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Abstract

The fast diffusion of mobile phones among the Egyptian consumers in genera|,
and the youth segment in particular, accompanied by the development in i
technologies and the growth in advertising spending worldwide, call for extensiye
investigation to the usage of mobile phones in advertising. This research aims 4
offering better understanding for the factors affecting the Egyptian youth consumers
attitude towards mobile advertisements, identify how the Egyptian consumers’
adoption decision is influenced by the attitude as well as investigating the moderating
role of gender on such relationship. This research depended on mixed research design,
through in-depth interviews and structured self-administrated survey with a sample of
214 respondents. The research findings show that perceived entertainment is the most
important dimension to the Egyptian youth consumers’ attitude towards mobile phone
advertisements and there is significant impact of four dimensions of attitude on the
consumers’ acceptance of mobile phone advertisements. -The paper ends with a

number of academic and managerial implications.
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purthermore, the importance of the youth segment is indisputable, as Narang
(2011) argued that such age segment is the main segment fueling the growth in less
developed countries with their purchasing power. Other researches confirmed this and
pointed out that their spending in USA expected to reach more than $208 billion on
2011, despite the decline in this segment population and the recession (Packaged
" facts, 2007) and they could be classified as global consumers, sharing similar

characteristics worldwide (Cleveland and Laroche, 2007).

This research has twofold objectives; firstly to investigate the attitude towards
mobile phones advertisements, secondly to examine the attitude impact on the

Egyptian youth consumers’ acceptance of mobile phones advertisements.

Literature Review

The concept of mobile advertising is about any form of marketing, advertising
0 . . " .
r sales promotion activity aimed at consumers and conducted over a mobile channel
Saad iri : : : i
(Saadeghvaziri and Seyedjavadain, 2011). Marketing over mobile phone increased

dramat; : y : .
matically since the new millennium with the growth in the Short Message Service
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}S):it)t’c: c;;g:ni\?.ﬁons started to send content to consumers over mobile phones
advertisements ro Iedeman‘n, 2?1 1). Apart from the fact that mobile phones
in mobije o e a.tmy piece of all other digital advertisement, but the growth

$ penetration promotes its usage in advertising and expected to grow

to repr i
Present 10% of the digital advertising market (Harter et al., 2010).



Literature emphasized the idea that althouéh the intentional behavioyr is
dominated by attitude toward the behaviour, subjective norms and perceived
behavioural controls but the key role is for the attitude (Ajzen, 1991). On the other
hand, an extensive literature exists on consumers’ acceptance models, starting with,
the Technology Acceptance Model “TAM™ (Davis, 1989), which focused on the
dimensions of perceived usefulness, perceived ease of use as well as other externa|
variables. Innovation Diffusion Theory “DIT (Rogers, 1995), focused on the impag
of relative advantage, compatibility, complexity, trialability and observaibility as Key
factors for the consumers’ acceptance. Finally, Venkatesh et al. (2003) introduced the
Unified Theory of Acceptance and Use of Technology (UTAUT), in which they
argued that the intentional response is based on; performance expectancy, effort
expectancy, social influence and facilitating conditions, while at the same time the

relationship between these factors and the intentional response is moderated by

gender, age, experience and voluntariness of use.

Literature on attitude towards mobile phones advertisements included:; Becker,
et al. (2006) who introduced a model for the factors affecting attitude towards mobile
advertisements, arguing that these factors are; Perceived Entertainment of Mobile
Advertisements, Perceived Informativeness of Mobile Advertisements, Perceived
Irritation  of Mobile Advertisements and Perceived Credibility of Mobile
Advertisements. While other researches focused on investigating one or more of these
factors affecting the attitude towards mobile phone advertisement as well as adding to
it other factors. Table (1) presents the key researches on attitude towards mobile
phones advertisements. While other researches tried to emphasis other dimensions of
the consumers’ response rather than attitude like; perceived usefulness subjective
norms (Bauer et al, 2005), (Vamnali, and Toker, 2010), advertisements appeals
(Drossos, et al., 2007) and perceived control (Bauer et al., 2005).

Moreover, literature discussed frameworks aimed at explain the reasons for
consumers’ response towards mobile phone advertisements, including; Vatanparast
and Asil (2007) explained that there are four main reasons for the consumer's decision
to accept mobile advertisements. These reasons are; message (content, creditability
and customization), media (price and policy) consumer (privacy, purpose and
performance), and device (interface, interactivity and intelligence). Karjaluoto et al
(2008) grouped the dimensions affecting the consumers’ acceptance of mobile
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Jdvertisements in; utility, context, control, sacrifice, and trust. Finally, Khan and Allil
(2010) introduced their model for Mobile Advertising Adoption, They argue that the
scceptance of mobile phone ads based on six main variables, which are; attitude
oward mobile advertisements, subjective norm for mobile advertisements, perceived
usefulness of mobile advertisements, compatibility with mobile advertisements,
controlling mobile advertisements, and awareness of mass advertisements,

The problem with these frameworks is that due to the complexity of the issue
of factors affecting consumers’ response to the mobile advertisement, as it has a large
aumber of variables affecting it, the different frameworks depended on collecting the
variables in the literature rather than following the grounded model development
procedures in developing a comprehensive framework for the phenomenon, ie.
combining qualitative and quantitative approaches (Deshpar;da, 1983), which resulted
in reducing the completeness of these frameworks. On the other hand studying
individual factors offers just a partial view to the phenomenon, which again call for a

grounded model following the theory development procedures.

