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ABSTRACT 

 
 
This thesis explores the evidence in the literature and in preliminary 

empirical studies, for saying that visual ads on mobile phone can be 

SWゲｷｪﾐWS aﾗヴ Hヴ;ﾐS ﾏWﾏﾗヴ┞ H┌ｷﾉSｷﾐｪ ｷﾐ Iﾗﾐｪヴ┌WﾐIW ┘ｷデｴ デｴW ┗ｷW┘Wヴげゲ 
preferences. Various insights of the mobile advertising forces were 

collected through focus group discussions. The highlights of the group 

discussion formed a base to formulate further investigations. Suitable 

research design was adopted to communicate to customers and measure 

impacts of mobile ads. Questionnaires were developed adopting Likert 

(1988) scale and けDesign of Experimentげ method to capture the feedback 

from the respondents.  

 

The major components of the factor analysis indicate importance of 

theme, attention and colour scheme in designing ad content. There are 

ヮﾗゲｷデｷ┗W ヴWﾉ;デｷﾗﾐゲｴｷヮ HWデ┘WWﾐ ﾏ;デIｴｷﾐｪ ┗ｷW┘Wヴげゲ SWゲｷヴW ;ﾐS ｷﾐデWヴWゲデ 
provoking power of mobile ads (r = 0.85, p<0.01). The higher the congruity 

with viewerげs desire the better the interest. There no relations found with 

┌ゲWヴげゲ aamiliarity of ad to increase advert appeal (r=0.04, p> 0.7). The 

higher persuasion appeal of ad creates favourable response towards the 

purchase intentions. (r = 0.8, p<0.001). The co-relation equation showed 

the congruence with custﾗﾏWヴげゲ ヮヴWaWヴWﾐIWゲが interests and past 

experience of the brand can strongly predict the attention seeking and 

memory-building impacts of mobile ads. Experimental result revealed the 

impact of various design mixes ﾗﾐ ┗ｷW┘Wヴゲげ ヴWゲヮﾗﾐゲWく A new model 

(Interactive Chain Model) was de┗WﾉﾗヮWS IﾗﾏHｷﾐｷﾐｪ ┌ゲWヴゲげ HWｴ;┗ｷﾗ┌ヴ 
tagging and memory building chain. The design mixes and impact score 

were mathematically calculated to test the validity of the new model. The 

predictive power of the model against actual advert impacts and 

desirability were compared mathematically. Results revealed very strong 

predictive power of the new interactive mobile ad design model.  
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Chapter 1 Introduction 

1 Introduction 

This chapter introduces the mobile advertisement environment and the overview 

of the intended research. The chapter commences with a background study of 

he intended research followed by research objectives. From the background 

of the topic-specific research questions were formed for the test of the study. 

This chapter guides the reader from the introduction, through the research 

questions and to the research hypotheses at the end. 

1.1 Background 

In this new century, marketing is exploiting an unprecedented explosion of 

mobility, creating the new base for the mobile communication and 

commercial environment (Kalakota, 2002). Advertising needs are identified 

and communicated through various channels, taking into account the 

limitations, possibilities and needs for each mode of communication.  Mobile 

handset usage has grown to the extent that these have become the 

permanent companion and personal device for most people in the last few 

years (Maxl, 2009). Mobile ad operators have the technological advantage of 

immediacy, reaching consumers instantly and locating them geographically. 

Consumers are willing to accept advertising on their mobile phone or personal 
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digital assistant (Jupiter Survey, 2000).  The Jupiter Survey (2000) revealed 

that the ad viewers preferred subsidised content and access (36%) followed 

closely by subsidised devices (35%).  

Mobile advertising campaigns have primarily been based on SMS (short 

messaging services) text messages because of consumer familiarity with them. 

As technology enables new solutions, other forms such as banners, logos, 

interstitials and even voice would be possible forms of mobile advertising. 

Finland pioneered the mobile operators and traditional media houses to 

implement the first mobile solution (Heimo, 2001). 

