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Abstract

As wireless technology develops, the rapid explosion of mobile phones along
with the technological development has created a whole new marketing
medium named mobile advertising. it is most widely adopted to promote the
products or services by the marketers. As more people start using this channel,
there is an increase in business competit‘io'n; In lthe face of competition, the
advertisers want to attract more users and increaée their market share.
However, in order to do this, advertisers need to build a good 'relationship with
consumers which can attract consumers accept mobile advertising via their
mobile phones, which is the key factor to achieve the market share. This study
aims to investigate the factors influencing Malaysian customer attitudes
towa_rds mobile advertising.' The significance of this study is to better
understand the customer demand. and to -allow oppor_tunity for mobile
advertisers to create better ways- in view .of offering better services to
customers. This research uses the descriptive reséarch design a'nci a primary
-method of data collection. In addition, SPSS'ZO is used to analyze the data.
SPSS was used to analyzé the déscripﬁve demographic and test the

relationship of the constructs.
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CHAPTER ONE: INTRODUCTION

Introduction

This chapter talks about the introduction. It begins from the background of the
': esearch and problem statement in Section 1.2 and Section 1.3 which discuss
the main issue for this study. Section 1.4 further outlines the objectives of
"séarch. Section 1.5 is the significance of the study. Addifionally, section 1.6
spells the lirhitation of study. Section 1.7 discusses the scope. Finally,

ion 1.9 is the outline of the research.

esearch Background

\dvances in communication technology impact the marketing methods and
ools: (Saeed,'et al., 2013). In recent years, the rapid development of mobile
er_nu:hications have Rapid developments in mobile means of communicatrion
ve: _I_:_)f'ought about new communication channel for the marketer to contact
Hnsumers (Javid, et al., 2012). Especially young generation regards
mobile phone as the multipurpose means of communication through
nding and receiving the text message, data, graphics, muéic and video and
0 on. These characteristics of the mobile phone stated that the mobile phohe
as_' one of the impbr“{ant features which meané of communication
Séadeghvaziri & Hosseini, 2011). When considering the marketing, the
"6bile phone is direct tool which can communicate with the targetrgroup at any

time in any place (Barnes & Scornavacca, 2010).

Based on the information obtained, there are 543 EDGEA/GSM networks

commercial operation from 198 countries in the world (eMarketer, 2010). In

“INTH International University (2011)



w days, global advertisement foray is from traditional communication of the
advertising to digitally led content advertising. The marketers find out the new
.growth which has extended beyond the traditional revenue. It includes online
iedium or new media, which has the content to a large audience use the
i;t]ital media communication devices and channels. Interactive media share
of measured advertising investment is increased year by yeér in the world (see
figure 1.1). Top brand use digital explore the customer awareness on digital
vertisement and show the top five digital advertisers in Asia (see figure 1.2).
om the figure 1.2, it shows that different digital channel and different Asian

.'rket have different level of credibility toward digital channel. Malaysia has

h:g_h‘er level of trust compare with Hong Kong and Singapore in digital
Vé’ﬁisement. After watching the advertising, there is about 64%
:_'pondents who recall the brand products and about 83% is interested in
rand in Malaysia (Malaysian Communication and Multimedia Commission,
011). Today, the mobile phone is a very important tool in customer's life.
: ime, the media has a habit use mobile phone promote the products and
[ _és. There are some types of digital media which has seen being used,

njbbile phone is 32% (see figure 1.3).

Jlé' phone has a great potential spread media during the day in UK. "UK
"hﬁérs usually use mobil-é phone acceésible media at the middle part of
Because people opened their mobile phone all the time, mobile
dvertising can become the better choice as the media channel. It is better
é__:fo create chance to contact the customer than TV or Internet for the
Q\}éNiéers. tn South Korea, Japan and China, many web accesses from the
'mobile stand for the PCs. Especially 85% of mobile users subscribed to the
obile Internet services in Japan. eMarketer stated that mobile advertising
'Spend reached USD19 billion at worldwide mobile marketing in 2012, and
- mobile message advertising spend reached USD14 billion which has from bulk

of the advertisement (see figure 1.4).

