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Abstract:

This research investigates factors that may affect the level of acceptance of
mobile marketing and determines if there is a relationship between these
factors and level of acceptance of mobile marketing. It separately
investigates the most influential factors affecting the level of acceptance.
This research was to investigate as well if there were differences in the
readiness of undergraduate students regarding acceptance and factors
leading to acceptance in terms of gender, age, education and place. The
research depends upon a sample of undergraduate students studying in
universities. The researcher employed statistical techniques such as
descriptive, correlation analysis, linear multiple regression, one-way
ANOVA, and the post hoc test. The main findings from this research are
that factors affecting acceptance were related to the level of acceptance of
mobile marketing in the research field of reality. There is a significant
difference between undergraduate students regarding factors affecting
acceptance of mobile marketing; also there is a significant difference
between undergraduate students regarding their readiness of acceptance in
terms of some demographic characteristics.
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Introduction

As technology continues to advance, communication channels will
continue to grow and change. Since its launch, the internet has conquered
all the aspects of human life. The way people access information, share
information, communicate, and interact with each other has been
drastically modified. In addition, the internet contributed erasing
geographical barriers and reducing the factors of space and time.

Driven by the fast changing technological developments, today’s
business environment has viewed increased mobility and an obvious
increase in the use of mobile devices by consumers. In light of these
developments, mobile marketing industry has grown significantly and is
set to continue growing (Persaud & Azhar, 2012).

The high global penetration of mobile communication devices is
only one indicator of the high potential of marketing via mobile.
Moreover, the specific characteristics of the mobile phone allow for
marketing measures not realizable by the use of other media.

Thus, marketing via mobile supports both the marketers and
consumers because marketers can increase their client base as they can
access several consumers of different identities and various geographical
areas, while consumers will also have a wide range of products choices
Also marketing via mobile is still at its opening but has an immense
potential to grow as the environment experiences further technological
advancements (Chinomona & Sandada 2013). So,the purpose of this study
is to gain more understanding about the factors of the mobile marketing
acceptance, these factors are drawn from Two theoretical areas (the
technology acceptance model (TAM) and uses and gratifications theory)
which study the interaction between users and technology, and have been
widely applied in the marketing literature to explain individual behavior
related to the adoption and usage of technology.

(1.1) Research framework:

1- Research Problem:

As marketing via mobile is a promising strategy, several
facts can explain why marketing via mobile works as a kind of framework,

11



The Antecedents Of Effective Mobile Marketing
For Strengthening Consumers' Chances Of Mobile

Alaa Elsayed Elsayaad
.Marketing Acceptance 4 4

a glue between all the other media (points of sale, events, TV, radio
outdoor, online etc.).

This strategy recorded an 82.8 % growth rate in advertising through
mobiles during 2012, with 7.5 billion users in 2014 that reached 8.5 billion
users by the end of 2016 (Internet Advertising Bureau — iab).

Moreover, marketing via mobile spending in Middle East and North
Africa reached 85 million and 50 million euro in 2012 and 2013
respectively. The Egyptian ministry of communication reported that from
October 2015 to November 2015 the mobile subscription increased from
93.13 million to 93.67 million at monthly change rate 0.58. At the same
interval time period, mobile penetration increased from 106.72% to
107.17% at annual change rate 0.45 (Egyptian ministry of communication
Report of, 2015).

According to The Statistical Portal (2016), the number of smart
phone users is forecast to reach 2.08 billion in 2016, and the number of
users worldwide is expected to pass the five billion mark by 2019. So, it’s
no wonder that mobile advertising will represent 72% of all US digital ad
spending by 2019.

By the end of 2020, the world will have over 55 million mobile
devices, opening up huge possibilities and new types of applications for
their users. Mobile technologies can be used for other tasks besides
communication. They can allow consumers to acquire products and
services, when they want and where they are (Coursaris; Sung: Swierenga,
2010).

From these indicators the researcher came to the result that while
mobile marketing is an increasingly important promotional vehicle with
some significant advantages over traditional media, many marketers have
failed to use mobile marketing effectively. This poor performance is
evidenced by high bounce rates, low completion rates, and poor average
sales in comparison to laptop and desktop-based promotions.

