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ABSTRACT

The rapid change in technology and mobile phones has created new channels for
marketing. Mobile marketing is an emerging marketing trend that has gained
attention, and is becoming a popular direct marketing tool for marketers across
the world. The Present research investigates factors affecting consumers’ attitude
towards mobile marketing and explores the moderating role of permission based
mobile marketing. The data was gathered by means of an adapted questionnaire
from 123 respondents from the twin cities of Pakistan, Islamabad and Rawalpindi.
Correlation and regression analysis were used to find out the relationship between the
dependent variable of attitude towards mobile marketing and independent variables
of perceived informativeness, entertainment, irritation and source credibility, and a
moderating affect of permission-based mobile marketing was analyzed. The study
findings indicate that consumers generally have positive attitude towards mobile
marketing. Entertainment was found to be the most significant factor affecting
consumers’ attitude followed by source credibility whereas permission-based
mobile marketing did not moderate the relationship between irritation and attitude
towards mobile marketing. Some of the managerial implications are that mobile
marketing messages should be designed keeping in mind consumers’ preferences
for the information content, entertainment as well as the source credibility. Timely
and relevant information should be provided to generate more favorable attitudes.
Moreover, consumers’ privacy concerns should be valued by companies practicing
mobile marketing so that consumers show their willingness to provide companies
with their mobile numbers and demographical data so that companies can send
advertising messages with consumers’ prior permission.

INTRODUCTION

Mobile marketing has become the latest marketing
trend and has gained popularity as a direct marketing tool
across the world. Globally, the advertising industry’s
interest in using mobile phones as a medium for
marketing communication is on its rise (Bauer, Barnes,
Reichardt, & Neumann, 2005), and mobile devices
are supposed to be influential channels for marketing
communication (Nysveen, Pedersen, Thorbjornsen,
& Berthon, 2005). Advertisers are using this tool in
their marketing campaigns (Hurwitz, 2009) because
of its high penetration rate and low costs associated
with it (Leppaniemi & Karjaluoto, 2008; Komulainen,
Mainela, Tahtinen & Ulkuniemi, 2007), and help create
relationships between customers and marketers thus
making it a two-way means of communication.

With the advent of mobile marketing the horizons
of marketing have also expanded and now marketers
can connect with their customers’ any place and
anytime, thereby making the connectivity easy and

efficient (Scharl, Dickinger, & Murphy, 2005). Many
of the successful brands worldwide have integrated this
channel for the advertising of their goods and services
(Merisavo et al., 2007). Once mobile advertising
succeeds in building personal relationships with its
customers, it promises increase in sales of different
products and services (Leppaniemi & Karjaluoto,
2005), and businesses consider it as a valuable tool for
creating brand awareness and image (Okazaki, 2005).

Globally, the adoption of mobile phones has been
tremendous (Stump, Gong, & Li, 2008) and mobile
phones have become an essential part of our day to day
lives (Bosnjak, Metzger, & Graf, 2010). According to
the statistics, Pakistan is the seventh largest country
in terms of mobile phone users with total number of
subscriptions crossing the figure of 108 million in
the year 2011, and more than 65% of the population
is having a mobile phone (Telecom Indicators, 2011).
This channel provides real opportunities for businesses
to acquire new customers and to communicate with
the current ones (Blanco, Blasco & Azorin, 2010)
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