

 



 

45 
Master thesis 30 hp Spring semester 2009 

Q:15 What would your attitude be towards receiving advertisement to you mobile phone 
from a organization you find untrustworthy? 

This result can almost be said 
to speak for itself were 
attitudes towards 
untrustworthy companies 
would be very negative from 
both genders. Almost every 
respondent answered negative 
or very negative to this 
question. 

 

 

Q:16 What would your attitude be towards receiving advertisement to you mobile phone 
from a organization you find trustworthy? 

Here we have asked the same 
question as above but the 
company is trustworthy. We 
can identify a shift in the 
attitudes of the respondents 
towards a more positive 
opinion about mobile 
advertising. Females tend to 
be a bit more positive here but 
no greater difference can be 
spotted directly in the 
diagram.  

Q:17 What would you attitudes towards receiving advertisement in your mobile phone if 
perceived risks associated with it? 

This diagram displays quite 
similar answers compared to 
question fifteen about 
untrustworthy companies. 
This shows that the 
respondents do not want to 
receive advertisement to their 
mobile phone if the perceive 
risks associated wit it. 
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Question 18 “Which one of these risks do you find the most disturbing when applied in 
mobile advertising Rate 1-6 were 1 is the most disturbing” 

 

The respondents misunderstood this question and a large part of them only choose one of the 
six alternatives. We have therefore only inserted the risk respondents find to concern them 
most. In this chart the X axis represents the percentage. As we can see the respondents 
perceived receiving spam and being monitored by the organizations as the largest risks with 
mobile advertising. There we no major differences between the male and female respondents.  

Q:19 What would your attitude towards receiving unapproved advertisement in your mobile 
phone be? 

 If the respondents don’t get 
the opportunity to approve the 
advertising they will according 
to this diagram be either 
negative or very negative 
against it. Only a small 
proportion of the respondents 
have answered neutral or 
higher. The males from what 
we see here are more negative 
then the females. 
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Q:20 What is your attitude towards receiving advertisement in your mobile phone which 
you have been given possibility to approve?  

This displays that the 
respondents felt that approving 
advertising that is sent to them 
makes them either neutral or 
positive towards mobile 
advertisement. The females 
seem to be more receptive to 
mobile advertising when given 
the chance of approving it first 
then the male respondents.  

 

 

Question 21 “How many advertising messages would you think to be okay to receive during 
a week” 

The X axis presents the 
percentage of respondent. This 
diagram shows that the 
respondents want very few 
advertising messages sent to 
them during a week. The males 
seem to be less attracted by the 
thought but the majority of 
female respondents larger of the 
respondents wanted 1-5 
messages a week. 

 

Q 22:What would your attitude be towards receiving advertisement to you mobile phone if 
you found the advertisement relevant to you? 

What we can see from here and 
to question 28 is the last six 
questions which describe how 
the respondents would think 
about mobile advertising if it 
was created in a certain way. In 
this diagram there is a 
overweight towards positive 
attitude when the advertising 
creates importance or meaning 
for the respondent. Only a small 
or no difference between the 
genders can be observed. 
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Q: 23What would your attitude be towards receiving advertisement to your mobile phone if 
it created value for you(coupons etc)? 

This diagram almost looks 
the same as the last one only 
with a larger part of the 
female respondents that are 
positive or very positive. 
Otherwise value seems to be 
an effective contributor to 
increasing acceptance among 
our age group towards mobile 
advertising.  

 

Q: 24 What would your attitude be towards receiving advertisement to your mobile phone if 
it was functional (You could easily enter to the organizations webpage trough a link in the 
ad)? 

In aspect on functionality we 
can see from this diagram that 
most of the male respondents 
do not think this will make 
them more positive towards 
mobile advertising. The 
majority has answered neutral 
to this question which could 
indicate that they do not care 
about the functionality of the 
advertising.  

 

Q:25 What would your attitude be towards receiving advertisement to your mobile phone if 
it was interactive and you had the possibility to interact with the provider of the ad? 

This diagram almost looks the 
same as the one above and the 
majority is again centered on 
the neutral answer. There is a 
slight difference between male 
and female respondents. 
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Q:26 What would your attitude be towards receiving advertisement to your mobile phone if 
you found it entertaining? 

Here we can see that most of the 
respondents either are neutral or 
positive to advertising when its 
entertaining. There is no greater 
difference between the men and 
women either.  

 

 

 

 

Q:27What would your attitude be towards receiving advertisement to you mobile phone if 
you got free sms/mms, ringtones, free time, money for the received advertisement? 

This diagram shows that a large 
majority thinks economic 
compensation will make them 
either positive or very positive 
towards mobile advertising. 
Both men and women have the 
same structure on their answers.  

 

 

 

Q:28 Do you have any other thoughts regarding mobile advertising that you would like to 
share with us? 

We gave our respondents the possibility to comment what they thought about mobile 
advertising. Most of the respondents chose not to answer this questions. The small percentage 
that did it was rather negative towards the idea of receiving mobile advertisement. Those who 
did answer were also very negative in their stance towards most of the previous question. 
Therefore this question did not provide us with any additional information of relevance that 
we could then discuss in our analysis.    

