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ABSTRACT   

Technological encroachments have delivered various 

innovative vehicles for advertising to consumers. It also 

further allowed organizations to superior grasp consumers 

with reputes to the regularity. Advertisers have to be further 

artistic in the devising of advertisements and selection of 

advertising mediums so as to advance the attention of their 

target market. The necessity to create new mediums for 

advertising has cause of creation of new-age media like short 

message service (SMS) advertising. Before this medium can 

be successfully used to reach Bhubaneswar young consumers, 

the viewpoint of consumers towards SMS advertisements need 

to be determined. This study therefore focuses on determining 

the insights of the younger consumer segment towards SMS 

advertisements. It is expected that this segment, due to their 

shifting consumer behavior and media habits, will be the 

future attention of excessive deal of SMS advertising 

campaigns. Random sampling was through in a private 

institution and questionnaires were administered among 122 

respondents. It was found that consumers' perceptions of the 

entertainment value, in formativeness and credibility of SMS 

advertisements are positively correlated to consumers' overall 

attitudes towards SMS advertisements. The study further 

found consumers' perceptions of the irritation aspect of SMS 

advertisements is negatively correlated with consumers' 

attitudes towards SMS advertisements. Acquiescence- based 

marketing, the sending of SMS advertisements to only those 

who have agreed to accept promotional information, is an 

important component for the success of SMS advertising. 

Key words: Advertisement, Consumer behaviour, SMS 

advertisement and Target market. 

 

 

 

 

 

 

 

I. INTRODUCTION 

Personalized, state-of-the-art and communicating 

mediums including electronic marketing are the 

electronic communication technology. These mediums 

were achieved the marketing objectives through 

electronic communication technology. These medium 

have replaced the traditional marketing mediums 

(Mirbagheri, 2010; Chaffey, 2004). Mobile marketing is 

the electronic mediums which are defined as "the 

practice of wireless media as an combined contented 

delivery and direct-response vehicle within a cross-

media marketing communications program" 

(Advertising Age, December 4, 2006, p. 20). Similarly, 

the marketing events carried through mobile strategies 

using the wireless system based Short Message Services 

(SMS) (Gao, 2008) is the sub set of Mobile marketing 

(Dickinger et ah, 2005). It is a form of instantaneous 

messaging system through which the user can propel 

message of up to 160 characters to any mobile phone 

(Leung, 2007; Phau and Teah, 2009). SMS is considered 

as the most popular mobile data application. According 

to Forbes (2006) 65 percent of mobile users use this 

service daily. The average SMS generation rate by a 

single user per month is 176 in Pakistan (Pulse, 2013) 

whereas according to Portio Research (2012) the rate is 

99 SMS per month in China, 22 SMS in Brazil, 617 

SMS in USA and 53 messages per month in India in 

2011. As mobile users bring their mobiles everywhere, 

SMS advertising spread these possible customers 

anywhere and at any time (Luxton and Mahmood, 2009; 

Dickinger et ah, 2005). Similarly, the mobile phones do 

not have junk filters which give SMS advertising edge 

over email advertising (Mirbagheri, 2010). SMS 

advertising is effective for both pull and push 

promotional campaigns (Katzstone, 2001). It also has 

competence to be transformed into viral advertising 

(Yaniv, 2008; Bauer et ah, 2005) in which the original 
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recipient of a message forward the message to further 

recipients, who are not part of the initial target group of 

the advertising campaign.  

 

II. LITERATURE REVIEW SMS ADVERTISING 

When defining SMS advertising, it is first necessary to 

examine the definition of mobile marketing as this 

definition may in part apply to the definition of SMS 

advertising. Dickinger et al. (2004:2) define mobile 

marketing as “Using interactive wireless media to 

provide customers with time and location sensitive, 

personalized information that promotes goods, services 

and ideas, thereby generating value for all stakeholders.” 