To summarize, the research problem can be expressed in the
following statement:

"Weak readiness of smart phone users to accept the marketing offers
provided by the mobile in comparison to laptop and desktop-based
promotions".
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The problem statement raises several questions:

» What are the most important factors affecting consumer's
readiness to accept marketing via mobile? And to what extent does the
relative importance differ between these factors?

» Is there any effect of these factors on the marketing via mobile
acceptance?

2-Research objectives:

According to what have been demonstrated so far, this study aims
mainly to reach the following objectives:

1- To identify the type and strength of the relationship between
marketing via mobile and factors affecting consumers' acceptance.

2- Determine factors that have the most influential effect on
marketing via mobiles.

3- Determine if there are any differences among undergraduate
students' perception regarding factors affecting consumers' acceptance of
mobile marketing in terms of their demographic characteristics (gender,
age, education).

4- Develop a new model of marketing via mobiles in the online
networking environment to enhance theory and contribute to the body of
research on mobile marketing acceptance.

3-Research Importance:

1. According to the knowledge of the researcher, there is a little
research published in the area of consumers' acceptance of marketing via
mobiles.

2. The results of such research would help mobile advertisers design
various interactive tools to increase accepting mobile advertising on web
sites and webpages, also would allow marketers to directly send pictures or
videos of products and to answer customer questions and queries. So, this
research can help both of them to effectively communicate with each
other's.

3. This quantitative study extends the academic knowledge of
marketing via mobiles by testing whether some factors influence
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consumers' readiness to Accept Marketing via mobiles some but not
others.

4. This research will give mobile advertisers information regarding
critical variables that have influenced a consumer to accept an
advertisement via mobiles, to increase this acceptance and therefore reduce
wastage of media spending.

5. The study will provide useful information to marketers who will
able to access several consumers at any time and establish close relations
with consumers and this helps to influence purchase, also helps consumers
to access to wide range of diverse information about varied products and
Services.

4- Research hypotheses :

H1: There is no significant relationship between consumer's
readiness factors (providing information, risk avoidance, customer
innovativeness, perceived usefulness, accessing content, demographic
differences) and marketing via mobile acceptance.

H2: Consumer's readiness factors have the same impact on
marketing via mobile acceptance.

H3: Marketing via mobile acceptance not significantly differs
according to consumer's demographics (age, gender, education and place).
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Figure (1) Research Conceptual Model
Independent variables Dependent variable
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Source prepared by researcher according to literature review

5-Research limitations

» Academic limitation: The study will focus only on investigating
six main factors affecting marketing via mobiles acceptance, other factors
will be excluded that could contribute to explaining the problem of the
study.

» Field limitation:
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The study will be applied on two universities in Egypt; one of which
belong to the governmental sector (Zagazig University) and the other
belong to the non-governmental sector (Future University).

(1.2) Research literature:

(A) Framework

1. Mobile marketing

Some scholars define mobile marketing as the use of mobile to
personal information; provide others with specific locations, one-to-one
communication, and for entertainment (Bauer, 2005; Gao et al., 2010).

The Mobile Marketing Association (MMA), a global spearhead in
stimulating mobile marketing through mobile devices labels mobile
marketing as, “the usage of wireless media as an integrated content
delivery and direct response vehicle within a cross media marketing
communication program” Vatanparast (2010). Keegan and Schlegelmich,
(2001) explained that marketing distribution channels can be regarded as
the method which is used for enterprises placing products into the market
for consumers to use. Marketers need to defined tactics aimed at driving
some awareness to attract the interest of their customer base and prospects.
Some of the channels that marketers can consider using in distributing
their products to consumers using the mobile platform are:

Short Message Services
Multi-media Services (SMS/ MMS)
Mobile Web

Mobile Applications (mobile apps)
Mobile Ads

Mobile Tagging

Quick Response (QR) Codes

Mobile marketing is a set of marketing practices that use wireless
mobile technologies and networks to create personalized and interactive
communication between an organization and its target audience, resulting
in value creation for both parties Maduku(2016).
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Marketing via mobile is the use of wireless media as a delivery of an
integrated content and a direct interaction means in a cross-media
marketing communication program and in a world where everything is
mobile, more and more people talk about the any area anywhere, anytime,
any device, any channel, any product, any event and any me (Mobile
Marketing Association, 2008).