Mobile advertisements, in the form of banners on top of a mobile web page, 

are used for mass media advertising by the ad server from the network 

operator.  This type of ad may or may not be targeted based on viewers’ 

segment, behaviour and needs. The messages may fail to attract attention or 

may not be relevant to users. The appeal and acceptance of mobile 

advertisement may not be of any interest to the receiver and eventually leads 

the viewer to decline to receive further mobile ads. The mobile advertising 

technology is offering 4G versions enabling various location-based services 

and opening various internet-based options for the mobile users. Mobile 

Marketing Association issued standard guidelines in 2007 highlighting the 

facts concerning mobile advertisement, in an attempt to provide a uniform 
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foundation structure of mobile advertisement for the media houses and the 

designers as a whole. To maintain the attractiveness of a new platform, 

customers’ voice and empowerment should play a major role in launching 

new innovative technology. Mobile ads should not irritate at the personal 

level and put off the viewer from receiving further mobile ads. The aim of the 

advertiser should be to deliver the ad message to appropriate viewers at the 

right place and in the right context along with other existing media (Point of 

sale, outdoor, direct marketing, print, TV, e-mail, internet or mobile).  

 

Figure 1.1 Samples of mobile advertisements on a mobile handset  
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Figure 1.1 Samples of mobile advertisements on a mobile handset  

Mobile adverts are similar to web-based marketing; with a link on the handset 

for further information or option for purchase using online connectivity. The 

use of the internet on mobile phones opens up marketing to a new 

environment. Mobile advertising companies, content designers and operators 

are insisting that mobile handsets would become the next generation 

marketing channel. Various national mobile marketing associations have been 

established recently and the wireless industry has embraced the new concept 

of employing mobile devices for marketing use. There is a need to explore this 

new arena of consumer interaction; and to understand segments and 

behaviour prior to designing a mobile advertising model. By acquiring key 

elements of viewers’ preferences or demands, an intelligent model can select 

from pre-designed ads, deliver mobile ads and handle sponsor management 

issues.  
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1.2 Research Objective   

The aim of the research is to find out and understand the customers’ voice on 

how mobile advertising is used today including their interest in, attention to, 

preferences and attitudes to mobile advertisement. The various insights of the 

mobile advertising forces were collected through a focus group study. The 

highlights of the group discussion formed a basis on which to formulate 

further investigation and research design on how to design and communicate 

to customers, and the impact of mobile ads for effective brand memory 

development. The discussions of operators, owners, experts and mobile users 

highlighted the ways mobile advertising can be used to reach the target group 

to develop brand memory.  

This research aims to develop a customer-oriented mobile advertisement 

model examining browsers’ preference factors on mobile ads and impact on 

memory after exposure to the web advertisement.   

The specific research objectives are as follows: 

1. To evaluate consumers’ attitude, preferences and responses of an 

advertisement on mobile handset.   
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2. To develop a personalised mobile advert model using congruence with 

viewers’ interests and test the validity of the model for personalised mobile 

ads.  

3. To formulate mobile ad design mix for optimum impact to a specific target 

group and test the predictive power of the developed ad design model. 

1.3 Theoretical approach in Mobile Commerce and Mobile 

Marketing 

Over time, marketing has gradually evolved with changes in consumer 

behaviour through technological opportunities in communication. The 

changes of transport facilities, production and consumption pattern 

marketing also progressed through phases of fragmentation to mass 

marketing, micromarketing and back to fragmentation again (Ranchhod, 

2007). Advertisers followed the media of prints, television and the internet, 

and are now following mobile technology to communicate with consumers. 

The exciting range of digital media has meant that consumers are gradually 

adopting marketing messages and advertising on an interactive basis rather 

than through mass communication.  With the advent of internet technology 

the consumer now has the ability to maintain virtual contact with the world 

electronically, thus isolating the individual from social interaction. The 

advertisers and operators are interested in utilising the advances in 
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technology that means that viewers can be reached at anytime and anywhere 

from any place. The generation of ‘aggressive video game players’ and 

‘individuality trends’ has increased the concentration of the ego and increased 

demands for personalised products and services. The trend encourages the 

personalised communication and permission-based advertising to consumers. 