It can therefore be assumed that mobile marketing 

involves some degree of SMS advertising with the latter 

being a component of mobile marketing. Studies have 

highlighted a vast number of advantages of SMS 

advertising and includes that this medium allows for 

real-time communication with consumers anytime and 

anywhere (Tsang et al., 2004: 68). The younger 

generation of consumers have also been quicker than 

older generations in learning to use 446 Afr. J. Bus. 

Manage. and adapt to new technologies such as the 

internet and cell phones (Spero and Stone, 2004: 156). 

Another benefit of SMS advertising is that, if effectively 

planned, an SMS advertising campaign is low in cost. 

The low cost of SMS advertising is amplified by the 

ability of this medium to target and provide specific 

customers with relevant information and obtain a high 

response rate among recipients of the message and 

reduce wastage (Kavassalis et al., 2003: 62-63).  

CONSUMER ASSERTIVENESS 

This study focuses on determining consumer 

assertiveness towards SMS advertisements and it is 

surmised that the attitudes towards SMS advertisements 

will affect both the success of SMS advertising 

campaigns and the purchase intentions of consumers 

who receive SMS advertisements. It was illustrated by 

Andersson and Nilsson (2000: 18) that SMS 

advertisements and the SMS advertising medium, in 

general, will affect the attainment of the advertising 

campaign objectives. Consumer attitudes consist of three 

components that is cognition, affect and conation 

according to Du Plessis and Rousseau (2007: 194-197). 

Cognition component is applicable to this study. 

According to Fishbein‟s Attitude Theory (in Andersson 

and Nilsson, 2000: 18), a incitement, such as an SMS 

advertisement of a particular brand, has an affect on a 

consumer‟s belief system which in turn influences and 

leads to the consumer developing a specific attitude 

towards the advertised brand. The assertiveness which a 

consumer has with regards to a brand has an impact on a 

consumer‟s purpose to purchase the brand offering. The 

framework for the study of consumer attitudes towards 

SMS advertising relies on the models developed for the 

study of consumer attitudes towards internet or web 

advertising and advertising in general (Brackett and 

Carr, 2001: 25; Mackenzie and Lutz, 1989: 50). Ducoffe 

(1996: 29) developed a model depicting the perceptual 

antecedents of entertainment, in-formativeness and 

irritation, used to determine consumers‟ attitudes 

towards internet advertising and formed the basis for the 

model developed by Brackett and Carr (2001: 24-25) to 

test consumer attitudes towards web advertising. 

identified in the model developed by Ducoffe (1996: 29) 

but it contains two additional constructs namely 

credibility, which is an predecessor of consumer 

attitudes towards an advertisement (Mackenzie and 

Lutz, 1989: 50), and relevant demographic variables 

which can have an impact on consumer assertiveness 

towards internet advertising (Brackett and Carr, 2001: 

24, 31).The framework depicted in the below figure  has 

used to test consumer assertiveness towards  

SMS advertising (Tsang et al., 2004: 65-75) by using 

Brackett and Carr (2001:25) model. This model has four 

constructs i.e. entertainment, in-formativeness, irritation 

and credibility.  

  

 

 

 

 

 

 

 

 

 

 

After reviewing the literature, authors chosen seven 

constructs to test the assertiveness of young consumers 

of Bhubaneswar. These are entertainment, in-

formativeness, irritation and credibility, behavior 

intention, personalization, attitude. Following Figure 2 

will investigation the assertiveness of the consumer. 
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Informative  
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Credibility  

Attitude 

towards SMS 

advertising 

Figure: 1 Model for testing consumer attitudes towards 

SMS advertising source: Adapted from Brackett and 

Carr (2001:25) 
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From the above model the researchers derive the model 

which is given below in figure 2. It contains seven 

variables on which the study is based on to find out the 

assertiveness of young consumer of Bhubaneswar. The 

below model has been conceptualized from the literature 

review which is to be further studied in subsequent 

research paper. 
 

 

 

 

 

   

 

 

 

 

Figure 2 

 

2.1 Entertainment: 

 Entertainment is defined by Ducoffe (1996) as ―the 

ability to fulfill an audience„s needs for escapism, 

diversion, aesthetic, enjoyment, or emotional enjoyment. 