The mobile marketing Association recently redefined marketing via
mobile as "a set of practices that enables organizations to communicate
and engage their audience in an interactive manner through any mobile
device or network”. Sometimes mobile marketing is called wireless
marketing (MMA, 2011).

2. Factors affecting the readiness of consumers

Since mobile communication is readily available from any place and
at any time, it creates some value through its convenience (Mohammed,
2010). This offers some businesses with the special ability to market at any
time and location. past studies have focused their analysis of mobile
marketing acceptance on various consumer characteristics, such as
demographics (Muk & Chung, 2015; Unal, Ercis, & Keser, 2011),
innovativeness (Feng et al., 2016), and risk avoidance (Sultan et al., 2009).
Nevertheless, according to Persaud and Azhar (2012) only studying the
influence of these characteristics is insufficient, because there are other
variables also need to be examined. The researcher identified three distinct
dimensions of mobile marketing acceptance, which are providing
information, accessing content, and perceived usefulness. For explaining
consumer acceptance of mobile marketing this study factors are different
from previous mobile marketing acceptance in that they pertain
specifically to things that might prime or condition consumers toward
acceptance of marketing via mobiles.

The researcher suggests that continued consumer acceptance of
mobile marketing practice in a large and influential market such as Egypt
will be driven by six antecedent factors including (Perceived usefulness,

Providing information ,Consumer innovativeness, Risk avoidance ,
Accessing content and Demographic variables) these factors are drawn
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from two theoretical areas (the technology acceptance model (TAM) and
uses and gratifications theory) which study the interaction between users
and technology, and have been widely applied in the marketing literature
to explain individual behavior related to the adoption and usage of
technology.

(B) Literature Review

Previous studies

There have been extensive international researches that examine and
analyze the importance and influence of the factors affecting consumers'
readiness to accept marketing via mobiles. These studies provide the
theoretical basis for this study.

Bauer et al. (2005) identified that attitude, social norm and perceived
value are the critical success factors of marketing via mobile acceptance
while Cheong & Park (2005) found that the critical factors for the
acceptance are attitude, perceived value, and perceived enjoyment.

Nysveen et al. (2005) mentioned that perceived expressiveness,
normative pressure, ease of wuse, perceived usefulness, perceived
enjoyment, and behavioral control are the success factors of marketing via
mobile acceptance, while Rohm & Sultan (2006) pointed out that the
factors are risk avoidance, permission to interact, attitude, usage
properties, and innovativeness.

According to Hong et al. (2008) the most influential factors for
marketing via mobile acceptance are attitude, ease of use, and perceived
enjoyment. Amin (2008) considered that amount of information, Perceived
usefulness, Ease of use, perceived Credibility are the critical success
factors for marketing via mobile acceptance; however, Sultan et al (2009)
showed that risk acceptance, providing information, accessing content
,personal attachment are the most critical success factors of marketing via
mobile acceptance.

On the other hand , Jayasingh & Eze (2009) found that perceived
usefulness, perceived credibility, social influence are the key drivers of
marketing via mobile acceptance, while according to Bosnjak et al (2010)
the main antecedents of marketing via mobiles acceptance are perceived
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usefulness, perceived value, enjoyment, trust, perceived cost, attitude,
personal attachment and self-harmony.

Gao et al. (2010) suggested that accessing content, sharing content,
providing information, risk acceptance, personal attachment are considered
valuable motivations that lead to marketing via mobile acceptance.
However, Ashraf & Kamal (2010) demonstrated that permission to
interact, usage properties, privacy, personal attachment, attitude&
innovativeness are the key motivators of marketing via mobile acceptance.
Ismail&Razak (2011) illustrated that perceived usefulness, subjective
norm, attitude, ease of use, family & friends, perceived enjoyment,
perceived image are factors that lead to marketing via mobile acceptance.
while Du Peng (2012) pointed out that risk degree, accessing Content,
sharing content, personal attachment, providing information are leading
factors to mobile marketing acceptance.