Based on these bar chars we can see that the female respondents are rather more positive 
towards mobile advertising. We will therefore include the gender variable in the first part of 
our model to find out the gender affects attitudes toward mobile advertising. 
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6. Interferential statistics presentation 
The results in this section will be presented in two parts. The first part will concern the 
regression model and answer what factors explain the attitudes towards mobile advertising. A 
regression model is a function that describes how several independent variables influence one 
dependent variable. The second part of this section we will perform paired sample t-tests to 
find out how the attitudes toward mobile advertising will change when different variables are 
present. We aim to accept significant variable that are inside the 90% confidence interval, but 
the higher significance level the better. 

6.1 Regression model presentation 

Table: 5 Regression model summary 

 

 

 

Table: 6 Presentation of coefficients 

 

 

 

 

The first part of our model is to 
examine our different variables that influences the attitude towards mobile advertising we will 
now describe the different index variables that are present in the above presented regression 
model. 

IL: Is a combination of the questions three to six which measures how involved the 
respondents are in there mobile phones. 

Inställningreklam:  This variable measures the respondents overall attitude towards 
advertising in general 

IN:  Here we also have a combined variable. The questions involved are nine to eleven, these 
questions measure the respondents level of innovativeness in other words how eager they are 
to search for new products and services and what influences them in their search/buying 
behaviour. 

SN: This index variable describes how subjective norms influence the behaviour among the 
respondents when they search or buy new products or services. The questions in the index 
variable are thirteen and fourteen.  

Kön:  Gender 
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The regression model has an acceptable adjusted R square of 0, 201, the interesting part in the 
model is the coefficient which tells us if the variables included are significant and valid for 
our model. IL, attitude towards mobile advertising in general and gender is valid and 
significantly effecting the attitude among the respondents towards mobile advertising. We 
also have to look at the variables that are not significant and these will be handled, this will be 
presented in the paragraph.  

We have found during our inferential statistics work that the variables which are not 
significant in the regression model might be suffering from a multi collinearity problem which 
means that they are so highly correlated with each other that the statistical software cannot 
decide whether the changes in values are from one specific variable. 

Table:7 Collinearity Diagnostics 

 

In this table we see that we have a mild multi collinearity problem with two variables, 
variables five and six which are the non significant variables in the regression model 
presented on the last page. This means that we have to handle these variables in a different 
fashion.  

We found that these two variables instead could be put in a regression model which explains 
how they affect the respondent general attitudes towards advertising which was shown above 
to be significantly influencing the attitude towards mobile advertising.  

Table:  8 Regression model summary (non significant variables) 

We see here that we have a quite low 
adjusted R square value which we don’t 
need to take notice of. The interesting 
there is instead only if the variables tested 

are significantly influencing the respondent’s general attitude towards advertising by 0,8% 
and 0,8% can be a large difference when conducting large scale campaigns and so forth. 

Table: 9 Coefficients non significant factors 

 

Here we see that SN is still 
not significantly influencing 
the respondent’s attitudes 
towards advertising. What 
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we can see is that IN now hare significantly influencing the respondent’s attitudes at the 90% 
confidence interval. This leads in to a new model which purpose is to understand the factors 
that are influencing the respondent’s attitudes towards mobile advertising.  

 

Figure: 8 Summary of factors explaining attitude 

 

 

6.2 Paired sample t-test presentation 

 

In this part of the results presentation we will present the change in attitude when the 
respondents were exposed to treatment of different kind. 

Table: 10 Paired sample T-test 

 

As we can see from this table we have changes in the means on all variables tested. The 
variables included here are question fifteen to twenty seven with question eighteen and twenty 
one excluded. We further need to examine of the changes in the means are significant or not. 
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Table: 11 Paired sample T-test. Difference in attitudes. 

 

This table describes to us that all changes in the means are significant at the 99% confidence 
interval. This means that all treatments that the respondents were subjected to were changing 
their attitude either negatively or positively.  
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To simplify this we now present a model over the treatment factors that influence mobile 
advertising and in what way they influence. 

Figure: 9 Summary of Paired sample T-test results 

 

In this figure we can see that the stimulator factors are affecting the respondents mean attitude 
towards mobile advertising (2,03) with the most negative effect minus 0,75 and the most 
positive effect plus 2,144 
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7. Discussion  
In this part we are going to analyze our findings and compare them to the literature review 
findings. This analysis will be divided into two parts were we start off by discussing the 
factors that explain the attitudes towards advertising and then continue with analyzing how 
the attitudes towards mobile advertising will change when different variables are present. We 
have in other words asked the respondents what their attitude would be in different scenarios. 
These two parts will be presented with one section for every hypothesis we have stated in the 
conceptual framework. We think that the empirical findings gave very interesting results and 
have provided us with a great foundation for a deep analysis of youth’s attitudes/acceptance 
towards mobile advertising. 

7.1Discomfort factors 

 

7.1.1 Permission 

H: 1 Permission advertising influences consumer acceptance towards mobile advertising. 

We found in our literature review that one of the most crucial factors for mobile advertising is 
for consumers to have the possibility to approve it165. The permission is needed both from a 
legal point of view and because consumers see it as a violation of their privacy, when 
unapproved advertisement is sent to their mobile phones166 .We performed a paired sampled t-
test to find out how the attitudes towards mobile advertising change in the absence and 
presence of permission compared to the attitudes towards mobile advertising in general. The 
mean attitude towards mobile advertising were 2,03 on a 1-5 scale. In other words the 
attitudes were negative towards mobile advertising. When we asked the consumers about how 
they would perceive receiving advertisement which they have not approved the mean value 
was 1,63. When we asked the same question where they instead had the possibility to approve 
the advertisement before it is sent we got a value of 3,04. Our study therefore shows that 
unapproved advertisement lowers the mean attitude of the respondents with 0,4 points while 
permission based advertising increases the attitudes with 1,01 points on a 1-5 scale. Both 
these paired sampled t-test had the significance value of 0,00 which means that these result 
are statistically significant.   