In this respect, Mitchell and Olson (1981) found that 

entertaining advertising will put the audience in a good 

mood, and thus, have a positive impact on consumers 

„attitudes toward advertising and even toward the 

advertised brands. Mobile advertising, if delivered in an 

enjoyable format, will immediately capture consumers‟ 

attention and make them positive about the 

advertisement.(Leung and Cheug,2004). In order to 

attract customers and keep them, some companies 

deliver games, ring tones, and prizes to customers „cell 

phones through SMS messages (Zabadi et al., 2012; 

Highirian and Dickinger, 2004). Some studies found that 

sending interactive games through SMS will engage 

customers more fully with the message  (Ahmadi et al., 

2013). 

2.2 In-formativeness: 

 The in-formativeness of an SMS advertisement is 

defined as the amount of useful and helpful information 

provided by the advertising medium (Ducoffe, 1996). 

Given the important role information plays in the 

effectiveness of advertising, marketers tend to design 

their advertising messages in a way to provide sufficient, 

useful, and interesting information (Gordon and De 

Lima-Timer, 1997). When the recipients perceive that an 

advertisement contains useful and valuable information, 

they will react positively to it (Aitken et al., 2008). In 

order to be perceived by customers as worthy of both 

attention and time, information delivered via SMS 

messages needs to include qualitative features such as 

accuracy, relevance, timeliness, and usefulness for 

consumers. (Nasco and Burns, 2008;Ahmadi et 

al.,2013;Milne and Gordon, 1993). 

2.3 Irritation Level  

 When advertising employs techniques that annoy, 

offend, insult, or are overly manipulative, consumers are 

likely to perceive it as unwanted and irritating influence‖ 

(Ducoffe, 1996).  Irritation has always been one of the 

major critiques of advertising (Bauer and Greyser, 

1968).  Due to the irritation it causes its audience, an 

advertisement may lose its effectiveness ( Bruzzone, 

1985; Luo, 2002). Mobile users may perceive irrelevant 

and distracting information as an intrusion into their 

privacy, which may make them feel confused and 

annoyed about the message and, as a result, they will 

react negatively to it (Stewart and Pavlou, 2002). This 

finding is also supported by Ahmadi et al. (2013) who 

stated that ―cell phone ads can provide the consumer 

with information which makes them indecisive and 

upset. The consumers may have an indecisive feeling 

about the advertisement and show negative responses to 

them. ‖ another annoying type of message might be the 

unwanted one, known as spam (Dickenger, 2005).  

2.4 Credibility 

  Mac-Kenzie and Lutz (1989) define advertising 

credibility as ―consumers„ perception of the 

truthfulness and believability of advertising in general.‖ 

According to Mac-Kenzie and Lutz (1989), audiences 

judge the credibility of an advertisement through two 

perspectives: advertiser credibility and advertising 

credibility. The former refers to the company as a source 

of information and the bearer of the message (Lafferty et 

al., 2002) while the latter refers to the content of 

advertisement. Credibility is crucial for mobile 

advertising and may determine customer response to the 

message (Balasubramanian et al., 2002; Okazaki et al., 

2007); therefore, credibility factors should be 
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incorporated into studies related to technology adoption 

(Xu, 2007).  Brackett and Carr (2001) found that 

credibility has a significant influence on customers„ 

perceptions of advertisements, and customers may 

determine the credibility of a message according to the 

advertising medium. In this respect, Yang (2007) found 

that people perceive internet messages as less credible 

than printed messages.  