Furthermore Parrefio et al. (2013) concluded that attitude, irritation,
perceived usefulness, entertainment are the most antecedents factors of
marketing via mobile acceptance. On the other hand, Chinomona &
Sandada (2013) indicates that antecedents of marketing via mobile
acceptance are providing information, sharing content and accessing
content. According to Al-Meshal and Almotairi (2013) the key indicators
of marketing via mobile acceptance are providing information, accessing
content, personal attachment, perceived value and sharing content.

While Gao et al (2013) found that ease of use, personal attachment,
perceived usefulness, risk avoidance, innovativeness, and attitude are the
main indicators marketing via mobile acceptance.

In addition to , AL- Khasawneh and Shuhaiber (2013) investigate
that the major factors of marketing via mobile acceptance are providing
information, enjoyment, privacy, brand familiarity, personalization,
subjective norms, incentives, consumer control, and clarity. Toraih& Al-
Saeed (2014) identified that the most major success factor of mobile
marketing acceptance are ease of use, privacy, providing information,
accessing content, sharing content, and risk acceptance.

Gao&Zang (2015) found that entertainment, personalization,
incentives, irritation, attitude, and credibility are considered as the most
influential factors of marketing via mobile acceptance. Finally, according
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to Muk& Chung (2015) the key factors of marketing via mobiles
acceptance are entertainment, irritation, personalization, attitude, incentive,
and credibility.

Commenting on previous studies

By reviewing studies that explored the area of accepting mobile
marketing by consumers, the researcher came to a set of results.

- These previous studies were conducted within the time period from
2005 to the present time in various countries and territories including Arab
Countries.

-There is a general agreement between researchers about mobile
marketing as a constant companion to the consumer, a gateway to a
relationship between the consumer and the retailer, making it an ideal
supplementary channel for distance selling and physical retailing. Instead a
limited number of studies presented findings on describing best
demonstrated practice on how to implement successful mobile marketing
from a single media or channel perspective, and how firms could realize
potential in mobile marketing, and resources and competences to facilitate
such actions.

-There is a general difference between previous studies in terms of
numbers of factors employed in explaining mobile marketing acceptance;
some used two or three antecedents while other studies used ten variables
in explaining acceptance.

-This study is similar to previous studies in its effort to investigate
the most important factors that may affect the readiness of consumers to
accept marketing via mobile.

-In general, this study differs from previous studies as it employed
seven factors that explained the readiness of consumers to accept
marketing via mobile, to build a comprehensive model of variables
explaining mobile marketing, this yielded a significantly higher explained
variance than previous mobile marketing acceptance studies and also in the
field where the study will be applied.

- In specific, the research employed new variable demographic
differences as a factor that may affect mobile marketing that has been
looked at in the context of traditional media (TV, radio, magazine) but not
in marketing via mobile.
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- According to the knowledge of the researcher there is no any study
about that topic in the Arabic area. So this study will be the first one within
the context of Egyptian culture.

(1.3) Research Methodology:

1- Research Method:-

The present research adopts the quantitative research method as this
research is considered descriptive in nature and the researcher wants to get
the benefits of applying the quantitative research method.

2-Research Population and Sample:-

(a) Research population:-

The target population for this research was basically composed of
young Egyptian mobile users represented in undergraduate students in the
selected universities as follows;( Zagazig University, Future University).

(b)Sample and Sampling procedures:-

The sample method utilized was non- probability sampling.. The
sample was divided disproportionally between the two universities because
the disparity between their sizes was put into consideration.

3-Data Collection methods:-

The researcher started to distribute the questionnaire translated into
Arabic among respondents by using an on-line survey to collect data as the
research topic is highly relevant to the medium used, and it enabled quick
and accurate gathering of survey information with minimal cost.

Table (1) Response rate of distributed questionnaires:

~ Distributed 220 220 440
~ Returned 216 212 428
~ valid 200 187 387
~ Response rate 92% 88% 90%

Source: prepared by researcher
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4-Instrumentation:-

The instrument of collecting data for this study was a questionnaire
that consisted of three major parts. (A); marketing via mobiles acceptance.

