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Abstract—The purpose of this paper is to propose and test an integrated
model of mobile advertising taking into consideration the exclusive characteris-
tics of Malaysian consumers. The survey research method has been used to col-
lect data among young mobile users in Malaysia. A partial least squares structural
equation model (PLS-SEM) technique is employed to analyze the data. The re-
sults show that perceived usefulness, perceived ease of ease, irritation, entertain-
ment, and credibility emerge as significant belief factors positively influencing
attitude in of Malaysian consumers. Irritation, on the other hand, negatively pre-
dicts attitude. Attitude toward mobile advertising and subjective norm emerge as
the strong predictors of the consumers’ intention to purchase products and ser-
vices as advertised in mobile advertising. The findings are particularly relevant
to international marketing managers. To effectively reach Asian consumers
through mobile, increasing credibility, perceived ease of use, perceived useful-
ness, subjective norm and entertainment values are the keys. Based on the estab-
lished advertising theories, this study proposes an integrated model to examine
how users’ attitude and social factor affect mobile advertising effectiveness
among Malaysian consumers. This research provides insights into the effective-
ness and of the novel mobile medium as compared to orthodox mediums. Also,
this study excavates the understanding of advertising hierarchy effects in an in-
ternational setting by examining the importance of each variable in an emerging
Asia-Pacific country like Malaysia. The study answers such a call.

Keywords—Perceived usefulness, perceives ease of use, credibility, entertain-
ment, informativeness, irritation, Malaysia.

1 Introduction

Mobile communications have relished a remarkable development around the world
over the last ten years [1]. It is estimated that there were more than 7 billion mobile
subscription resulting to 95% of world population [2]. The ever-rising penetration rate
coupled with exclusive characteristics, mobile devices are becoming an efficient and
effective medium for advertisement [3]. The entire fraternity of advertising has been
extraordinarily revamped by the growth in the digital technologies [4]. Besides, the
mounting acceptance of devices like tablets and smartphones and spread of applications
also helped to fuel a jump in the mobile advertising market [5]. According to the reports
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it is evident that digital advertising is the most prominent and substantial cause in the
growth of media advertising spend (“ad spend”) [5]. According to e-Marketer [6] the
revenue generated in 2017 was estimated to be about US$228.4 billion, which is further
forecasted to be US$375.8 billion at the end of 2021, representing to 49.6% of total ad
spend. Despite the speedy evolution of mobile communications universally and snow-
balling adoption of mobile advertising in international businesses, very few studies
have examined mobile advertising effectiveness from the global marketing perspective.
The present study is designed to investigate mobile advertising in emerging country in
Asia-Pacific i.e. Malaysia. Specifically, the present research examines how beliefs, at-
titude and other influencing factors affect mobile advertising effectiveness among Ma-
laysian Consumers.

Considering the progress of mobile ad spend is the swift penetration of mobile de-
vices — mobile phones in particular — and the openings that such devices offer compa-
nies to send highly tailored and personalized marketing messages to their consumers
[1, 7]. This method for consumers receiving marketing information from mobile chan-
nels is labelled as mobile marketing [4, 8]. There is no doubt that mobile commerce
market is seeing fierce competitions in regard to retaining and attracting customers,
subsequently, driving companies to plan an indispensable marketing strategy [9]. Mo-
bile advertising is the most significant strategy of mobile marketing for upholding com-
petitiveness in the market. Whereas, mobile advertising is a type of online advertising
especially designed for users of smart devices like mobiles and tablets [10]. Designers
of mobile advertisement can plan and strategize to take advantage of mobile advertising
to attain greater effect and increase their target reach.