2.5 Personalization  

 Personalized messages are usually perceived more 

positively than mass-market messages by consumers 

(Xu et al., 2008), which means that mobile advertising 

can attract significant attention if personalized (Kalakota 

and Robinson, 2001). Personalization means ―building 

customer loyalty by building a meaningful one-to-one 

relationship, by understanding the needs of each 

individual and helping to satisfy a goal that efficiently 

and knowledgeably addresses each individual„s need in 

a given context‖ (Ricken, 2000). Due to a significant 

amount of SMS advertising received by consumers, such 

advertisements can be perceived as intrusive and 

annoying (Zhang, 2000), which, in turn, may result in a 

negative attitude towards the messages . To overcome 

these problems, message personalization is a possible 

solution (Xu, 2007) because customers are likely to be 

more receptive to messages that are customized to their 

needs and preferences (Dezoysa, 2002; Milne and 

Gorden, 1993; Robins, 2003). 

2.6 Attitude, intention, and buying behavior Attitude 

It is defined as a ―learned predisposition to respond to 

an object in a consistently favorable or unfavorable way‖ 

(Wilkie, 1994). Intention is defined as ―the strength of 

a person's conscious plan to perform the target behavior‖ 

(Fishein, 1975). Attitudes cannot be observed directly 

because they are psychological and mental states, 

therefore researchers attempt to identify them through 

other factors (Aaker et al., 1995; Huang, 2004). 

Consumer attitude and intention are the focus of the 

Theory of Planned Behavior (Ajzen, 1991) and the 

Technology Acceptance Model (Davis et al., 1989). 

These two theories state that consumer intention to 

behave in a specific manner is determined by their 

general attitude. In other words, attitude shapes 

intention, and intention shapes buying behavior. In this 

respect, Kinnear and Taylor (1996) stated that attitude is 

an important criteria used by consumers to make their 

buying decisions. 

III. RESEARCH GAP 

Little research has been conducted with regard to 

consumers‟ perceptions of SMS advertising and also the 

factors influence to consumers‟ via SMS, this is 

particularly important in the Bhubaneswar context where 

the success of a new medium such as SMS advertising 

relies on the acceptance of the medium by consumers.  

Few researches has been conducted with regard to 

consumers‟ perceptions of SMS advertising and also the 

influence of sending advertisements to consumers‟ via 

SMS (Haghirian et al., 2005: 7). Before this medium can 

be successfully used to connect with Bhubaneswar 

consumers, research needs to be directed with respects 

to their assertiveness towards SMS advertising. The 

popular of research conducted with regard to consumer 

assertiveness concerning mobile or SMS advertising has 

been directed in foreign countries. This study is 

therefore a partial imitation of the study conducted by 

Tsang, Ho and Ling (2004: b65-78) but in a 

Bhubaneswar context. However, very few studies could 

able to establish the correlation between the variables of 

SMS advertising and consumer attitude towards these.  

The focus is on the assertiveness of a younger segment 

of consumers (students at a large University in the 

Odisha) towards SMS advertisements.  

IV. OBJECTIVE OF THE STUDY 

The objective of the study is: 

1.  To study the relationship between demographic 

variables (gender) and assertiveness towards 

SMS advertising. 

2. To determine the correlation between consumer 

understandings on the assessment of 

entertainment, in-formativeness, irritation, 

credibility, personalization, behavior intention 

and attitude of SMS advertisements. 

3. To identify the factors, that influenced the 

consumer behavior towards SMS marketing. 

HYPOTHESIS 

In order to achieve the objectives of the present study 

the following hypothesis were formulated; 

H01: There is no significant difference between gender 

and assertiveness of young consumers towards SMS 

advertising. 

H02: There is a significant correlation between factors of 

positive attitude towards SMS marketing. 
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V. METHODOLOGY 

The study was conducted during February – April, 2016 

in a large university in Bhubaneswar. Data for the study 

have been collected both from secondary and primary 

sources. A questionnaire has been developed to elicit 

data from primary sources. A sample of 122 respondents 

is MBA students from the university has been selected 

on purposive basis for collection of information out of 

total population of 200. A five point Likert type of scale 

has been used for ascertaining the opinion of the 

employees. The questionnaire was designed to measure 

seven factors like entertainment, in-formativeness, 

irritation and credibility, behaviour intention, 

personalization, attitude. All factors have been used to 

find out the assertiveness of young consumers towards 

SMS Advertising.  The questionnaire contains some 

general information about the young consumers. There 

were 27 questions to measure the assertiveness of young 

consumers towards SMS Advertising. Relevant 

statistical tools have been applied to analyze the data 

collected from primary sources.  