(B); factors affecting the acceptance.(C); asked for personal
information.

The answers could be given by using a five-point Likert scale
ranging from 1= strongly disagree to, 5= strongly agree.

Finally, Reliability and validity tests were performed on the research
instrument using the SPSS Cronbach Alpha test. The results came back
with alpha coefficients of more than (0.7) and total Validity is (0.859)
which indicated high reliability and validity.

5-Research variables:-

Dependent variable :-
—Marketing via mobile acceptance
Independent variables:-
—Providing information
—Risk avoidance
—Customer innovativeness
—Perceived usefulness
—Accessing content
6-The Reliability and Validity of the Questionnaire:-
The results of reliability analysis revealed that most of item-total
correlations were above 0.30 for all items in the questionnaire.
On the other hand, alpha coefficients were more than 0.60 for all

scales used in the questionnaire which is acceptable and assure the internal
consistency between items in the questionnaire.
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Also, the study results come back with the total coefficient of
stability (alpha cronbach) for the total questioner is (0.739) and total
Validity is (0.859) which indicated high reliability and validity.

7- Statistical techniques:-

Data analysis was implemented by program (SPSS) version 20 using
the following statistical techniques.

e Central Tendency Measures.

e Measures of Dispersion.

e Reliability Analysis (Alpha Correlation Coefficient)

e Correlation Analysis (Pearson correlation coefficient )
e Multiple Regression analysis (linear).

e T-test and F- test

¢ One - Way Analysis of variance (One - Way ANOVA)
e Tukey Post hoc test

(1.4)Data testing & analysis:

Testing the Study’s Hypotheses:

Research Hypothesis 1 :

HO1:"There is no significant relationship between consumer's
readiness factors and marketing via mobile acceptance".

The results indicated in Table (2) are as follows:-

H1.1: There is a positive relationship between Mobile Marketing
Acceptance and providing information. The correlation coefficient (0.464)
it was statistical significance at level 0.01.

H1.2: There is a positive relationship between Mobile Marketing
Acceptance and accessing content. The correlation coefficient (0.431) it
was statistical significance at level 0.01.

H1.3: There is a positive relationship between Mobile Marketing
Acceptance and Risk avoidance. The correlation coefficient (0.201) it was
statistical significance at level 0.01.

H1.4: There is a positive relationship between Mobile Marketing
Acceptance and Customer innovation. The correlation coefficient (0.373)
it was statistical significance at level 0.01.
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H1.5: There is a positive relationship between Mobile Marketing
Acceptance and Perceived usefulness. The correlation coefficient (0.446) it
was statistical significance at level 0.01.

Table (2) correlation between Mobile Marketing Acceptance and
both of (providing information, accessing content, Risk avoidance
,Customer innovation, Perceived usefulness).

Items Pearson Correlation |Sig. (2-tailed)
providing information 0.464" 0.000

accessing content 0.431" 0.000

Risk avoidance 0.201" 0.000
Customer innovation 0.3737 0.000

Perceived usefulness 0.446 " 0.000

Source: statistical results .

HO02: "Consumer's readiness factors have the same impact on
marketing via mobile acceptance”. Table (3) shows the values of
independent variables coefficient and found that the model variables are
statistically significant at a confidence level (0.95).

As a result, the null hypothesis is rejected and the alternative
hypothesis that the independent variables have real value coefficients
different from zero is accepted and they have areal impact on mobile
marketing acceptance.

As a result, the null hypothesis is rejected and the alternative
hypothesis that Consumer's readiness factors have not the same impact on
marketing via mobile acceptance.
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Table (3) Model Summary
Model Summary

Adjusted R Std. Error of the
Model R | R Square Square Estimate

1 .840 .707 .698 7.19434

a. Predictors: (Constant), perceived usefulness, Risk avoidance,
providing information, customer innovation , accessing content

Source: statistical results.