Table (1) Key factors of attitude towards mobile phones advertisements

L. =8 AT T SR

| Perceived Soberman, 2004; | Contents of the

' Informativeness Saadeghvaziri and | advertisement i

L Seyedjavadain, 2011

Perceived Credibility Wiedemann et al, 2008, | Familiarity and trust in the

| Saadeghvaziri and | sender

et Seyedjavadain, 2011 |
Monetary Benefit Bojin and Ian, 2006; Xu 2006 | Rewards for receiving |

messages
| Perceived

1 Pietz and Storbacka, 2007; | Being funny and amusing
' Entertainment Saadeghvaziri, and Hosseini,

EP erceived Irritation Carroll et al.,, 2007; Suher, | Offensiveness, privacy and
' and Ispir, 2009 timing of ads
iperso"a“zatio“ Xu 2006; Al-alak and | Relevance and choice of
'r\, S Alnawas, 2010 the receiver

Amt}xde towards mass | Al-alak and Alnawas, 2010; | Feelings and thoughts of
o, Khan and Allil (2010) advertisement

The previous review for the literature highlighted the main research gap this
research tries to bridge, Firstly, the scarce in investigation of culturally-different
countries, ie. this research focus on investigating non-Arab countries, which

confirmed to have culture difference from the other previously investigated American,
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European and Far East countries (Hofstede, 1983). Secondly, the problem of most of
the previous researches in depending on a representative sample of the population
apart from the internal differences in the attitude of the different age segments within
the sample, leading to inconsistent results. This research investigates an important but

ignored segment of the consumers, which is the Egyptian youth segment.

Methodology

The argument that business research should depend on the “Mixed Research
Method™ approach, which combines qualitative and quantitative research methods to
overcome the weakness of each approach, and benefit of their strengths, had beep
documented in the literature (Deshpanda, 1983; Strauss and Corbin, 1999), This
research followed this approach in designing the research, as the research started with
the qualitative phase, which took the form of semi-structured interviews, by
interviewing a sample of eight youth customers. The interviews supported the
importance of the discussed variables in the literature, but questioned the significance
of the monetary benefits as it is not applicable in Egypt. This result for the interviews
support the validity of the dimensions and frameworks presented in the literature
(Churchill, 2010).

The quantitative approach depended on a cross-sectional survey via a
structured, self-administered questionnaire for a sample of Egyptian youtfn. The
questionnaire depended on valid and reliable scales used previously on the literature.
Table (2) presents the sources of the sale items. A Non-probability convenience
sample from Egyptian youth, aging between 16 to 24 years, was used as this type of
sample is more appropriate in Arab countries (Al-Katib et al., 1997). A completed
214 questionnaires were collected, The research objectives could be achieved using

this sampling type and size (Bartlett et. al., 2001; Hair et al., 2010).

Table (2) Scale items and its Cronbach’s Alpha coefficients

Din?lgnsidn m Ffioie

"’ ﬂ% 3 e Wl & B iy ALCITLY s A

Percewed Informatlveness Soberman 2004 3 0.747
Perceived Credibility Wiedemann et al., 2008 2 0761
Monetary Benefit Xu, 2006 2 )(_)_g?f,__,
Perceived Entertainment Pietz and Storbacka, 2007 2 _0_27;?/1
Perceived Irmitation Suher, and Ispir, 2009 2 0802
Personalization Al-alak and Alnawas, 4 0832
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,A,ma?ds Mass Media | Al-alak and Alnawas, 2 0719
‘ 2010 '
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Mobile Adve g Bauer et al. 2005 3 0.886

Results and Discussions

Reliability of the scale items had been assessed using Cronbach's alpha
coefficient, Table (2) presents the results, which show high reliability for the scales

sed (Hair et al, 2010). The sample had 137 males (64%) and 77 females (41%),

which indicated that the sample is biased towards males. as the actual gender split of

males to 49% females (CAPMS, 2010).

the population is 51%
sults related to the first research objective regarding

Table (3) presents the re

indentifying the level of importance of the different attitude dimensions and whether

the cognitive or the affective factors are more impotent. The most important

dimensions of the attitude towards mobile phones advertisements for Egyptian youth
rtainment, attitude towards mass media and perceived irritation,
these results are in line with the results of Waldt et al. (2009) who found that

ritation are the most two important for south African youth. On

were perceived ente

entertainment and 1
the other hand the least important dimension was monetary benefits, and this could be

justified based on the fact that it is not offered in Egypt. Unlike other researches