Prior literature has already established theories in marketing such as the theory of
reasoned action (TRA) [11] and the theory of planned behavior (TPB) [12] which posit
that belief factors affect consumers’ attitude toward advertising has a significant effect
on users’ behaviours. Venkatesh and Davis (2000) developed technology acceptance
model (TAM) on the basis of earlier model theory of reasoned action (TRA) and applied
to investigate new and novel technologies/medium approach. Venkatesh and Davis [13]
TAM model consists of two main belief factors: perceived ease of use (PEOU) and
perceived usefulness (PU). This research aims to investigate users’ attitude towards
mobile advertising in an emerging Asian-Pacific country like Malaysia, researches of
this study used an integrative approach by integrating TAM and Ducoffe’s web adver-
tising model to achieve the aim of the study, as proposed by earlier researchers [14].
Therefore, fulfilling the potential research gap, the current study proposes and tests a
novel research model that integrates TAM and Web Advertising Model [15, 16] to in-
vestigate Malaysian users’ attitude towards mobile advertising and their effects on their
purchase intention. Research has shown that an integrative model reinforces the signif-
icance and predictability of the results [17, 18]. Furthermore, while there is growing
interest in digital advertising in general, research in the area is still in its infancy, and
there is little clear understanding of the factors that influence the effectiveness of model
advertising policies [19].

Theoretically, this study makes several contributions to the mobile advertising re-
search: firstly, mobile advertisement unlike traditional old mediums is considered as a
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novel approach and address the challenges of validity of earlier studies for its effective-
ness. The advancement of TAM warrants such investigation. The earlier studies have
applied the TAM model in the quest to examine new technologies without pay a due
attention to specific medium such as mobile advertisement. Therefore, to achieve the
nitty gritty of this medium, the researcher has chosen to apply TAM along with
Ducoffe’s web advertising model. Given the fact that the mobile medium is highly per-
sonal and interactive, factors such as informativeness, irritation, credibility and enter-
tainment concerns may become striking influencing variables to shape users attitude
towards mobile advertising. Therefore, in this study, our research model includes not
only the key variables proposed in TRA and TAM, but also the important variables
identified by past research that are particularly relevant in the mobile advertising con-
text to examine the relationships among influencing factors and mobile advertising ef-
fectiveness. Secondly, by focusing on consumers from an emerging economy — Malay-
sia — this study provides a valuable extension to the extant body of knowledge relating
to digital advertising from a contextual viewpoint. Most existing studies on mobile ad-
vertising are grounded on samples drawn from developed economies i.e. US, China etc.
Very scant attention has been paid precisely to developing and directing mobile mar-
keting strategies in the Asia-Pacific context. This research makes noteworthy contribu-
tions to the understanding of what and how several factors persuading the effectiveness
of mobile advertising that are particular to Asia-Pacific consumers. Therefore, this
study fills this potential gap in mobile advertising literature and provides empirical sup-
port for Ducoffe’s and TAM in the sense that these theories can be successfully applied
and validated in Asia-Pacific cultures as well. The element of cultural differences be-
tween countries can significantly the extent to which findings from one country, may
apply to another, due to differences in cultural values, among other factors [20].

From the standpoint of practical contribution, this research is meaningful for both
organizations and business operating globally which seek to influence and reach Asian
consumers via mobile devices. As suspicion and lack of trust regarding advertising and
marketing efforts increases on gradual basis, it is utmost pivotal for global marketers to
unearth innovative and novel ways to communicate with global consumers. Mobile is
an ever evolving and swift-growing advertising medium and has all the ingredients to
become a powerful promotional device if used in the right way. In lieu of soaring im-
portance of Asian market in the global economy, this study offers much needed insights
for marketers to target Asian consumers using mobile tools.

2 Literature Review

2.1  Empirical studies on mobile advertisement

Researchers across the globe have conducted several studies in order to understand
consumers’ attitudes toward mobile advertising. In China for example, Zang et al. [21]
conducted a study and empirically established that entertainment, credibility, and per-
sonalisation of mobile advertising were positively related to consumers’ attitudes to-
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ward mobile advertising while irritation was negatively related to attitudes toward mo-
bile advertising. Similarly, in an online-based study, Hsiao and Chang [22] demon-
strated that perceived value, perceived usefulness, and satisfaction of consumers were
critical in consumers’ continuance intention to receive mobile advertisements. More
recently, Martinez-Ruiz et al. [23] also corroborated the importance of perceived use-
fulness in engendering positive attitudes toward mobile advertising in Spain. Besides,
Lin and Bautista [4] also investigated the impact of content related factors on location
based mobile advertising and empirically discovered that credibility, entertainment, ir-
ritation had a significant effect on the perceived value of mobile advertising. As is evi-
dent from the foregoing researches, consumers’ attitudes toward mobile advertising is
determined by both web advertising model and TAM related factors such as credibility,
entertainment, irritation, informativeness, perceived usefulness and perceived ease of
use. However, owing to attain the parsimony, prior research has not been holistically
investigating the integrative effect of TAM and web advertising model, therefore, the
present study attempts to readdress this imbalance by focusing on integrated model to
investigate both users’ attitudes towards mobile advertising and their purchase inten-
tion.