SUBJECT AND PROCEDURE  

The data used in this study were collected via offline 

self-administered investigation. The data were collected 

from the MBA student‟s crossways the colleges in 

Bhubaneswar. Students in the city were selected as the 

respondents because they establish the major intentions 

of Smartphone user in Bhubaneswar. Researchers used 

purposive sampling method in this study. The 

questionnaire items are intended in such way that even 

technical aptitudes of the study has been fetched to light 

in a simple manner in order to enhance the comprehend 

ability for the users from altered knowledge 

backgrounds. The quality of data is measured by testing 

reliability statistics for data analysis. 

Table 1: Gender * Education Cross tabulation 

 

 
Education 

Total 
UG PG 

Gender 

Male 
0 46 46 

0.0% 41.8% 37.7% 

Female 
12 64 76 

100.0% 58.2% 62.3% 

Total 
12 110 122 

100.0% 100.0% 100.0% 

Source: own survey data 

From the above table 1, it can be inferred that, out of 

122 samples the number of female respondents are more 

than male respondent in the current study. As the 

researchers conceded the study in an MBA institute, 

maximum respondents are belong to post graduations as 

their current qualification. 

VI. DATA ANALYSIS 

 Factor Analysis 

 SPSS Output 

DATA INTERPRETATION 

Table 2: Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's Alpha Based on 

Standardized Items 

N of 

Items 

.783 .732 8 

Reliability Analysis: Reliability means the extent to 

which a scale procedure consistently results if repeated 

measurements are mad on the characteristics (Malhotra 

and Dash, 2011). The idea behind reliability is that any 

significant result must be more than one of a finding and 

be inherently repeated is measured with the help of 

Cronbach Alpha statistic as well as composite reliability. 

Cronbach alpha is a measure of internal consistency 

reliability that is the average of all possible split half 

coefficients resulting from different splitting of the scale 

items. Owing to multidimensionality of the construct, 

Cronbach alpha and composite reliability was computed 

separately for all the factors identified. In the present 

study the table 2 represent that, all alpha coefficient are 

above .78 indicating good consistency among the items 

within each factor. 

Table 3: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. .626 

Bartlett's Test of Sphericity 

Approx. Chi-Square 252.765 

Df 21 

Sig. .000 

         Source: own survey data 

KMO-the Kaiser- Meyer Olkin test was used for 

measuring sampling adequacy. The KMO statistics 

varies between 0 to 1. Values close to 1 indicate that 
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patterns of correlations are reliability compact and so 

factor analysis should yield distinct and reliable factors. 

From the table 3 it can be understood that KMO 

adequacy is .62 which further defend that the factors 

taken by the researchers for their study can be endured 

factor analysis. 

Table 4:Mean Score of the Variables determine positive 

assertiveness towards SMS advertising 

N=122 Mean  Std. Deviation 

Entertainment 

In-formativeness 

Irritation 

Credibility 

Personalization 

Att.towrds mobile advert. 

Behaviour intention 

2.45 

2.99 

2.84 

2.92 

3.10 

3.02 

 

2.5635 

.882 

.923 

.817 

.711 

.931 

1.113 

 

.85918 

         Source: own survey data 

Table -4 reveals mean and standard deviation of seven 

factors of assertiveness towards SMS advertising. The 

mean value of personalization is highest and 

entertainment is lowest. Personalization is considered to 

be important factors of positive assertiveness towards 

SMS advertising. 

Table 5: t-test descriptive statistics (in relation to gender) 

 

Gender N Mean Std. 

Deviation 

Std. 