From table (3) it is clear that total correlation (R) was (0.840) This
correlation is medium, the coefficient of determination (Adjusted R
Square) was (0.698) that mean the independent variables explain 69.8% of
any changes in Mobile Marketing Acceptance, the regression model is
statistically significant when the F-test was (42.387) it significant at level
(0.02).

Table (4) the values of independent variables coefficient.

Coefficients?

Unstandardized Standardized

Coefficients Coefficients

Std. Error Beta t Sig.

(Constant) 3.704 3.488 .001

providing information .057 272 8.667 .000

accessing content .061 173 4.787 .000

Risk avoidance .048 .091 4.104 .000

customer innovation 081 .097 4,580 .000

perceived usefulness 064 117 3.703 .001

a. Dependent Variable: Mobile Marketing Acceptance
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The previous table (4) shows the null hypothesis is rejected and
alternative hypothesis accepted; that the independent variables affect
Mobile Marketing Acceptance.

HO03: Marketing via mobile acceptance not significantly differs
according to consumer's demographics (age, gender, education and place).

H3.1: Marketing via mobile acceptance not significantly differs
according to consumer's education (governmental sector, nongovernmental
sector). table (5) showed that: There are significant differences between
the governmental sector and the nongovernmental sector in the Mobile
Marketing Acceptance in favor of the nongovernmental sector. The
average of the Mobile Marketing Acceptance was 56.71 degrees, with
Standard deviation about 8.19 degrees, while the average of the Mobile
Marketing Acceptance in the governmental sector was 52.13, with
Standard deviation about 8.38 There was an increase in the average of the
Mobile Marketing Acceptance about 4.58 in favor of the nongovernmental
sector. This increase was significant Where the value of "T" about 5.435,
which have a statistical significance at level 0.01.

Table (5) Results of a significant test of the differences between the
respondent's governmental sector and the nongovernmental sector in
readiness to Accept Marketing via Mobiles.

Std. | Std. Error Sig. (2-
Mean |Deviation| Mean tailed)

Sector

nongovernmental 56.7112| 8.18549 | .59858 0.000

Governmental 52.1300| 8.37999 | .59255

Source: statistical results

H3.2: Marketing via mobile acceptance not significantly differs
according to consumer's gender (male, female).

Table (6) showed that: There are Non-significant differences
between the male and the female in the Mobile Marketing Acceptance in
favor of male. The average of the Mobile Marketing Acceptance was
54.54 degrees, with Standard deviation about 8.58 degrees, while the
average of the Mobile Marketing Acceptance in the female was 54.03,
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with Standard deviation about 8.45 There was an increase in the average
of the Mobile Marketing Acceptance about 0.51 in favor of the male. This
increase was Non-significant Where the value of "T" about 0.570.

Table (6) Results of a significant test of the differences between the
Male and the Female in readiness to Accept Marketing via Mobiles.

Std. Std. Error Sig. (2-

gl Mean Deviation Mean tailed)

Mobile Marketing Male 54.5397| 8.68094 .56152 .569

Female 54.0270| 8.45391 .69491

Source: statistical results

H3.3: Marketing via mobile acceptance not significantly differs
according to consumer's ages. Table (7) showed that there are significant
differences between ages of the respondents in the Mobile Marketing
Acceptance in favor of ages 19-20, the average of the Mobile Marketing
Acceptance was 60.06 degrees, with Standard deviation was about 6.19
degrees.

While the average of the Mobile Marketing Acceptance in the (21-
22) was 53.92, with Standard deviation about 7.91, while the average of
the Mobile Marketing Acceptance in the 23-24 was 53.58, with Standard
deviation about 7.74, while the average of the Mobile Marketing
Acceptance in the 17-18 was 48.94, with Standard deviation about 10.58,
There was significant increase in the average of the Mobile Marketing
Acceptance favor of ages 23-24,Where the value of "F" about 20.349
which have a statistical significance at level 0.01.
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Table (7) Results of a significant test of the differences between the
ages of the respondents in readiness to Accept Marketing via Mobiles.

