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ABSTRACT

This study examines factors affecting the use of smartphone advertising among
smartphone users in Malaysia. Data were collected 340 structured questionnaires
among young smartphone users in Klang Valley. This research proposes a conceptual
model based on the Theory of Technology Acceptance Model (TAM) and The Theory
of Planned Behaviour (TPB). It investigates the impact of the perceived usefulness,
perceived ease of use, and subjective knowledge on attitude towards smartphone
advertising and finally the impact of attitude towards smartphone advertising on
smartphone advertising use. To test the validity of the constructs and the goodness of
the proposed hypothesised model, factor analysis and structural equation modelling
(SEM) were used. The findings of this study indicate that the constructs used in this
research; perceived usefulness, subjective knowledge and attitude towards smartphone
advertising can be applied to measure the smartphone advertising use among young
consumers in Malaysia. The empirical findings support three out of four propositions in
this study. Perceived usefulness and subjective knowledge exhibited a significant
impact on attitude towards smartphone advertising and a significant impact of attitude
towards smartphone advertising on smartphone advertising use. The research findings
are valuable for marketing managers who are using smartphone advertising as a medium
to reach customers in both the short and long term.
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CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND

The rapid advancement of internet and mobile information technologies and
communications continues to offer unprecedented approaches in the way we use and
communicate information. Limited advertising budgets have forced marketers to seek
alternative marketing strategies. This has led online marketing to become among the
most attractive channels of information distribution due to its sufficient content
provision, good interactivity, precise targeting, and low operating cost.

Mobile marketing utilises mobile mediums to encourage and construct a strong
link between a company and its clients (Keller, 2006). Sultan et al. (2009) defines
mobile marketing as the usage of wireless networks to deliver direct content through
mobile devices. It is the utilisation of mobile telephones to deliver to clients
individualized data that promotes goods and services, regardless of location. Mobile
marketing has managed to secure major global acceptance in a short period. It is a
central utility that customers of all ages need in their everyday lives. Mobile marketing
helps marketers utilise and enhance product and service awareness and build
connections between them and customers (Javadian et al.,, 2012). According to
Coursaris, Sung, & Swierenga (2010), in 2020, there will be over 55 million mobile
devices in use, which allows consumers beside making calls and sending messages to
acquire products and services, at any time and any place. Because of the personal nature
of a mobile device, it can function as a path to a strong relationship between the
companies and their clients. Nevertheless, mobile phones remains a place for secure and

private communication and interaction.



According to the Malaysian Communications and Multimedia Commission
(MCMC) the penetration rate of mobile phones was 108.8 percent in 2010. Between the
period between June and December 2010, the overall number of short messages (SMS)
sent in Malaysia was 89.4 million, which made Malaysia a great market in terms of
advertising activities (Hor-meyll & Ferreira, 2012). With the fast development pace of
digital marketing, business will probably shift into this industry due to its strength and
fast growth.

In 2009, Malaysia was ranked fifth over the twenty-one emerging markets
regarding mobile advertising receptivity from consumers (Rozana, 2009). Moriarty et
al., (2012) believe that targeting a specific individual who is most likely to make a
purchase of the product, service, or idea is much better than using traditional ways of
advertising. With the advancement in wireless network technologies as well as the fast
market penetration of smartphones, companies are trying to utilise this medium as a
means of marketing communication.

The functionality and the flexibility of smartphone allows marketers and
practitioners to implement their marketing strategies in an efficient manner in order to
accomplish the organisational objectives as well as ensure customer services (Watson,
McCarthy, & Rowley, 2013). In addition, some consumer segments might be more
prone and willing to pick up and act upon smartphone advertisements. Due to their high
level of usage of smartphones for socialising and information seeking, smartphone users
in Malaysia might be a particularly interesting segment for mobile marketing actions.
Globally, Malaysia is one of only five countries worldwide after China, Hong Kong
South Korea and Singapore where the usage of smartphones is greater than computers

for accessing the Internet (Digital News Asia, 2015).



1.2 STATEMENT OF PROBLEM:

There has been a noticeable expansion in the growth of products, services and ideas,
resulting in greater consumer choice. Organisations have transitioned from traditional
communication channels such as television, radio, magazines and newspaper to digital
mediums and wireless communications. Marketers even promoted products and
services via short message services (SMS) and multimedia message services (MMS).
Therefore, more focus should be allocated to the shifting from traditional
communications to smartphone advertising helps achieve several organisational goals
with lower cost and at limited period of time (ZABEN, 2014).