Error 

Mean 

Entertainment 

 

Male 46 2.43 .779 .115 

Female 76 2.46 .944 .108 

In-formativeness 
Male 46 2.41 .717 .106 

Female 76 3.34 .857 .098 

Irritation  
Male 46 2.98 .802 .118 

Female 76 2.75 .819 .094 

Credibility  
Male 46 2.57 .583 .086 

Female 76 3.13 .699 .080 

Personalization  
Male 46 2.80 .910 .134 

Female 76 3.28 .903 .104 

Att. Towards. 

Advert. 

Male 46 2.65 .849 .125 

Female 76 3.24 1.199 .137 

Behaviour 

Intention  

Male 46 2.53 .73403 .10823 

Female 76 2.57 .93114 .10681 

         Source: own survey data 

Positive assertiveness towards SMS Advertising in relation 

to gender 

The information presented in Table-5 reveals that the 

total sample of young professionals belong two groups 

on the basis of their gender. The groups are „male‟ and 

„female‟. The means scores of positive assertiveness 

towards SMS advertising and its dimensions for these 

two groups were compared by using t-test. The result of 

this comparison is given in table 5. 

Table 6: Test for equality of means (positive assertiveness 

towards SMS advertising in relation to gender) 

Independent Samples Test 

 

 

Levene's 

Test for 

Equality 

of 

Variance

s 

 

t-test for Equality of Means 

F 
Sig

. 
T Df 

Sig. 

(2-

taile

d) 

Mean 

Differen

ce 

Std. 

Error 

Differen

ce 

95% 

Confidence 

Interval of 

the 

Difference 

Low

er 

Uppe

r 

Entertainme

nt 

Equal 

variances 

assumed 

4.1

14 

.04

5 

-

.156 
120 .877 -.026 .165 -.353 .302 

Equal 

variances 

not 

assumed 

  
-

.163 

108.9

44 
.871 -.026 .158 -.339 .287 

In-

formativene

ss 

Equal 

variances 

assumed 

6.4

38 

.01

2 

-

6.15

9 

120 .000 -.929 .151 

-

1.22

8 

-.630 

Equal 

variances 

not 

assumed 

  

-

6.43

4 

108.0

00 
.000 -.929 .144 

-

1.21

5 

-.643 

Irritation 

Equal 

variances 

assumed 

1.4

66 

.22

8 

1.50

4 
120 .135 .228 .152 -.072 .529 

Equal 

variances 

not 

assumed 

  
1.51

1 

96.54

9 
.134 .228 .151 -.072 .528 

Credibility 

Equal 

variances 

assumed 

.01

3 

.90

8 

-

4.60

6 

120 .000 -.566 .123 -.810 -.323 

Equal 

variances 

not 

assumed 

  

-

4.81

6 

108.2

34 
.000 -.566 .118 -.799 -.333 

personalizat

ion 

Equal 

variances 

assumed 

.00

5 

.94

7 

-

2.79

0 

120 .006 -.472 .169 -.807 -.137 

Equal 

variances 

not 

assumed 

  

-

2.78

5 

94.53

7 
.006 -.472 .169 -.808 -.135 

Attitude 

towards. 

Mobile 

advert. 

Equal 

variances 

assumed 

10.

11

4 

.00

2 

-

2.89

6 

120 .004 -.585 .202 -.984 -.185 

Equal 

variances 

not 

assumed 

  

-

3.14

5 

116.9

45 
.002 -.585 .186 -.953 -.216 

Behaviour 

intention 

Equal 

variances 

assumed 

1.3

40 

.24

9 

-

.254 
120 .800 -.04090 .16112 

-

.359

92 

.278

11 

Equal 

variances 

not 

assumed 

  
-

.269 

111.7

44 
.788 -.04090 .15206 

-

.342

19 

.260

38 

 Source: own survey data 

The analysis of the test of equality of means for positive 

assertiveness towards SMS advertising in relation 

gender has been shown in table-6. The p-value or the 

significance value corresponding to the F-test of equal 

variances assumed is greater than .05 for irritation 

(.228), credibility (.908), personalization (.947), and 
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behavior intention (.249). This indicates that the 

independent two sample t-test with equal variances 

should be used to compare the mean scores. The p-value 

of t-test with equal variance was entertainment (.877), 

in-formativeness (.000), irritation (.135), credibility 

(.000), personalization (.006), Attitude towards mobile 

advertising (.004), behavior intention (.800). The p-

value for entertainment, irritation, and behavior intention 

was found to be greater than .05 which suggested that 

there is significant difference in entertainment, irritation, 

and behavior intention between male and female. 