Std. Std.
Mean Deviation Error

48.9412| 10.58378 |1.48203
60.0556| 6.19834 .73048
53.9219] 7.91375 .57113 |20.349].
53.5833| 7.74733 .91303
54.3437] 8.58745 43652

Mobile Marketing
Acceptance

Source: statistical results

H3.4: Marketing via mobile acceptance not significantly differs
according to consumer's Places of residence (Capital, center, city and
village).

Table (8) Results of a significant test of the differences between the
respondent's Places of residence in Readiness to Accept Marketing via
Mobiles.

Age Std.
Mean Deviation

Village 52.573819.36312
City 53.9043 |7.84400
Center 54.6625 [8.30120
Capital 56.8901 |7.95327
Total 54.3437 |18.58745

Mobile Marketing
Acceptance

Source: statistical results.

Table (8) showed that there are significant differences between Place
of residence in the Mobile Marketing Acceptance in favor of Capital, The
average of the Mobile Marketing Acceptance was 56.89 degrees, with
Standard deviation about 7.95 degrees, while the average of the Mobile
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Marketing Acceptance in the center was 54.68, with Standard deviation
about 8.30, while the average of the Mobile Marketing Acceptance in the
city was 53.90, with Standard deviation about 7.84.

while the average of the Mobile Marketing Acceptance in the

village was 52.57, with Standard deviation about 9.36, There was
significant increase in the average of the Mobile Marketing Acceptance
favor of Capital, where the value of "F" about 4.641 which have a
statistical significance at level 0.01.

(1.5) Results & Recommendations:

(A) Results:

10.

There is a positive relationship between the acceptance of mobile
marketing and the factors (Providing information, risk avoidance,
customer innovativeness, perceived usefulness, accessing content,
demographic differences).

There is a positive relationship between Mobile Marketing
Acceptance and accessing content

There is a positive relationship between Mobile Marketing
Acceptance and risk avoidance.

There is a positive relationship between Mobile Marketing
Acceptance and customer innovativeness.

Th
ere is a positive relationship between Mobile Marketing Acceptance
and perceived usefulness.

Consumer's readiness factors have different impact on marketing via
mobile acceptance.

Marketing via mobile acceptance significantly differs according to
consumer's demographics (age, gender, education and place).

There are significant differences between the students of
governmental sector and the nongovernmental sector toward Mobile
Marketing Acceptance in favor of the nongovernmental sectors.
There are not significant differences between the male and the female
toward Mobile Marketing Acceptance in favor of male.

There are significant differences between ages of the respondents
toward Mobile Marketing Acceptance in favor of ages (19-20).
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11.

12.

13.

14.

1.

There are significant differences between Places of residence in the
Mobile Marketing Acceptance in favor of Capital.

The main conclusion is that all the research constructs (providing
information, customer innovativeness, accessing content, perceived
usefulness, risk avoidance) have a significant influence on mobile
marketing acceptance.

Another key finding from the research is that there are Non-
significant differences between the male and the female in the Mobile
Marketing Acceptance but there is differences in favor of male .This
is further revealed as most respondents preferred to receive only one
marketing message per day whilst a sizeable proportion did not want
to receive mobile marketing notifications at all as they consider the
messages annoying.

The mobile advertising industry impacts a consumer every time a
new message is received by the customer. This is especially relevant
since mobile is such a personal medium and is always present with
the customer. Unlike other media an advertising message on mobile
is to be received first even if the consumer does not read or pay
attention to the message.

(b)Recommendations:-

Mobile marketers must take care that if users feel their privacy has
been violated they will avoid the ads risk, they must state clearly
how their information collected and used and keep them up to date
with privacy changes.

Mobile advertisers must design various interactive tools to increase
accepting mobile advertising on web sites and webpages, also would
allow they should directly send pictures or videos of products and to
answer customer questions and queries so; both of them can
effectively communicate with each other's.

Mobile advertisers must build trust in their information they
introduce and collected through ads, make sure of the sufficiency of
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their information and confirm that their ads provide a true picture of
their products.

4. Advertisers should make their ads useful for users as much as they
can, to make their ads related to the users personality, matching with
their values, opinion and attitudes.