As we can see permission advertising influences consumer attitudes towards mobile 
advertising. The difference between unapproved advertising (1,63) and permission 
advertising(3,04)  was rather large. From having attitudes which were negative or very 
negative they switched to being neutral when the factor of permission is present. These 
finding clearly show that consumers does not want to receive advertisement which they have 
not approved. But if they have been given the possibility to approve which advertisement they 
want to receive then they are rather neutral towards mobile advertising. Therefore we can 
conclude that our findings match the ones in our literature review. We can also confirm our 
hypothesis concerning that Permission advertising influences consumer attitudes towards 
mobile advertising. 

 

                                                 

165 Gratton, E., (2002), p 61 
166 Merisavo, M., Leppäniemi, M., Kajalo, S., Karjaluoto, H., Virtannen, V., Salemenkivi, S., Raulas, M., (2007), 
p 53 
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7.1.2 Trust 

 H:2 Trust influences consumer acceptance towards mobile advertising 

The second discomfort factor concerns the lack of trust towards mobile advertising. In our 
literature findings we presented that trust has been a great issue since the introduction of E-
commerce and have trough the years moved on to mobile phones. If consumer finds the 
advertisement providers as untrustworthy then studies have shown that their willingness of 
receiving the advertisement will decline167.  

We performed the same statistical procedures as with the factor of permission. We paired 
consumer attitudes towards mobile advertising with their attitudes towards receiving 
advertisement from organizations they find untrustworthy and organizations they find 
trustworthy. As stated earlier the attitude towards advertisement in mobile phones were 2,03 
on a 1.-5 point scale. When the factor of untrustworthiness was present the attitudes declined 
with 0,518 to 1, 51. When the factor of trustworthiness was present then the attitudes 
increased the mean with 0,841 to 2, 87. Both these results were statistically significant with 
the p-value of 0, 00 and can therefore be statistically approved. As we can see from these 
results trust is important for the consumers when it come to mobile advertising. Once again 
their attitudes move to higher values on our scale. If consumers feel that they cannot trust the 
organization which provides advertisement then they will be negative or very negative 
towards receiving. Further we can see that these findings matches the ones in the literature 
review and also that we can confirm our hypothesis. We think that it is rather logical that 
consumers are affected by trust. Based on all the different issues which are connected to 
mobile advertising, trust seems like a vital factor. We also believe that trust is related to the 
factor of permission. If the consumers do not trust the providers of advertisement they will 
probably not give permission to receive it. To further explain why trust is relevant in the area 
of mobile advertising we will move on discussing the results for the last discomfort factor 
known as risk. 

7.1.3 Risks  

H:3 Risk  influences consumer acceptance towards mobile advertising 

The third factor that affects consumer acceptance towards mobile advertising in a negative 
manner is risks. Studies have identified that consumers perceive a great amount of risks with 
mobile advertising168. In the literature review we identified some of the most common risks 
related to mobile advertising. These concern the violation of consumer privacy, misusing 
consumer information, and also the risk of receiving spam to the mobile phones169.  When 
performing a paired sample t-test we had the value of attitudes towards mobile advertising (2, 
03) and compared it to the same question but added the component of risk. When risk were 
involved the mean attitude declined to 1,28 with a difference of 0,75 compared to the attitudes 
where no other factors are present. This difference was statistically significant and can 
therefore be statistically approved. As we can see consumers who perceive the presence of 
risks when deciding to receive advertisement to their mobile phones were very negative. The 
factor of risk was also the one that declined the most compared to the other discomfort 
factors. We asked our respondents to choose among six different risks associated with mobile 
advertising and rank them based on which risk they perceive as the greatest one.  Both male 

                                                 

167 Siau, K.. & Shen, Z., (2003), p 93 
168 Maneesoonthorn, C. & Fortin, D., (2006), p 69 
169 Cleff, E, B., (2007), p 229 
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(35,8%) and female (34%) respondents perceived the risk of receiving spam into their mobile 
phones as the greatest risk. The second largest perceived risk by our respondents male (29,6) 
female (25,5) were that the organizations track the consumer and their mobile phone usage. 
These results are very similar to those risks concerned with E-commerce where there have 
been a lot of problems with spam and consumer tracking.170 We think that consumers perceive 
these risks as the highest ones based on their previous experience with computers. Almost 
everyone who has a email account have been exposed to spam mail and in worst cases this 
have lead to viruses in their computers. This was a rather large issue before and new laws 
were constructed to protect consumers from these issues. There is one rather interesting 
finding with these results. Approximately only 10% of the respondents found the issue of 
organizations misusing consumer personal data as the greatest risk. We thought that a larger 
percentage of the respondents would see this as the greatest risk. Especially when the previous 
research emphasizes the importance of organizations assuring the consumers that their 
personal info will be managed in a proper way171. We think that the reason for this can be that 
consumer perceives the risk of organizations tracking them involving the issue of misusing 
their personal data. Finally we can confirm our hypothesis which has been statistically 
approved that perceived risk influences consumer’s acceptance of mobile advertising.  