However, the p-value for entertainment, in-

formativeness and attitude towards mobile advertising 

was found to be less than .05 which means there is a 

significant difference in these three variables of male 

and female students at the 5% level of significance. The 

overall positive assertiveness towards SMS advertising 

was found to be higher in case of female (means of 

entertainment – 2.46,in-formativeness-3.34, credibility-

3.13, personalization-3.28, attitude towards mobile 

advertising – 3.24 & behavior intention – 2.57, see table 

4) than male (entertainment – 2.43, in-formativeness-

2.41, credibility- 2.57, personalization-2.80, attitude 

towards mobile advertising – 2.46 & behavior intention- 

2.53).Only in case of irritation the mean value is higher 

in case of male (2.98)  than female (2.75). 

Hence in case of hypotheses H01, the significance levels 

of  four variables  in-formativeness, credibility, 

personalization, and attitude towards mobile advertising 

is ( .000,.000,.006,.004 respectively) is less than the cut 

off value i.e. .05. So the null hypothesis is rejected. 

Correlations between consumer understandings on 

the assertiveness of SMS advertisements. 

Researchers used correlation test to measure the 

relationship between the consumer understandings on 

the assessment of entertainment, in-formativeness, 

irritation, credibility, personalization, behavior intention 

and attitude of SMS advertisement. 

Table 7: Correlations 

 Entert 

ainme

nt  

In-

forma

ti 

venes

s 

Irrita 

tion  

Cred 

ibilit

y  

Person 

alizatio

n  

Att.towr

ds 

mobile 

adverting 

Behavi

or 

intenti

on 

Entertainment  

Pearson 

Correlat

ion 

1 .390** 
-

.195* 
.112 .086 .405** .177 

Sig. (2-

tailed) 

 
.000 .032 .219 .344 .000 .051 

N 122 122 122 122 122 122 122 

In-formativeness  

Pearson 

Correlatio

n 

.390** 1 
-

.188* 

.440*

* 
.347** .732** .209* 

Sig. (2-

tailed) 
.000 

 
.038 .000 .000 .000 .021 

N 122 122 122 122 122 122 122 

irritation 

Pearson 

Correlatio

n 

-.195* -.188* 1 .133 .304** -.061 .103 

Sig. (2-

tailed) 
.032 .038 

 
.144 .001 .507 .258 

N 122 122 122 122 122 122 122 

Credibility 

Pearson 

Correlatio

n 

.112 .440** .133 1 .187* .388** .350** 

Sig. (2-

tailed) 
.219 .000 .144 

 
.039 .000 .000 

N 122 122 122 122 122 122 122 

personalization 

Pearson 

Correlatio

n 

.086 .347** 
.304*

* 
.187* 1 .421** .155 

Sig. (2-

tailed) 
.344 .000 .001 .039 

 
.000 .088 

N 122 122 122 122 122 122 122 

Att.trds.mble.adve

rt. 

Pearson 

Correlatio

n 

.405** .732** -.061 
.388*

* 
.421** 1 .494** 

Sig. (2-

tailed) 
.000 .000 .507 .000 .000 

 
.000 

N 122 122 122 122 122 122 122 

behaviour int. 