5. Mobile marketers must take into consideration the nature of mobile.
It is a place of social interaction more than a place of commercial
exchange. So, they should deliver a small number of highly targeted
ads instead of a large number of advertisements .

6. Mobile Marketers should track their conversion rates and understand
their market better, because mobile device users often send their
feedback immediately.

7. Risk perception in the context of mobile marketing mainly results
from the fear of data misuse and the reception of unwanted mobile
marketing messages

8. Marketers should definitely be advised against using impersonalized
mass messages for communicating advertising content.

(1.6 ) Opportunities for Further researchers:-
The researcher suggested the following pointes :

= It would be useful to conduct an experimental study that directly
measures actual acceptance readiness through mobile.

= A comprehensive study will be needed to examining the effect of
different acceptance reasons.

= Further research is also needed on the concept of permission
marketing.
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= Finally, cross-cultural studies in the domain of mobile marketing

are still quite scarce.
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Questionnaire

Dear students /After Greetings...

You are being asked to take part in completing a questionnaire
related to a study titled Factors Affecting Consumers' Readiness to Accept
Marketing via Mobiles "An Applied study”. Your participation is
voluntary and responses will be confidential and used for the current
research purpose only. Thank you ......

Questionnaire
Dear students /After Greetings...
You are being asked to take part in completing a questionnaire related to a
study titled Factors Affecting Consumers' Readiness to Accept Marketing
via Mobiles "An Applied study”. Your participation is voluntary and
responses will be confidential and used for the current research purpose
only. Thank you ......

38



Volumes 2 Science Journal for Commercial Research April 2021

Question One:- Please think carefully about each statement.

Opinion
Statre)ment S'cArgpeg];y Agree Neutral Disagree gtlggg?z

1- | receive information about certain
products on mobile.

2- | receive offers on mobile from
companies related to an event | am
attending.

3- 1 receive  solicitations from
companies to whom | gave my
permission.

4- | like to take part in mobile
marketing promotions.

5- I receive mobile Ads Appear when |
search google.

6- | receive mobile information
products especially | am interested
in.

7- It important to receive a mobile
massage related to future lower price
products.

8- | receive a mobile promotions on
the latest of products versions .

9- | accept to receive mobile
promotions on the modern courses .

10- | interact with mobile marketing to
match  the daily market place
requirements.

11- 1 think mobile marketing enhances
the seller and buyer relationship .

12- Mobile marketing aims at informing
the consumer about products.

13- 1 find mobile marketing means a lot
to me.

14- | accept mobile advertising as it

expand my products and
knowledge.
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Question One:- Please think carefully about each statement.

Ogm;c;]r; Szgr;gé Agree | Neutral | Disagree gtlggggge/

15. | check my e-mail address using my

mobile.
16. | register with a website using my

mobile.
17. | register for a contest using my

mobile.
18. | register for promotion using my

mobile.

19. | provide my password to a website
via mobile to receive daily news.

20. 1 use my mobile to follow up the
movement of stock market.

21. | provide my  demographics
information using mobile to dialogue
with the marketer.

22. | provide my financial data to enter to
interactive content using my mobile.

23. | provide my identity information to
take advantage of the customized
mobile ads.

24. provide my purchase history to benefit
from the reductions.

25. | provide my e-mail to a web sites
using mobile to get free connection
time in return.

26. | like download content such as
wallpaper using my mobile.

27. | frequently browsing and searching
content such as ringtone using my
mobile.

28. | download useful applications such
as (OLX)using my mobile.
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_ Strongl . Strongly
Stgplnlon y Agree Agree Neutral Disagree Disagree

29. lAccess fun and

entertaining content such
as movies via mobile.

30.

I like Access fun and
entertaining content such
as photos via mobile.

31.

I Pay for content such as
games using mobile.

32.

I Pay for content such as
ringtones  using my
mobile.

33.

| pay attention to Access
product information via
mobile.

34.

I like to access to plenty
of programs on the
application  store via
mobile.

35.

I like to access to
academic  texts  using
mobile web pages

Question two:- Personal Information Kindly give the following information about

yourself.
1-  Gender:
Male Female
2-  Age:
17-18 21-22
19-20 23-24
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