(Tsang et al., 2004; Xu, 2006), which highlighted the importance of on the perceived
creditability, the perceived creditability had a moderate importance for the Egyptian

could be justified based on the age of the sample, as younger ages tend to

youth, this
information

be affected more by their feelings and emotions (affective) rather than
and beliefs (cognitive) (Hawkins and Mothersbaugh, 20*). This is additionally
confirmed by the results of importance level of the cognitive dimensions (3.53)

(Informativeness, Benefit and Credibility) compared to the affective dimensions
(3.88) (Entertainment, [rritation, Personalization and Attitude towards mass media)
Table (3) Rank of lmportance for Attltude towards moblle advertisements

[Dimension 200 s iean. ~ Rank
Perceived [nformatweness 3.67 _______5_*__,
Perceived Credibility 3.84 WL W

Monetary Benefit 3.07 7
Perceived Entertainment - - i RN ST
Perceived Irritation* ST R e
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Attitude towards mass media 4.02 2

& Scale had been reversed

P}gr___;a@gaaon 341 6

To achieve the second research objective, i.e. identify the impact of the seven
main attitude dimensions on the acceptance of mobile phones advertisements,
regression analysis was recommended to be used (Hair et al, 2010). Table (4) presents
the results, confirming the significant relationship between four of the attitude
dimensions and the acceptance, and indicating that 28% of the overall acceptance
decision could be justified based only on the attitude. Only the Perceived
Entertainment, Perceived Informativeness, Perceived Credibility and Perceived
Irritation were found to have a significant impact on the acceptance of mobile phone
advertisements, while Monetary Benefit, Personalization and Attitude towards mass
media. These results are in line with most of the results in the literature (Tsang et al.,
2004; Xu, 2006; Waldt et al., 2009). The low level of the justification power in the
purchase intentions based on the four celebrity endorser characteristics could be
attributed to the fact that acceptance is a complicated dimension where lots of other

variables in addition to the attitude affecting it (Venkatesh et al., 2003).

Table (4) Regression results for Justice Dimensions and Perceived
Fairness

Dependent |
‘Variable |  Independ B 1g-ih R
Acceptance Informativeness 0.190 | 4.301 | 0.004 0.28

Credibility 0,186 | 4.206 | 0.016
Monetary Benefit 0.006 | 0.135 | 0.194
Entertainment 0.203 | 4.581 0.000
Irritation ' 0.147 | 3.236 0.001
Personalization 0.017 | 0.343 | 0.343
Attitude towards mass media 0.023 | 0.524 | 0.261 g T

Finally to investigate the moderating effect of the gender on the relationship
between the attitude towards mobile phone advertisements and consumers’

acceplance, the partial correlation technique had been used to measure such

moderating effect (Hair et al., 2010). The results did not support a significant

moderating effect for gender on such relationship. These results are in line With

Saadeghvaziri and Seyedjavadain, (2011) which did not find any significant impact
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he consumers’ demographics on the attitude towards mobile phone

for 1
ments except for those self-employed.

ad\lertise

Table (5); The moderating effect of gender on the attitude-acceptance

relationship_

Acceptance

Conclusion and Recommendations

This research confirmed that Perceived Entertainment dimension is the most
important dimension to the Egyptian youth consumers’ attitude towards mobile phone
advertisements. This research also shows that the affective component of the attitude
is more important than the cognitive component. The results also confirmed a
significant impact of four dimensions of attitude on the consumers’ acceptance of

mobile phone advertisements with no difference between males and females.

When targeting Egyptian youth with mobile phones advertisements marketers
are advised to make such advertisements highly entertaining and at the same time not
irritating for them especially with respect to having a prior permission for the
consumers before sending these advertisements. Marketers are also advised to profile
the chosen segment that is going to receive the advertisements very well as the
information in the advertisement plays a key role in acceptance of mobile
advertisements. Finally, as the creditability of the source of the message proved to
have significant impact on the consumers’ acceptance, marketers are adviced to
depend on opinion leader to spread the mobile advertisements though offering them
certain rewards and incentives in order to increase the trust in the advertisement,

hence develop higher acceptance for it.

Finally, several opportunities for future research exist for this topic; firstly,
developing a grounded model for the consumers’ acceptance of mobile phone
advertisements, secondly comparing between the effectiveness of different types of
digital advertisements in order to identify the best approach to achieve the desired
response. Thirdly, investigating and comparing different context, i.e. other age

Segments of the society and different types of products. Finally, other types of
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responses as well as the actual rather than the intentional behavior should be

investigated longitudinal rather than cross sectional research methodology.
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