A cultural infrastructure of mobile communication has been developed using 

examples of urban Japan ‘Keitai’. In ‘Keitai’ communications words are often 

replaced by comic characters that serve as nonverbal signifiers to 

communicate emotions and sentiments (Hashimoto 2005). Mobile systems 

can take advantage of user profiling to target promotions or for data mining. 

Harte (2008) recommended taking advantage of user profiles and predicted 

that mobile systems will use profile management systems in the future. 

Within the last few years, the mobile phone market has been growing at an 

extraordinary rate and mobile phones have become prominent in the lives of 

consumers. Consumers and business providers realise the added value offered 

by the capabilities of mobile communication. Mobile network operators have 

invested heavily in the infrastructure necessary to support wide scale 

proliferation of rich media features. The advancement of technology, 

telecommunication network and an ever-expanding mobile phone customer 

base has opened up new opportunities to advertise on the mobile phone. 

However, compared to other media, there are restrictions on the mode, 
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method and size of display on a mobile phone. Even the customer usages, 

preferences and expectations are different compared to other existing media 

(such as print, TV or internet). For instance, commuters in EU have ‘idle time’ 

either waiting for their train or during the actual commute. This presents an 

opportunity to ‘snack’ on mobile TV by either watching a goal in a football 

match or catching up on a favourite soap opera. The industry has coined the 

terms ‘mobisode’ or ‘podcast’ to describe the snack size viewing. The 

consumer interest and demand for a mobile TV is increasing (Gewe, 2007). 

The passion for football has already spawned the sending of highlight clips to 

mobile phones over the 3G or 4G networks a few minutes after the real-time 

action.  

 Mobile communication enables delivery of electronic commerce capabilities 

directly into the consumer's hands via mobile technology to reach end-

users directly, at any time from any place. The technological opportunity 

placed the mobile link of the retail outlets into the customer's hands 

anywhere (Shi (2004). Juniper Research Group forecasts that the global 

mobile commerce market, comprising mobile entertainment downloads, 

ticket purchases and Point of Sale (POS) transactions, will grow to $88 

billion by 2009 (e-marketer, 2005). Kalakota (2002) expressed an optimistic 

view on mobile marketing as a promising industry created by the 
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emergence of mobile data networks which integrates the internet and the 

business world.    

1.4 Nature of mobile advertising  

Leppaniemi (2005) defined mobile advertising as any paid message 

communicated by mobile media with the intent to influence the attitudes, 

intentions and behaviour of those addressed by the commercial messages.  The 

MMA (2003) described the mode of delivering mobile marketing as Short 

Message Service (SMS), Multimedia Message Service (MMS), Wireless 

Application Protocol (WAP), Java, SyncML and video and audio messaging. 

Yunos (2003) defined mobile advertising as ‘activities that deliver 

advertisements to mobile devices using mobile network and mobile ad 

solutions to promote goods and services and build brand awareness’. The 

Internet Advertising Bureau (IAB) report highlighted that mobile ads spend 

actually doubled in 2008 compared to 2007. Investment in mobile advertising 

grew at a faster rate than predicted as more UK brands invested in the 

medium due to its exceptional targeting, immediacy and return on 

investment. The total figure for expenditure on mobile advertising in the UK 

reached a total of £28.6 million, an increase of 99.2% year on year (Mobi Ads, 

2009).  
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Further breakdown of the study: 

• paid-for-search advertising on the mobile internet accounts for £14.4 

million, 50.2% of all mobile advertising spend. 

• mobile display advertising – which includes banners, text links, tenancies 

pre/post roll and in-game – accounted for £14.2 million in 2008, 49.8% of all 

mobile advertising spend. 