2.2 Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) introduced by Davis (1985). Its theoretical
background originates from TRA [24]. The purpose of TAM is to explain on the deter-
minants of computer acceptance and user behaviour across end-user computing tech-
nologies. It provides a basis for tracing the impact of external factors on internal beliefs,
attitudes, and intentions [25]. Most of the past researches of users’ adoption a techno-
logically based innovation has employed TAM framework, which is based on two ele-
ments: perceived ease of use and perceive usefulness [26, 27, 28]. These two elements
are predictive of intentions of technology adoption [25]. Subsequently, researchers ap-
plied TAM in the study of mobile marketing and advertising as computing technologies
are the channel of marketing. Thereby, this study applies TAM for the purpose of in-
vestigating the factors of consumers’ attitudes and behaviour on perceiving usefulness
and ease of use of mobile devices [29, 10].

2.3 Ducoffe's web advertising model

Ducoffe [15] developed an approach to study the effectiveness of attitude toward
web advertising. This model consists of three elements, namely, informativeness, en-
tertainment and irritation. Thereafter, Brackett and Carr [16] enhanced the original
model by adding two elements in this model, which are credibility and relevant demo-
graphic variables. Web advertising model has applied in most of the web advertising
studies [15, 16, 10, 23]. This study applies web advertising model due to many adver-
tisements, promotions and offers messages transmitted via mobile devices with Internet
access. Nowadays, SMS advertising [30, 31] is not the only channel which is commonly
used. Many advertisements also transmit via application software (apps) which installed
in smart phones or tablet PC [14, 32, 33] by using non-fixed network. As the earlier
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research by Tsang et al. [3] found that this model is suitable to test in the study of mobile
advertising.

3 Hypotheses Development

3.1 Technology related factors

Both perceived ease of use (PEOU) and perceived usefulness (PU) has been the ep-
icentre of research specially in technology adoption related literature [26, 27, 28, 24].
PU refers to individual’s evaluation of the utilities offered by the technology, whereas,
PEOU refers to the degree of required effort that is needed to take advantage of a new
technology [5]. In a cross-culture study by Wang and Genc [5] it was empirically pos-
ited that both Taiwan and Chinese consumers’ attitude toward mobile advertising was
influenced by perceived usefulness and perceived ease of use. Similar results were at-
tained by Bakar and Bidin [34] on Malaysia consumers, Muk and Chung [31] on Korean
and American consumers. Therefore, it can be implied that users are more likely to
accept a technology that is perceived to be easier to use than another. Thus, the above
discussion has led to the making of following hypotheses:

e HI: Perceived usefulness has positive influences on consumer’ attitudes toward mo-
bile advertising.

e H2: Perceived ease of use has positive influences on consumers’ attitudes toward
mobile advertising.

e H3: Perceived ease of use has a positive influence on users perceived usefulness.

3.2 Ducoffe's web advertising related factors

Ducoffe [15] introduced informativeness in web advertising model to test on the ad-
vertising value. Most consumers perceived advertisements on web is informative and
create advertising value, hence, positively affect their attitudes toward web advertising
[15] In our context, information dimension related to an advertisement, which is usually
referred to as ‘informativeness’, is accepted as one of the noteworthy factors creating
value for the consumers and affecting their attitudes towards advertisements [35, 33,
30]. Aydin and Karamehmet [35] stated that provision of information, information qual-
ity characteristics, such as correctness, timeliness, and usefulness are the main and im-
portant function of advertising. Moreover, Lee et al. [33] found that informativeness of
advertising through mobile devices such as cell phones and personal digital assistant
(PDA) is important and significantly influences consumers’ attitudes. In other words,
advertising provides product-related and timely information is important to consumers
and it creates advertising value, subsequently affecting their attitude towards mobile
advertisement [15, 16, 33]. Thus, the above discussion articulated following hypothesis:

e H4: Users attitude towards mobile advertisement is positively influenced by their
perception of mobile advertisement as informative.
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The entertainment dimension of advertisements is considered as one of the major
factors affecting attitudes towards and acceptance of advertisements [4, 35]. This di-
mension is related to the enjoyment that is associated with the advertisement itself.
Consumers usually develop a positive attitude towards messages that they find adver-
tisement entertaining [5, 35]. Consequently, this effect/relationship found in traditional
advertising is expected to be present in the mobile advertising context. Various re-
searchers have included entertainment dimension in their studies and detected positive
effects of entertainment on attitude towards mobile marketing activities [5, 35]. Thus,
it can be implied that if the users receiving the mobile advertisement perceive it as
entertaining, it is highly likely to develop a positive attitude towards mobile advertising
Therefore, the following discussion led to the making of following hypothesis:

e H5: Users attitude towards mobile advertisement is positively influenced by their
perception of mobile advertisement as entertaining.

Prior marketing research has identified irritation as a negative belief factor influenc-
ing attitudes toward advertising [4, 5]. Given the personal and private nature of the
mobile medium, irritation may be a more salient factor in mobile advertising context
than that of traditional media. Lin and Bautista [4] in their empirical study established
that irritation negatively affects users towards mobile advertising. Wang and Genc [5]
identified six variables affecting the users’ attitude towards mobile advertising among
millennials including perceived entertainment usefulness, perceived information use-
fulness, perceived social usefulness, irritation, credibility, and ease of use. They found
that users are more likely to adopt mobile advertising if it is not irritating. Past studies
have shown that negative consequences such as poor attitude toward web advertise-
ments arise from irritating online advertisements [4, 5] Thus, we propose the following
hypothesis:

e H6: Users attitude towards mobile advertisement is negatively influenced by their
perception of mobile advertisement as irritating.

Among the primary factors affecting attitude towards advertisements in the literature
is found to be credibility. Advertising credibility has been defined as one’s beliefs about
the integrity, truthfulness, and honesty, of an advertisement [4]. Studies have found that
credibility positively influences consumers’ attitude toward advertising [5, 35]. Specif-
ically, Lin et al. [10] examined the relationships among beliefs, attitude and consumer
responses in online advertising and found that credibility is one of the significant belief
factors that positively affect attitude toward online advertising. Therefore, we propose
the following hypothesis:

e H7: Users attitude towards mobile advertisement is positively influenced by their
perception of mobile advertisement as credible.

Many studies have indicated that attitude can directly affect intention. For example,
the TAM by Davis (1989) and advertising evaluation by Wang and Genc [5], Martinez-
Ruiz et al. [23] and Lin et al. [10] have indicated the positive relationship between
attitude towards the model advertisement and user’s intention. Hausman and Siekpe
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[36] argued that attitude can affect purchase intention. Similar results were achieved by
[47]. Based on the above, this study proposes the following hypothesis:

e HB8: Consumers’ attitudes toward mobile advertising positively influence the con-
sumers’ intention to purchase products and services as advertised in mobile adver-
tising.

3.3 Social factor: Subjective norm

Subjective norm has been used to study the relevance of social context in influencing
behavioural intention. Specifically, subjective norm refers to the extent to which an
individual believes that people who are important or influential to him or her think he
or she should perform the behavior in question (Fishbein and Ajzen, 1975). Subjective
norm has been included in mobile advertising research. Richard and Meuli [37], for
example, found that subjective norm significantly and positively influences Millenni-
als’ intention of using permission-based mobile advertising. Similar results were at-
tained by cross cultural study by Wang and Genc [5] and empirically established that
subjective norms have a positive effect on consumer’s intention towards mobile adver-
tising. Thus, this leads to the making of following hypothesis:

e HO9: Subjective norms positively influence the consumers’ intention to purchase
products and services as advertised in mobile advertising.