As we can see every one of the factors identified in our literature review regarding lowering 
consumers acceptance has shown to match our empirical findings. We are not surprised by 
this. Mobile phones are very personal gadgets and consumers do not want to take risks of 
having unserious organizations tracking them or sending spam messages to them. We also 
believe that these factors are related. If the consumers perceive risks with the service, he/she 
will probably not give their permission. If they perceive risks with a service they will 
probably not feel trust towards the provider (See figure below). Therefore all these factors 
should be taken in mind.  We will now continue discussing factors explaining the attitudes of 
consumers towards mobile advertising    

Figure:10 Relationship between discomfort factors 

 

 

                                                 

170 Laczniak, G, R. & Murphy, P, E., (2006), p 313 
171 Hanely, M., Becker, M. & Martinsen, J., (2006), p 52 
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7.2 Consumer factors 

H:4 Consumer factors influence consumer acceptance towards mobile advertising 

The factors that we will present and analyze here is the variables that are included in our 
regression model. First we examine the variables in our regression model we found  was 
statistically significant. These variables were; Attitude towards advertising in general, level of 
involvement and gender.  

Attitude towards advertising in general has by several authors been identified as a factor that 
has influence over the acceptance towards mobile advertising. Hanely et al. has in their study 
shown precisely this that the more positive attitude towards advertising a person has the more 
likely that person will be to accept advertising through their mobile phones. In our regression 
model we found that the increase among our respondents in the case of general attitude and 
attitude towards mobile advertising will be 0,384 points higher.172 We believe that this 
increase is logical because of the fact that if you have a more positive attitude towards 
advertising in general it should be more positive towards mobile advertising as well.  

The second factor that was statistically significant was the variable level of involvement. This 
factor has also been identified by several authors to be one of the key factors to influence 
consumer’s attitudes towards mobile advertising. Bauer et al. describes this as when people 
are frequently using sms/mms or surf the web with their mobile phone these consumers will 
be more receptive towards receiving mobile advertising.173 Our variable of technology 
involvement has a beta value of 0,207 which means that level of technology involvement 
increases acceptance towards mobile advertising with 0,207 points. We believe that this also 
has a logical explanation because if you are more involved with the technology you also know 
more about its strengths and weaknesses and therefore will be more interested in using it in 
new innovative ways.  

We also spotted another factor in our result part that we believed would be interesting to 
include in the model. This variable was gender, none of the studied authors we have used in 
the theoretical review had made an effort to view the attitude towards mobile advertising from 
a gender perspective. What we found was that gender was a statistically significant 
contributor to the attitude towards mobile advertising. Therefore we went ahead with that and 
used it in our regression model. What we then can see from our regression is that gender 
influence the attitude towards mobile advertising with 0.251 points. This is actually higher 
then what technology involvement does.  

The negative part that we found in the regression model was that two of our variables 
subjective norms and innovativeness were not significant and would influence the attitude 
negatively towards mobile advertising if they had been significant. This made us think about 
how to solve this problem, because it looked to us as if there were some problems with the 
dataset that made this unlikely result. What we then did was to conduct a multi collinearity 
test which is common and very useful when experiencing problems with the regression 
model. This means that SPSS test the correlation between the variables and decide if they 
have too much correlation between them, if there is too much correlation the program cannot 
decide whether an increase originates from one specific variable and therefore cannot produce 
an accurate regression model.  

                                                 

172 Hanely, M., Becker, M. & Martinsen, J., (2006), p 52 
173 Bauer, H., Barnes, S., Reichardt, T. & Neumann, M., (2005), p 184 
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We found that two variables had mild multi collinearity problems and these were our two non 
significant and negative influential variables subjective norms and innovativeness. We then 
decided to create a new regression which included these two variables and the significant 
variable from regression model one attitude towards advertising in general.  

This first regression model (see table 6) showed that subjective norms were not statistically 
significant in this case either which stands out from what the literature says about it. Kleijnen 
and Wetzels describe this phenomena in their study, that if consumers are surrounded by 
positive views towards mobile advertising they will also be more positive then if they were 
surrounded by negative thoughts.174 This thought is not only viable in application on mobile 
advertising but also applicated on all different marketing areas and have been for a long time 
and has its own model in the TRA-model.175 This situation surprises us a bit and is hard to 
understand, the thought about the effect from the consumers surrounding is so well 
established that our findings should be confirmed by the theory, they main thought about why 
this has happened in our research can be that we used quite young respondents and by 
reflecting back on our own behavior in that age we can see that you weren’t that interested in 
the views from others and being a bit of a rebel was the way to act.  

Further in the first regression model (see table 6) we found that the level of innovativeness 
was a significant contributor to the attitude towards mobile advertising in general. 
Sophhonthummapharn and Tesar describes that if people are a technological pioneer and open 
towards innovations of different and also are among the first people that adopts new 
technology so called early adopters they will have a more positive view towards mobile 
advertising.176 As we have described we have changed the mobile advertising to advertising in 
general but we believe that this can be related to the theory in the way of that a consumer that 
are innovative would be more receptive and positive towards advertising because of the 
function advertising plays in their search for new products and technologies.  