Exploiting the medium of smartphone advertising is highly needed and this is
due to the rapid adoption of smartphones, some countries have already taken initiatives
to exploit this new medium for mobile marketing. According to Watson et al. (2013)
smartphone users are increasing in number and are relying heavily on their smartphones
for communication and internet access. For example, in the United Kingdom marketers
give top priority to smartphones for mobile advertising. In America, organisations have
spent 53 percent of their communication budget on SMS based advertising, 77 percent
for both mobile banner display advertising and branded mobile website, and 44 percent
for mobile search engines (Zoller & Oliver, 2011).

Since in the Malaysian context, smartphone advertising can be considered the
best marketing medium for advertising campaigns. There are few essential factors for
this. First, Malaysians use smartphones more than computers (NST, 2015). Based on
the survey conducted by Google Malaysia in November 2014, Malaysia is among the
five nations worldwide where smartphone usage is more than computers after China
with 70 percent of smartphones against 65 percent of computer usage, Hong Kong 74

percent against 61 percent, South Korea 80 percent against 70 percent, Singapore 85



percent against 74 percent, and Malaysia with 51 percent against 39 percent (see
Figurel.1) (Digital News Asia, 2015). Additionally, Malaysians are most likely to use
search engine on smartphone at least once a month with 7 percent, while in in Korea,
Vietnam, Japan and Singapore the percentage is 99 percent, 92 percent, 91 percent and
88 percent respectively. Because of the points mentioned above, smartphone advertising
is an ideal medium for online advertising and marketing information.

Despite increasing mobile marketing in Malaysia, the academic and theoretical
knowledge of smartphone advertising in the context of Malaysia remains limited.
Therefore, the aim of this dissertation is to explore the primary elements that can

influence Malaysian smartphone users’ use of smartphone advertising.

Device usage

60% 51%
50%
40%
30%
20%
10%

0%

39%

Computer Smartphone

@ Device usage

Figure 1.1 Device Usage Rate in Malaysia (2014)

1.3 RESEARCH OBJECTIVES:

To date, very little research has examined consumer attitudes and usage of smartphone
advertising, especially in the context of Malaysia. The relationship between usefulness,
ease of usage, subjective knowledge, attitude towards smartphone advertising, and

smartphone advertising use have yet to be determined.



1.3.1 General Objective of the Study:

Research on smartphone advertising is still in its infancy. For this reason, this study
explores the factors that can affect consumer attitudes and intentions to use mobile
advertising campaigns based on the combination of the Theory of Technology

Acceptance and the Theory of Planned Behaviour.

1.3.2 Specific Objective of the Study:

1- To investigate the impact of perceived usefulness on attitude towards

smartphone advertising.

2- To investigate the impact of perceived ease of use on attitudes towards
smartphone advertising.

3- To investigate the impact of subjective knowledge on attitude towards
smartphone advertising.

4- To investigate the impact of attitude towards smartphone advertising on

smartphone advertising use.

1.4 RESEARCH QUESTIONS:

From the research objectives, the study seeks to answer the following research
questions:
1- What is the impact of perceived usefulness on attitude towards smartphone
advertising?
2- What is the impact of perceived ease of use on attitude towards

smartphone advertising?



3- What is the impact of subjective knowledge on attitude towards
smartphone advertising?
4-  What is the impact of attitude towards smartphone advertising on

smartphone advertising use?

1.5 SIGNIFICANCE OF THE STUDY

Several researches have been established significant relationship among perceive
usefulness, perceive ease of use, attitude and intention to use new technology such as
mobile advertising (Jan & Haque, 2014; Mangin, 2011; Soroa-Koury & Yang, 2010;
Chun et al., 2012; Amen, 2010).
The significance of this research stems from the shortage of studies and researches that
examine the mobile advertising and to my knowledge limited research conducted in
Malaysia (Noor et al., 2013). Furthermore, the paucity of such studies within the
Malaysian context renders it a good environment for such research. This is due to the
fact that Malaysian context is a favourable environment due to the dynamic use of online
advertising tools and smartphone device. Therefore, this study aspires towards
formulating a model to explain factors affecting the use of smartphone advertising
among young consumers

Marketing executives are simply basing their decisions on anecdotal case
studies and reports in the popular press. Therefore, identifying elements that influence
smartphone users in Malaysia to use smartphone advertising helps organizations and
marketers to exercise the offline and online tailored advertising with greater awareness,
precision, and in a timely and cost-efficient manner. Knowing these factors will
probably attract marketers and practitioners to shift from less developed ways of

communication to smartphone advertising.