ANT! International University {2011}
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Figure 1.2: Digital Advertisers in Asia

Top 5 Digital Advertisers in Asia

Malaysia

Hong Kong Singapore Taiwan Thail and

- Source: “TNS Reveal Asia’s leading Digital Advertisers” by ADO! Marketing

Communications Magazine, 2012
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Figure 1.3: Types of Digital Media Seen Being Used

Types of Digital Media Seen Being Used

Dedicated YWebsites
Spensored Contents
Sanner Ads
Popup Ads
Mobile Fhanes
; Ernail
.. Ads i Video Games
:Alﬂsin virtual Worlds
Cthers

T T T I T T 1
0% 10% 20% 30% 40% S0%% 60% 7 0%
Percentage (%)

rce: “TNS Reveal Asia’s leading Digital Advertisers” by ADO! Marketing

mmunications Magazine, 2012

Figure 1.4: Mobile Advertising Spending Worldwide
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Source: “Mobile Advertising Spending Wortdwide by Format, 2007-2012” by eMarketer,
March 2008
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__aséd on the current trend, there are five countries’ revenue will reach
' S...D1 ,293 billion in 2015 (eMarketer, 2010). Their name is Germany, France,
'-If‘aly, UK and Spain. These countries will increase 950% revenue between
2010 and 2015 with 48% of the compound annual growth. Especially UK has
;-a..i';argest and advance market, and every company spend about UusD15, 000
"“0 uspD20, 000 ber annum about the campaign. In other words, other )
countries’ companies spend about USD10,000 to UsD15, _000 each year.
:'h_e-' total of these five coun-tries can estimated to gaih USD12'2,55'milIEon.
The mobile advertising revenues were reached USD212 million in Eufopean‘

_he' end of 2011.

According to the recent market development, USA and Japan and keep. their
po_sit’io'n as a market leader in mobile advertising. In addition, China and
th' Korea also have bee_n.ide'ntified mobile advertising as the next lucrative

ét. fn both countries, total spending _for compa_niés are USD$ 180 million

d there is 12.9 million subscribers which has response and purchase the
_Verifsement offer items. As this reason, {héré are many g[bba! brands take
tin this industry, such as Adidas, Nike, Procter & Gamble, Coca-Cola,
Micrbéoﬂ, Walt Disney, McDonalds and Sony Pictures. They will- use 2% or 3%
f their annual marketing budget promote the services and products from the

mobile advertising.

As the mobile phone has increased in its use, mobile advertisement has
‘become an important channel, which can to use wireless technology to
_Communicate with the customer in the marketing strategy (Nasco & Bruner,

.2007). Mobile advertising offers suitability for thé customer and it efficiency

NTI International University (2011)
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He marketer (Ma, et al., 2009).  In this field, especially SMS has been very
_u_ccéssful. Mobile SMS advertising become important role among the
:érketers since it is interactive and can personalize messages and it is

teractive (David & Jingjun, 2011).

21 Malaysian background

e Malaysian business envirbnme_n’t is becoming more competitive.  In order
remain its competitiveness, many companies strive to maximize their sales
Advertisement becomes one of the most popular tools to promote
sroducts and services. To-date, more and more companies orchestrating
!o er harmony between their advertisement messages and mobile

mmunication techn-ology. This new electronic advertising concept is

t :_t'ia[ about mobile advertising activities in Malaysia. Based on InMobi
't\"N_birk data, the report stated that the Malaysia mobile advertisement market
___.g're'w. by 37% to over one billion quarterly advertisement impressions in the
hi’_.r'_d quarter of 2011. Mobile advertisement impressions in Malaysia grew
more rapidly than global (32.6%) and regional (25.1%) averages. The market
for mobile device advertising doubled in 2013 to $17.9 billion and is on pace

__O_F strong gains this year, led by Facebook and Google, a market tracker said
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