The IAB also identified a number of key growth factors for mobile advertising, 

including:  

1. Mobile internet usage grew from 8.6 million in December 2007 to over 11 

million in December 2008.  

2. The numbers of users on unlimited data plans (unlimited access to the 

mobile internet as part of their contract) grew by a massive 109% in 2008.  

1.4.1 Opportunities and restrictions of mobile advertising 

There is unique advantage in the ability to deliver directly to the viewer’s 

eye using mobile advertisement at a personal level. Mobile advertising is 

flexible by nature, can be interactive, and can delivered to high-target 

consumers. The targeted audience can search for information, make enquiries 

and make purchases at any location (Yunos, 2003). On the contrary, however, 
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recent news coverage of phone tapping by private detectives and the Sun 

newspaper group (July 2009) by hacking the private SMSs of media and key 

personnel  sent a timely reminder to the EU on the importance of the privacy 

laws. The EU law strictly requires mobile users’ permission prior to sending 

mobile ads and compels advertisers to respect consumers' privacy with 

clearly stated "opt-in" and "opt-out" instructions. Push advertising can also 

be made to customers agree to subscribe to certain services or promotions, 

by pushing these ads on them at certain times; or while customers are 

accessing the operator’s web-based services in the form of internet surfing. Pull 

advertising is defined as any content sent to the wireless subscriber upon 

request shortly thereafter on a one time basis (MMA 2005). In EU countries 

mobile advertising through either the ‘pull’ or ‘push’ mode can only be done 

prior obtaining the customer's permission (Scharl, 2005). Some Asian 

countries do not have any restrictions on sending mobile ads.  

1.5 Problem Discussion 

Haig (2002) stressed that opportunities of advertisers have increased as a 

result of the rise in mobile communication with regards to messaging and 

other mobile-related technologies. There is a synergistic effect in 

supplementing SMS links with web-link connection leading to the company’s 

website or further product information. For example the mobile ads 
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(presented in Figure 1.1) can provide the link for the viewer to a web site for 

more information compared to the information available via text messages. 

Mobile ads are able to direct each recipient to ‘click’ the link to a point of 

purchase through web-links and interactive ad content. Okazaki (2005) 

expressed an optimistic view of the future growth and the benefit of mobile 

ad markets and suggested that companies should adopt mobile advertising. 

In order to adopt mobile advertising he recommended looking at the factors 

influencing the ad reception. Any company which fails to adopt an 

appropriate mobile advertising strategy will have negative advertisements 

response and will have their brand strategy damaged. If marketers failed to 

acknowledge mobile technology; they are in effect ignoring one of the most 

powerful means of actively engaging and reaching customers (Haig, 2002). 

Cho (2003) recommends further research to examine the advertiser-

controlled factors (for example animation, colour, sound, banner format) 

concerning the clicking of links or banner adverts. Interactive ad design 

facilities and tracking of browsers’ surfing behaviour enables the provider to 

offer personalised ads to suit viewer’s needs. The availability of new mobile 

communication mediums suggests potential research avenues for finding 

successful factors in designing interactive banner advertisements. Haig 

(2002) cautioned that while launching a new product or looking for extra 

revenue from mobile ads companies should at all-time ensure that the 
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recipients of the ads are not offended in any way. Chadwick (2006) expressed 

the uncertainty of web effectiveness, as there is no guarantee that a 

dedicated team of creative designers using the latest hardware will attract 

users to their sites.  

Leigh’s study (2006) provides support for the potential use of stimulus-

related factors in conjunction with memory-based measures of effectiveness. 

Preston (1985) recommended that the most appropriate way to measure 

advertising effectiveness is through measuring actual behaviour. Consumer 

response in mobile advertising can be identified as the viewers ‘click’ on the 

ad for purchasing or to the ‘links on the ad’ to obtain more information. 