The hypothesis can by the look on our results not be confirmed and therefore we can’t say that 
these factors are influencing the attitude towards mobile advertising with our presented 
conceptual framework. What we have found though is that some four out of five variables are 
actually contributing to the shaping the attitude towards mobile advertising. This means that 
we cannot discard our model fully, which seems a bit odd if you follow strict statistical rules. 
But we believe that this will be the most productive way of dealing with the results, and we 
have shown that we are aware of the problems concerning the confirmation of the hypothesis.  
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7.3 Technological factors 

H:5 Technology factors influence consumer acceptance towards mobile advertising 

When reviewing the literature we found that factors stimulating mobile advertising acceptance 
are often divided into three categories. These are technological, medium and consumer 
factors.177The ones concerned with technological factors are time, location, functionality (ease 
to manage the ad) and interaction178. When asking our respondents about technological 
factors, we provided them with only two questions regarding functionality and interaction. 
We believe that time and location concerned with functionality. In other words the 
organizations who want to target someone at a specific location and timeframe they need to 
have the functions to do that with success.  

When asking how our respondent attitudes would change if the advertisement were functions 
and were easy to manage we got the following result from our paired sampled t-test. The 
respondents mean attitude would increase from 2,03 to 2,8 and was statistically significant. 
This shows that consumers would be affected positively if the received ad is easy to handle 
and thanks to that requires a lower degree of effort from the consumers. This seems rather 
logical that consumer wants the ad to do its purpose without having to put in a lot of effort 
into it. 

When the factor of interaction is present then we can see that the mean of consumer 
willingness to accept mobile advertising would increase from 2,03 to 2,87 and was 
statistically significant. It has been argued in previous research that advertisement to mobile 
phones will give the consumers a novel opportunity to interact with the ad provider and 
trough that make them more involved.179 This in turn should lead to more positive view of 
mobile advertising. And based on our results we can confirm that the previous studies are in 
line with our findings. When evaluating these results we are not surprised over these results. It 
seems rather obvious that consumers do not want to receive advertisement that costs them a 
great amount of effort to be able taking advantage from. The idea to be able interact with the 
advertisement provider seems attractive, especially if consumers would have some questions 
that needs to be answered regarding the advertised service/product. Finally, we can state that 
our hypothesis regarding technological factor can be approved because both interactivity and 
functionality influence consumer stance towards mobile advertisement positively. We will 
now continue our discussion regarding the medium factors and discuss the different factors 
marketers can use to influence consumer attitudes toward advertising. 

7.4 Medium factors 

H: 6 Medium factors influence consumer acceptance towards mobile advertising 

In our literature review we indentified several factors that research in this area have indicated 
can be used to stimulate consumer acceptance towards receiving advertisement to their mobile 
phones. These are relevance, context and incentives.180  Relevance aimed for the idea that the 
right type of advertisement reaches the target consumer. By targeting consumers and 
providing them with relevant information will limit the amount of messages sent to consumers 
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and minimize the risk of sending ads that the consumers is not interested of.181 The context of 
the message aimed for providing the consumers with value in form of entertainment and also 
discounts182. Incentives will provide the consumer with some type of trade of for receiving 
advertisement. It can for instance mean that consumers get free dial time, monetary 
compensation, ringtones/games for receiving advertisement.183We performed paired sampled 
t-test on the factors of incentives, relevance, value and entertainment compared to their 
attitudes towards mobile advertisement when none of these factors were present.   

When looking at the results of value we can see from our results that the mean attitude 
increased from 2,03 to 3,63 and was statistically significant. These results indicate that 
consumers can positively affected by getting ads that provide them with discounts or likewise. 
From having negative attitudes this factor affected their attitudes to be somewhere between 
neutral and positive. To take in mind that our scale stretches 1-5, this factor has resulted in a 
rather significant boost in attitudes and these results confirm the findings in our literature 
review. 

 When continuing with the factor of entertainment we can see an increase of the mean attitude 
from 2,03 to a mean values of 3,22 and was statistically significant. The increase  is little 
lower then with the factor of value but it still shows that if organizations provide consumers 
with ads that are entertaining, it will result in a higher willingness of receiving advertisement 
to their mobile phones. Both these results seem reasonable. If you receive advertisement that 
generates value and entertainment, your attitudes will probably be more positive towards it. 
We have one consideration considering entertainment. Even if it seems that this increases the 
acceptance, marketers will still have the problem of providing entertaining ads to everyone. If 
one consumer is entertained by an ad, another could be annoyed by the same ad. Therefore it 
seems rather difficult to fulfill. But we can still confirm the findings in our literature review 
based on these results. 

When having the factor of relevance present we received an increase in attitudes of 1,528 
from 2,03 to a new mean of 3,55 and was statistically significant. Like the other factors above 
this factor also increase the acceptance towards mobile advertising according to our result. 
Consumers want to receive advertisement that is relevant to them. If for instance someone like 
fishing then he would like to receive advertisement about related products. This leads though 
to that organizations must have a data base with info about consumer preference and therefore 
we can go back to the issue of trust and see that organization must assure that they will not 
misuse the information and that they are a serious actor on the market. As we mentioned, by 
sending personalized advertisement, organizations reduces the amount of ads sent to every 
consumer. Studies have showed that three messages per day are an acceptable amount184. We 
asked our respondents how many ads they would like to receive per week. The result we got 
were that 50 % of the male respondents wanted 0 ads to their phone and 45,2 % wanted 1-5. 
Among the female respondents 37,8 % wanted 0 ads per week and 59,5 wanted 1-5 ads. These 
results are much lower than in the study mentioned above. We think that the low willingness 
of receiving advertisement is connected to that none of the stimulator factors were present 
while the respondents in the study above got 5 pence for every ad they received. We therefore 
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do not think that these two results can be compared. To compare them we should ask our 
respondents with the stimulator factor of incentives present.  