1.6 SCOPE OF THE STUDY

This research is conducted to observe consumers’ willingness to use smartphone
advertising in Malaysia by measuring the impact of perceived usefulness, perceived
ease of use, subjective knowledge on attitude towards smartphone advertising, and also
on smartphone advertising use. The scope of the study of this research will be covered

in the area of Klang Valley and Kuala Lumpur.

1.7 DEFINITION OF KEY TERMS:
Smartphone:

The smartphone is the combination of cellular telephone phones and computers. Its
functions encompass all of the traditional mobile phone functions of making phone
calls, texts messaging, listening to music, and taking photos, as well as some smart
functions such as blogging, video recording, reading books, and purchasing and selling

stocks (Huan, 2013).

Smartphone advertising:

Smartphone advertising is considered an interactive communication system that pre-
identifies consumer preferences and then delivers customized advertising messages or

services to each and every smartphone user (Kim & Lee, 2015).

Attitude:

Attitude refers to the people’s expression of favour or disfavour towards an individual
or thing. It is used in this current research as an expression of favour or disfavour

towards smartphone advertising (Maina, 2013).



Perceived Ease of Use (PEOU):

Perceived ease of use is defined as the extent to which a person believes that using the

system will be free of efforts (Davis, 1989).

Perceived Usefulness (PU):

Perceived usefulness is defined as the extent to which a person believes that using the
system will enhance his or her job performance (Davis, 1989).

Subjective knowledge:

Subjective knowledge is characterised by the recognition of the self as an
authority. Subjective knowers rely on their own subjective thoughts, feelings and

experiences for knowledge and truth (Flynn & Goldsmith, 1999).

1.8 STRUCTURE OF THESIS

This dissertation is divided into five chapters in order to explain the concept, method
and interpreting the findings of the survey. The first chapter provides an overviews of
the study whilst also explaining the research purpose and questions. The chapter also
includes a definition of smartphone advertising combined with other important concepts
for a clear understanding of the subject. The second chapter consists of a literature
review of existing relevant research. This includes contributions from different research
directions, a discussion of the model used, and a complementary presentation of the
important factors influencing Malaysian smartphone use of mobile advertising. The
third chapter engages in a detailed description of the adopted research methodology. It
explains the research approach, including data collection, and questionnaire

construction. The fourth chapter presents and interprets the research findings. Chapter



five concludes the study by summarising the key findings while identifying the research

limitations and offering suggestions for future research.

1.9 CHAPTER SUMMARY

To sum up, this first chapter consists of nine interrelated components. The first
component presents the general overview and context of the study. The second
component of the research discusses the problem statement constituting the foundation
of this researcher. The third component consists of the research objectives, which are
split into general and specific objectives. The research questions are then presents

followed by identifying the parties that may benefit most from the research findings.



CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

This chapter highlights the different types of advertising in the Malaysian
telecommunication industry through a reviews the most relevant literature related to the
predictor factors of smartphone advertising (the impact of perceived ease of use,
perceived usefulness, subjective knowledge on consumer’s attitude toward smartphone
advertising as well as the impact of attitude towards smartphone advertising on
smartphone advertising use). The chapter then discusses the research gaps and proposes

the research model to best approach this study.

2.2 ADVERTISING

Advertising 1s defined as, “A paid form of persuasive communication that utilises mass
and interactive media to attain audiences in order to plug into an identified sponsor with
consumers (target audiences). Provide information about the products (goods, services
and idea) and render the product features in terms of the consumer’s needs and desires”
(Moriarty & Wells, 2012).

Advertising in the product lifecycle is influenced through four effective phases
according to Nylen (1993). The first phase is during the introduction period where the
main role of advertising is to develop public awareness of a new product and push
consumers to try a new product experience. The second phase during the mature period
refers to competition within new competitors. The third phase of the product lifecycle
is called a relative period of maturity wherein marketers make use of advertising to

enhance the position of products. The last phase is fundamentally that of the decline

10