4 Methodology

4.1 Measurement

The survey items used were adopted from past studies and were slightly modified to
fit the context of this study. All items were measured using a Likert scale where re-
spondents selected 1 for “strongly disagree” to 5 for “strongly agree”. Perceived use-
fulness (M = 3.95, SD = 0.94), Perceived ease of use (M = 3.79, SD = 0.62) and attitude
towards mobile advertising (ATT) (M = 3.11, SD = 0.86) was measured with three,
three and four items from adapted by Yang et al. [14] respectively. The measurement
items for entertainment (ENT) (M = 3.28, SD = 0.96) and irritation (IRR) (M = 2.97,
SD = 0.93) four items each are adapted from Ducoffe’s [15]. Informativeness (INF) (M
= 3.65, SD = 0.77) with four items is measured from Ducoffe [15] and Kim and Han
[32]. Items for subjective norm (SN) (M = 2.99, SD = 0.74) and purchase intention (PI)
(M =3.02, SD =0.81) are adopted from Noor et al. [38]. Credibility (CRE) was assessed
by four measurement items by Liu et al. [39].

4.2 Procedure and sampling

The present cross-sectional study aimed at examining the attitude and the behaviour
related to mobile advertising of Malaysian consumers. The proposed hypotheses were
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tested using a quantitative research approach. An online survey containing 32 questions
was used for the empirical collection of data. To cater common method bias, the re-
searcher applied procedural techniques as suggested by Podsakoff et al. [40]. Also, a
non-probabilistic and self-selection sampling method (i.e. convenience sampling) was
employed in this research to collect data from the potential participants based on their
availability. The data collection took place in the biggest shopping malls of the city. At
respondent’s approval, the link of the online survey was sent to them via email. The
online survey comprised of a cover letter explaining the aim of the study and partici-
pants rights in participating. No financial incentive or rewards in kind was offered. A
total of 300 questionnaires were sent and the study received a response rate of 41.33%
which is deemed appropriate especially in online related studies.

5 Data Analysis

This study used Partial Least Squares (PLS) for data analysis as it has gained popu-
larity and is frequently used in marketing and business-related studies [41]. As a full-
fledged structural equation modelling (SEM) technique, PLS allows simultaneous anal-
ysis of multiple independent and dependent variables in a complex research model that
is not possible in typical regression analyses [41]. In this research, SmartPLS 3.2.9 was
used to perform PLS for the data analysis. Moreover, SPSS was used for descriptive
analysis.

6 Results

6.1  Assessment of measurement model

This study measures the inner model (validity and reliability of the constructs, factor
loadings, composite reliability (CR), average variance extracted (AVE), and the he-
trotrait-monotrait ratio (HTMT)) as per Hair et al. [41] instructions. The results of the
inner model can be seen in Table 1. Conferring to the results, factor loadings, CR, and
AVE are above 0.7, 0.7, and 0.5, respectively [41]. Therefore, the convergent validity
of all the constructs was established. Besides convergent validity, the current study also
examined the discriminant validity of the outer model by applying HTMT criteria as
suggested by Henseler et al. [42]. As all HTMT values were lower than 0.85 (see Table
3); hence, no issues pertaining to discriminant validity were not found in this study [42]
see Table 1 and Table 2. Thus, measurement model validation as achieved satisfacto-

rily.
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Table 1. PLS Result of Convergent Validity Measures

Latent Variable Measurement Item Loading CR AVE
Ul 0.794
Perceived Usefulness U2 0.828 0.845 0.645
U3 0.787
EQOU1 0.735
Perceived Ease of Use EOU2 0.767 0.841 0.640
EOU3 0.889
IN1 0.837
. IN2 0.885
Informativeness IN3 0.880 0.927 0.760
IN4 0.884
EN1 0.934
. EN2 0.938
Entertainment EN3 0.958 0.970 0.889
EN4 0.942
IR1 0.938
o IR2 0.930
Irritation IR3 0832 0.942 0.804
IR4 0.883
CR1 0.831
Credibility CR2 0.902 0.911 0.773
CR3 0.903
ATT1 0.902
. ATT2 0.926
Attitude ATT3 0.925 0.952 0.833
ATT4 0.896
SN1 0.872
Subjective Norm SN2 0.869 0.874 0.700
SN3 0.763
P11 0.836
. P12 0.860
Purchase Intention PI3 0,69 0.891 0.672
P14 0.876
Table 2. Discriminant Validity: HTMT Criterion
w =)
El g | 5| g | & | & g 2|3
ATT
CRE 0.803
ENT 0.78 0.76
INF 0.632 0.633 0.78
PI 0.785 0.704 0.642 0.499
IRR 0.653 0.518 0.581 0.385 0.356
PEOU 0.673 0.595 0.515 0.474 0.634 0.414
PU 0.696 0.676 0.749 0.837 0.573 0.408 0.506
SN 0.395 0.341 0.478 0.677 0.498 0.19 0.387 0.667
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6.2  Assessment of structural model