Pearson 

Correlatio

n 

.177 .209* .103 
.350*

* 
.155 .494** 1 

Sig. (2-

tailed) 
.051 .021 .258 .000 .088 .000 

 

N 122 122 122 122 122 122 122 

 

 Source: own survey data 

Note: **. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

The above table reveals the Karl Pearson‟s coefficient of 

correlation between the factors of positive assertiveness 

towards SMS advertising. The co-efficient of correlation 

between “in-formativeness and attitude towards mobile 

advertising is the highest, i.e. (0.732), followed by 

between „behavior intention‟ and attitude towards 

mobile advertising (0.494) and „personalization‟ and   

attitude towards mobile advertising (0.421). In between 

other factors, the coefficients of correlation are found to 

be less significant. Hence in case of hypotheses H02, the 

correlation between only three variables attitude towards 

mobile advertising and in-formativeness, behavior 

intention and personalization is highly significant. So, 

Null hypothesis is rejected.   

Table 8 Factors, which influenced the consumer 

behavior towards SMS marketing. 

Total Variance Explained 

Componen

t 

Initial Eigenvalues Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Tot

al 

% of 

Varia

nce 

Cumula

tive % 

Tot

al 

% of 

Varia

nce 

Cumula

tive % 

Tot

al 

% of 

Varia

nce 

Cumula

tive % 

entertainm

ent 

2.7

38 

39.11

8 
39.118 

2.7

38 

39.11

8 
39.118 

2.4

72 

35.32

0 
35.320 

In-

formativen

ess 

1.3

90 

19.85

1 
58.969 

1.3

90 

19.85

1 
58.969 

1.6

55 

23.64

9 
58.969 

Irritation  
.92

0 

13.13

7 
72.106 
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Credibility 
.76

0 

10.85

8 
82.963 

      

personaliz

ation 

.63

0 
9.000 91.964 

      

Attitude 

towards 

mobile 

advertising 

.37

7 
5.392 97.356 

      

Behaviour 

intention 

.18

5 
2.644 100.000 

      

 Source: own survey data 

Extraction Method: Principal Component Analysis. 

According to the output shown in the table 8, factor 

analysis revealed that prominent factors were extracted 

on which the sample size was 122 students and 

conclusion drawn on the survey was that  

1. 58.96 % elucidate that, the students are 

accepting that SMS advertisement is quite 

informative. 

2. 39.11 % clarifying that, students felt that it is 

mode of an entertainment. 

 

Table 9: Rotated Component Matrix 

 Component 

Positive Attitude  

Component 1 

Moderate attitude 

Component 2 

Entertainment .251 .662 

In-formativeness .634 .578 

Irritation .384 -.788 

Credibility .655 .062 

Personalization .684 -.200 

Attitude towards 

mobile advertising 
.772 .462 

Behaviour intention .606 .077 

 Source: own survey data  

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 iterations. 

Tables 9 represent the component 1 and component 2 

variables of SMS advertising. The highest factor loading 

of component 1 (positive attitude) are in-formativeness 

(.634), credibility (.655), personalization (.684), attitude 

towards mobile advertising (.772) and behavior intention 

(.606). These variables are explaining more about the 

positive attitude towards SMS advertising. Similarly the 

component 2 are entertainment (.662), and irritation-

(.788) which moderately explaining the SMS 

advertising.  

 

VII. CONCLUSION 

The seven key factors (entertainment value, in-

formativeness, credibility, personalization, and irritation 

level, behavior intention and attitude) play a big role in 

shaping the ultimate attitude of consumers towards SMS 

ads, in either a positive or negative manner. Among the 

seven factors, Entertainment, in-formativeness and 

credibility are an essential element that should be 

considered and integrated into an SMS advertising 

campaign to better attract the youth. It was found that 

consumers' perceptions of the entertainment value, in 

formativeness and credibility of SMS advertisements are 

positively correlated to consumers' overall attitudes 

towards SMS advertisements. In this current study, the 

perceptions of young consumer towards the irritation 

aspect of SMS advertisements is negatively correlated. 

Thus, researchers here concluded that the prominence of 

only three factors out of seven factors reflects the 

assertiveness of young consumers of Bhubaneswar 

towards SMS Advertising.  
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