The final medium factor that we investigated concerns incentives, The result we got from our 
paired sample t-test showed that the mean attitude increased with from 2,03 to 4,18 and also 
was statistically significant. We got a statistically significant result showing that with 
incentives present, our respondent attitudes towards receiving advertisement went from 
negative to positive which is a huge boost. Our respondents really appreciated the idea of 
getting a tradeoff for receiving advertisement to their mobile phones. We think though that 
this great increase in attitudes is probably related to the relatively young age of our 
respondents (mean of 17,3 years). They generally do not have a lot of money and are 
therefore extra influenced by incentives. Based on our result we can confirm the literature 
findings concerning marketing factors. Based on our finding we can confirm our hypothesis 
that medium factors influences consumers attitudes towards mobile advertising 

7.5 Summarizing the analysis 

In this section we will summarize our analysis. This is because we want the reader to be able 
to make the connection between the different parts without having to go back and forth in the 
analysis.  

The analysis has found that five out of six hypothesizes have been confirmed with statistical 
significance, but hypothesis four which investigate the consumer factors was not significant. 
This study shows that our findings have a good connection to the theory and the hypothesizes 
has also been derived from the theory which means that our results have been in line with 
earlier research. The only aspect where we were not able to confirm our hypothesis concerns 
consumer factors. Social influence and level of innovativeness were not significant. We 
believe that this could be a problem that comes from our sample group which are in an age 
group were opinions from others not always are met with popularity. We can self relate to 
when we were in that age and thought we knew everything the best. The literature also means 
that the factor social influence (subjective norms) is rather individual. We will end this section 
by presenting an overview of our hypothesis. In the next section our conclusions will be 
presented and we will once again go back to our model presented in the conceptual 
framework  

Table:12 Overview of tested Hypotheses  

1 H1Permission advertising influences consumer 
acceptance towards mobile advertising 

Confirmed 

2 H1Trust influences consumer acceptance towards 
mobile advertising 

Confirmed 

3 H1Risk influences consumer acceptance towards 
mobile advertising 

Confirmed 

4 H1Consumer factors influence consumer acceptance 
towards mobile advertising 

Not confirmed(two factors were not 
significant) 

5 H1Technology factors influence consumer acceptance 
towards mobile advertising 

Confirmed 

6 H1 Medium factors influence consumer acceptance 
towards mobile advertising 

Confirmed 
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8. Conclusions  

In this section we will present our conclusions based on the empirical findings and the 
literature review. We will also provide an answer to our problem formulation and further 
discuss managerial implication, limitations of our study and finally recommendations for 
further research. 

Which factors affect Swedish youths acceptance of mobile advertising and how should mobile 
advertising be constructed to be accepted as a marketing channel? 

The first conclusion we can draw from our analysis is that youths in the ages of 15-19 years 
are rather negative towards receiving mobile advertisement in their mobile phones. Our study 
showed that that factors that can explain the attitudes were attitudes towards advertisement, 
gender and level of involvement. According to the literature review social influence 
(subjective norms) and level of innovativeness are also factors that that explain the attitudes 
towards advertisement. In our study these factors were not significant and we could therefore 
not confirm hypothesis 4. One of the more interesting findings was that gender of respondents 
explains the attitudes and that female respondent have a tendency to be more positive towards 
this new medium. We will continue with discussing factors that leads to changes in attitudes 
while present. 

Our second conclusion concerns the main issues concerning mobile advertising. Risk, Trust 
and Permission (Hypotheses 1-3). If youths perceive risks, do not trust and do not have the 
possibility to approve advertisement sent to them, their attitudes will be more negative. We 
can therefore conclude that this younger segment perceives these factors as negative and that 
our findings are in line the literature review. We also mean that these issues are related and 
that every one of them has to be taken in mind by organizations to make sure that the 
discomfort among consumers is minimized. 

We have now showed which factors explain our respondent attitudes and also the factors that 
affect the attitude negatively. We will now present our conclusions regarding the factors that 
can work as stimuli. We tested how Technological (Functionality, Interactivity) and 
Medium(Relevance, Context, Entertainment & Incentives) changes consumers attitudes while 
present. Our results showed that every factor we had indentified in the literature review had a 
positive effect on consumers while present. Those who had the highest effect on consumers 
were: Relevance(+1,528),Value (+ 1,6) and  Incentives (+ 2,144). What we can see from this 
is that even if our respondents were negative towards advertisement there are great 
possibilities for the marketers to change their attitudes towards more positive ones. We are not 
surprised that incentives and value gave the overall larges affects in attitudes when present. 
Our sample consisted of students in the ages of 15-19. Generally they do not have any strong 
buying power and are therefore easy to persuade with economical factors like getting 
something for free or receiving discounts.   