After meeting the measurement model criteria, this study tested the hypotheses using
the structural model. To check the significance of the hypotheses, a nonparametric boot-
strapping process with 5000 iterations was employed [41]. Current study statistical re-
sults supported the conceptual model via explaining 71.5%, 52.8% and 14.9% of the
variance in users’ attitude towards mobile advertising, intention to purchase and their
perceived usefulness. In addition to R2, the current study also examined the effect size
(f2) as per the guidelines of Cohen [43], see Table 3. To investigate the predictive rel-
evance of the path models used in the study, the researcher applied Stone and Geisser’s
(Q2). According to the results, the Q2 for all the endogenous constructs are above the
zero [44] i.e. P1 (0.344), ATT (0.586) and PU (0.089). Furthermore, the results of the
significant path coefficient, R2 and the effect size can be seen from Table 3.

Table 3. Path Co-efficient and Hypothesis Testing

Hypothesis Beta T-stats P-value Decision 2 VIF
H1 0.119 11.466 Q*** Supported 0.025 1.987
H2 0.205 3.292 0.001***  |Supported 0.105 1.403
H3 0.386 5.714 Q*** Supported 0.175 1.000
H4 0.005 0.071 0.472 Not Supported 0.000 2.518
H5 0.253 2.592 0.005***  |Supported 0.068 3.316
H6 -0.231 3.88 Q*** Supported 0.125 1.500
H7 0.272 3.608 Q*** Supported 0.122 119
H8 0.627 11.466 Q*** Supported 0.713 1.165
H9 0.201 3.044 0.001***  |Supported 0.073 1.165

Note: **p<0.05, ***p<0.01

6.3 Importance Performance Map Analysis (IPMA)

Current study further performed IPMA to list down the importance and performance
of the latent constructs used in this research for endogenous variable i.e. attitude to-
wards the mobile advertising only. Figure 1 shows the level of importance on horizontal
axis and the percentage of performance on the vertical axis with cumulative values of
0.1275 and 56.83% respectively. PU was the highest performing construct with the val-
ues of 71.31%% followed by informativeness and entertainment with values 63.04%
and 57.12% respectively whereas, both PEOU and irritation was found among the low-
est of all with 49.7% and 49.5% value. Following the Leong et al. [45] and Ooi et al.
[46], researchers also segregated into four quadrants with quadrant 1 on the upper-right
corner, quadrant 2 on the lower-right corner, quadrant 3 on the lower left side and quad-
rant 4 on the upper-left corner. From these quadrants’ emphasis must be provided to the
quadrant 2 constructs (CRE and PEOU) since these constructs are highly imperative
but gives lower performance followed by quadrant 1, 3 and 4.

104 http://www.i-jim.org



Importance-Performance Map
100

ao
80
70
&0
ATTITUDE &0 n

40
30
20
10

[ -

020 015 .00 005 000 005 040 045 020 025 030
Total Effects

B CREDIBILITY & ENTERTAINMENT INFORMATIVRESS IRRITATIGM FPECQU FU

Fig. 1. IPMA analysis

7 Discussion

Taking an integrative perspective, this study has shed noteworthy importance on fac-
tors that contribute to the influence of mobile advertising on consumers' attitudes and
how such attitudes and subjective norm affect customers’ purchase intention. Con-
sistent with the original idea of Davis et al. [25] this study findings reveal that both PU
and PEOU has a positive and significant effect on users’ attitudes towards mobile ad-
vertising. The current study also investigated the Ducoffe's web advertising model with
four factors and empirically validated that credibility, irritation and entertainment has
significant effect on users’ attitude towards mobile advertising except informativeness
which was found to have no significant effect. Furthermore, the study also revealed that
both attitude towards mobile advertising and subjective norm has positive and signifi-
cant on consumers’ intention to purchase products and services as advertised in mobile
advertising.