Based on these result we can conclude that our results show both which factors affect and 
explain consumer attitudes it has also shown that marketers have several of tools they can use 
to stimulate consumers attitudes towards mobile advertisement as long as the discomfort 
factors are minimized. We will now discuss how suitable our conceptual model in explaining 
our problem statement.  
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Figure:11  Conceptual model tested against empirical findings 

 

 

 

 

 

 

 

 

 

 

 

 

 

What we can see is that that discomfort factor affects consumer behavioral intention 
negatively while technological and medium factor affects them positively. We can also see 
from our results that three out of five consumer factors can explain the behavioral intention 
(consumer attitudes towards mobile advertising). Our explanation for why these factor were 
not significant is the problem of multi colliniarity regarding innovativeness and that 
subjective norms are rather individual regarding its affect on consumers. In other words as we 
discussed earlier our respondent group may not be influence by their social surroundings. This 
means that our findings with a younger age group differ from the findings in our literature 
review. The final aspect of this model is to show that behavior intentions lead to an actual 
behavior. We refer to Theory of Reasoned Action, Theory of Planed Behavior and 
Technology acceptance model to strengthen our arguments for the connection between 
intention and actual behavior. 

What we finally can conclude to answer our problem statement is that our models shows that 
consumer factors explain consumer attitudes while discomfort (negative effect), medium and 
technology factors (positive effect) can change the attitudes while present. To construct 
mobile advertising targeted on the population in focus, organizations should provide relevant , 
value generating ads and also offer the consumer a tradeoff (incentives) for receiving 
advertisement to their mobile phones.  

We will end this study by discussing the limitations of our study, present managerial 
implication and also suggestions for further research. 

8.1 Limitations  

There are some limitations with our study that we would like to highlight. The first limitation 
concerns the possibility of generalization. The sampling method used in our study is 
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convenience sampling. We also only took a sample of youths (15-19) in Umeå and not the 
whole of Sweden which increases the risk of having a biased sample. The sample was also 
relative small (198 respondents). We cannot therefore state that the results can be generalized. 
The second aspect of our study concerns the amount of advertisement youths would like to 
receive every week. When asking this question none of the stimuli factors were present. We 
were therefore not able to conclude a preferred amount of advertisement youths would like to 
receive every week.  The idea was to investigate this as a complement to the question of how 
mobile advertising should be constructed. 

Even if the main limitation with our study is the problem of generalizing the results we still 
believe that our findings can be useful for marketers. Our study has confirmed most of the 
research presented in our literature review. It presents guidelines for what organizations must 
take in mind when planning on using mobile advertising as a marketing channel towards 
youths.  

8.2 Managerial Implications 

As we mentioned above, we believe that our results have a practical value. Youth attitudes 
towards mobile phone are negative and this study shows that managers must work hard to 
minimize the discomfort factors perceived by the target group. One of the most important 
fundaments is to ask for permission before sending advertisement to consumers.  Because 
consumers sacrifice their privacy by handing out personal information the marketers should 
offer them not only relevant and valuable advertisement but also a tradeoff in form of 
incentives. Otherwise the acceptance level towards mobile advertising will sustain low and 
the potential of it will not be fully exploit .   

8.3Recommendations for further research 

We would like to end this thesis by presenting some thought about this area and 
recommendations for further research. We discussed some limitations with our study and 
concluded that our sampling method makes it difficult for us to generalize our findings. It 
would therefore be interesting to perform a study where probability sampling is used to be 
able generalize the findings.  

Another recommendation would also be to investigate the identified factors affecting attitudes 
towards mobile advertising more throughout. In our study we only asked rather general 
questions how attitudes would change when they are present. We did not investigate what 
types of incentives the consumers would prefer to receive or how large the monetary 
incentives should be. These issues are very important for organizations who consider using 
mobile phones as a marketing channel. The ads organizations send must generate more value 
than they cost. If studies will show that the consumer demand high tradeoffs then 
organizations may not see the marketing channel as lucrative.  Therefore it is important for to 
find out how these factors should be constructed in detail to reach highest possible acceptance 
among consumers.  

The last recommendation we would like to discuss is the importance of trust. We only asked 
or respondents what their attitudes would be towards receiving advertisement from an 
organization they find trustworthy. It would be interesting to see what organizations should do 
to perceive as trustworthy among youth. Our literature review and findings indicated that trust 
is an important component that needs to be taken care of. Future studies should therefore try 
to identify main factors that affect youths and their willingness to trust an organization.  
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10. APENDIX  

Enkät i Mobilmarknadsföring 

Besvara frågorna efter det alternativ som passar dig bäst.  

1. Har du en mobiltelefon?  

�        Ja 
�  Nej 

2. Vad är din inställning till reklam?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

3. Jag använder sms på min mobiltelefon  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 

4. Jag använder mms på min mobiltelefon 

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 

5. Jag köper tjänster/ringsignaler/musik med min mobiltelefon  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 

6. Jag surfar på internet med min mobiltelefon  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
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�  Ganska ofta 
�  Mycket ofta 

7. Jag använder kalender och andra funktioner i min mobiltelefon  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 

8. Jag lyssnar på musik med min mobiltelefon  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 

9. Jag letar ofta efter information om nya produkter eller tjänster  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�   Ganska ofta 
�  Mycket ofta 

10. Jag letar aktivt efter nya produkter  

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�   Mycket ofta 

11. När jag handlar lägger jag ner mycket tid på att hitta nya produkter/  

tjänster 

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Mycket ofta 
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12. Vad är din inställning till att få reklam direkt i din mobiltelefon?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 
 

13. Mina vänners/familjs  åsikt om en ny vara/tjänst påverkar min inställning 

gentemot denna vara/tjänst 

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Alltid 

14. När jag skall köpa en ny produkt tar jag råd av mina vänner/familj 

(Välj bara ett alternativ) 
�  Aldrig 
�  Sällan 
�  Ibland 
�  Ganska ofta 
�  Alltid 

15. Hur skulle din inställning vara till reklam som skickades till dig i 

mobiltelefonen från ett företag du inte finner trovärdigt?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

16. Hur skulle din inställning vara till reklam i mobiltelefonen om denna 

skickas från ett företag som du litar på?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 
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17. Hur skulle din inställning till reklam i mobiltelefonen vara om du upplevde 

risker med att ta emot den?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

18. Vilka av dessa risker anser du vara störst  med reklam i 

mobiltelefonen?Rangordna  1-6 där 1 störst 

�  Reklamen uppfyller inte dina förväntningar 

�  Du har ingen kontroll över när du får reklamen 

�  Du har ingen kontroll över hur många gånger du får reklamen 

�  Företaget som skickar reklamen behandlar inte dina personuppgifter på ett   
trovärdigt sätt 

�  Du får spam i mobiltelefonen 

�  Företaget övervakar dig och din anvädning av mobiltelefonen 

19. Hur skulle din inställning till reklam i mobiltelefonen vara om du inte på 

förhand godkänt denna?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

20. Hur skulle din inställning till reklam i mobiltelefonen vara om du på 

förhand fått möjlighet att godkänna denna?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

 

21. Hur många reklamutskick skulle du kunna tänka dig att ta emot under 

tillexempel en vecka?  

(Välj bara ett alternativ) 
�  0 
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�  1-5 
�  6-10 
�  11-15 
�  16-20 
�  21-25 
�  26-30 
 

22. Hur skulle din inställning till reklam i mobiltelefonen vara om reklamen 

var av betydelse för dig?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

23. Hur skulle din inställning till reklam i mobiltelefonen vara om reklamen 

skapade värde för dig i form av rabatter?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

24. Hur skulle din inställning till reklam i mobiltelefonen vara om reklamen 

var funktionell (dvs. det var lätt att komma vidare till företagetshemsida etc.)  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 

25. Hur skulle din inställning till reklam i mobiltelefonen vara om reklamen 

gav dig möjlighet att kommunicera med avsändaren?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 
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26. Hur skulle din inställning till reklam i mobiltelefonen vara om reklamen 

var underhållande?  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 
 

27. Hur skulle din inställning till reklam i mobiltelefonen vara om den gav dig 

ekonomisk ersättning (gratissms/mms eller pengar)  

(Välj bara ett alternativ) 
�  Mycket negativ 
�  Negativ 
�  Neutral 
�  Positiv 
�  Mycket positiv 
 

28. Har du några personliga åsikter gällande mobil marknadsföring ? Dvs 

upplever du andra risker än de som nämnts i enkäten? Upplever du andra 

faktorer som skulle kunna förändra din inställning gentemot reklam i 

mobiltelefonen?  

 
 
 
 
 
 

29. Kön  

�  Man 
�  Kvinna 

30. Ålder?  

 
____ 
 
Tack för ditt deltagande! 
 
 
 
 
 



 

76 
Master thesis 30 hp Spring semester 2009 

10.1 Appendix 2 

List of questions in English 

 

Q:1 Do you have a mobile phone   

Q:2 What is your attitude towards advertisement? 

Q:3: I use SMS function on my mobile phone 

Q:4 I use MMS function on my mobile phone 

Q:5 I buy services/products with my mobile phone 

Q:6 I surf the internet on my mobile phone 

Q:7 I use administrative functions in my mobile phone(Calendar etc) 

Q:8 I listen to music on my mobile phone 

Q:9 I often search for information about new products/ services 

Q:10 I actively search for new products 

Q:11 While shopping I put a lot  effort on finding new products/services 

Q:12 What is you attitudes towards receiving advertisement in your mobile phone 

Q:13 My friends/families opinion about a new product/service affects my attitude towards this 
particular product/service 

Q:14 When I’m buying a new product I take advice from my friends and family 

Q:15 What would your attitude be towards receiving advertisement to you mobile phone from 
a organization you find untrustworthy? 

Q:16 What would your attitude be towards receiving advertisement to you mobile phone from 
a organization you find trustworthy? 

Q:17 What would you attitudes towards receiving advertisement in your mobile phone if 
perceived risks associated with it? 

Q:18 Which one of these risks do you find the most disturbing when applied in mobile 
advertising Rate 1-6 were 1 is the most disturbing 

Q:19 What would your attitude towards receiving unapproved advertisement in your mobile 
phone be? 

Q:20 What is your attitude towards receiving advertisement in your mobile phone which you 
have been given possibility to approve?  
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Q:21 How many advertising messages would you think to be okay to receive during a week? 

Q:22 What would your attitude be towards receiving advertisement to you mobile phone if 
you found the advertisement relevant to you? 

Q:23 What would your attitude be towards receiving advertisement to your mobile phone if it 
created value for you(coupons etc)? 

Q:24 What would your attitude be towards receiving advertisement to your mobile phone if it 
was functional(You could easily enter to the organizations webpage trough a link in the ad)? 

Q:25 What would your attitude be towards receiving advertisement to your mobile phone if it 
was interactive and you had the possibility to interact with the provider of the ad? 

Q:26 What would your attitude be towards receiving advertisement to your mobile phone if 
you found it entertaining? 

Q:27 What would your attitude be towards receiving advertisement to you mobile phone if 
you got free sms/mms, ringtones, free time, money for the received advertisement? 

Q:28 Do you have any other thoughts regarding mobile advertising that you would like to 
share with us? 

 