Findings of the study reveal that both PU and PEOU was found to have positive and
significant effect on users’ attitude towards mobile advertising, hence H1 and H2 were
supported. These results are in line with the previous researchers such as [4, 5]. Our
study also revealed that PEOU has a positive and significant effect on PU, thus, H3 was
also supported. The results of this study imply that if the recipients of maobile advertise-
ment find mobile advertising as useful and ease of use, they are likely to have a positive
attitude towards it. From the Ducoffe's web advertising model, both credibility and en-
tertainment are found to have the strongest and significant impact on users’ attitude,
therefore, H5 and H7 are supported. the findings of the study imply that when consum-
ers perceive mobile advertising messages and sources as trustworthy, they are highly
expected to have a favorable attitude towards mobile advertising. Findings of this study
are consistent with previous research, which has found that both entertainment and
credibility positively influences attitudes toward advertising [4, 5]. Especially, factor
like entertainment becomes more vital and relevant in high context culture like Malay-
sia, because people are more likely to use mobile advertising to satisfy their hedonic
and emotional needs and desire an entertainment and emotional driven advertising ap-
proach.
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Also, irritation emerged as a negative factor influencing users’ attitude towards mo-
bile advertisement, thus, H6, was supported. The negative effect of irritation especially
in similar context was in line with earlier extant researches by [4, 5]/ The result implies
that as mobile phones are regarded as very private, users will develop a negative attitude
if they believe mobile advertising is irritating [3]. Informativeness was found to have
no effect on users’ attitude towards mobile advertisement, thus, H4 was not supported.
This is contradictory to the results of [5]/ The findings of the study reveal that if the
information in the advertisement is perceived as relevant, timely, accurate and trust-
worthy, the users may not develop a positive attitude towards it. In addition to the above
factors, both attitude and subjective norm was found to have positive and significant
effect on consumers’ intention to purchase products and services as advertised in mo-
bile advertising, thus H8 and H9 both are supported. This is line with the previous re-
search [4, 5, 10]. As Malaysia is typical collective culture, peer influence in the form
of subjective norm is possibly to have more influence on consumers’ decision-making
process in collectivist cultures as compared to people in individualistic cultures.

There is no doubt that penetration rate of mobile globally has increased with leaps
and bounds and mobile phone as become an integral part of human lives. Advertising
business all across the globe are emphasizing on mobile phones as medium for com-
mercial purposes to develop and orchestrate new advertising platforms. Owing to the
relative low cost involved in mobile advertising as compared to other forms of medi-
ums. Moreover, these mobile phones are evolving 24/7 in respect to their size and their
capability to perform as task. Recognizing the main aspects that can influence the atti-
tude towards mobile advertising will not only contribute to the promotion of mobile
advertising and plan but also deliver a reference for the future development of mobile
advertising. These results draw some potential road map for future strategist while plan-
ning mobile advertising such as the mobile advertising industry should predominantly
note whether users are impartial in the mobile advertising. There could be several rea-
sons why users develop not a positive attitude towards mobile advertising such as either
the information is too much, it’s irrelevant, not timely etc. Mobile advertising industry
must amass valuable information to plan mobile advertisement for users in a right way
and at the right time. Furthermore, it should make the user feel that receiving mobile
advertising is useful. It can become a source to attract users for consumption. Also, the
designers of mobile advertisement should pay more effort on user readiness to receive
mobile advertising. Moreover, mobile advertising must be perceived as being easy to
use. The findings of this research can prove to be a steppingstone to make note of all
the above suggestion and factors while designing the mobile advertisement. Thus, it
can be said that if the mobile advertising industry can orchestrate mobile advertising as
per the above recommendations, it is believed that user purchase intention can be
boosted.

8 Limitations and Future Recommendations

This study aimed to examine how attitude and social factor like subjective norm
affect mobile advertising in an important Asia-Pacific market of Malaysia. Overall, we
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found that users factors like credibility, entertainment, irritation, perceived ease of use,
perceived usefulness about mobile advertising significantly influence users’ attitude to-
wards mobile advertising, which in turn positively and significantly influences consum-
ers’ intention. These results are consistent with previous research and provide addi-
tional empirical support for the theories of TAM and Ducoffe’s web advertising model
in the mobile advertising context.
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