1.6 Research Methodology 

The purpose of this study is to gain a better understanding of mobile handset 

users’ perception and acceptance of viewing mobile advertising, the value 

they ascribe to it, and the effect it has on them. For the purpose of this study 

positivist philosophy, qualitative and quantitative data analyses were 

adopted. The research question was an important factor in determining the best 

approach to be used to select appropriate methodology. The initial objective 

(objective one and two) deals with mobile users’ behaviour and attitude. It was 

regarded qualitative approach was the right procedure to help in gaining a 



19 

 

deeper understanding of attitude and preferences of mobile users towards 

mobile advertising. Quantitative data were more suitable to find the impact of 

advertisement, identify the user spending patterns and design preferences of 

mobile advertisements. 

1.6.1 Research Approach adopted 

Since the objective 1, is dealing with people's attitudes and perceptions towards 

different elements of mobile advertisements, the choice fell on a qualitative 

approach for the deep understanding of the users’ behaviour. Qualitative 

approach, in the form of focus group study and interview are adopted to 

formulate the questionnaire of the main research.  The initial feedback from the 

focus group among users, operators and owners and the experts aids more 

insight to the mobile users’ behaviour and contributed to formulate the research 

questions.  The inputs of the initial discussions were used to design question 

contents in the later stages of survey through questionnaire.  

Quantitative survey questionnaire were developed adopting Likert’s (1988) 

scale to capture the feedback from the respondents. Data obtained from an 

initial focus group study among the mobile phone operators and the 

representatives of business involved in mobile phone industry were analysed 

more insight view of the industry. The attitudes of the mobile owners 

towards receiving the mobile ads, content design preferences and impact of 
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viewing mobile ads were included in the questionnaire. Mobile ads were 

designed using important content design factors and included as samples of 

mobile ads in the questionnaire.  The research aimed to find out the various 

responses of the customers after viewing sample ads on their handsets, 

which were recorded in the questionnaire. Detailed discussions of the 

methodology are included in chapter three. Secondary data were gathered 

through traditional research media such as journals, new articles, websites, 

treaties and legislations. A wealth of information was also gathered by 

attending mobile industry trade shows, conferences and conventions. 

1.7 Demarcations 

The mobile advertising involves the input of content designers, operators and 

investors. Due to limitations of time and resources allocated for undertaking 

this research, this thesis only focused on examining the response of the 

viewer after viewing selected mobile adverts. To further limit the research, 

the survey was carried out among Indian-British respondents in three 

locations in the UK. 
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1.8 Justification of the segment for research 

The research is intended to find out the response of the customers after 

exposure to the mobile advertisement. The basic ad content page provided 

the information about discounted holiday offerings. The Mintel Report (2003) 

found of the number of consumers who have a mobile phone accounts for 76% 

of the total population of the UK. The popularity of discounted holiday offers 

across most demographic groups suggests that they are considered to be of 

common interest for most, regardless of gender, age or region.  

The main user segment of the internet user is within the age range of 18 to 34 

(37%) and 35 to 54 (42%).  A similar user segment (82%) also exists in the mobile 

industry (Mintel, 2003). By selecting the target groups of 18-34 and 35-54 years 

the author wishes to cover the major segment of all mobile users for the 

research.  So offering holiday ads on mobile phones would attract almost the 

entire set of the target group, as they have an active interest in holiday offers.  

1.9 Assumptions  

1. Most mobile users are between 18 to 34 years and 35 to 54 years of 

age. 

2. The College students are the most representative sector of this 

younger age segment. The selected sample is also highly associated 
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with the economic and technology condition of the mobile user and is 

a fair representation of the segments.   

3. The samples are from all over UK and are a fairly representative of the 

UK population between the 18-54 age segments.  

4. The sample sizes, used in ‘Multistage Sampling Method’, are sufficient 

for the data analysis. Gathered data can be taken as normally 

distributed for the purpose of statistical calculations. 

1.10 Outline of the thesis 

This thesis consists of six chapters. Chapter one begins with a broad overview 

of the mobile ad environment, providing the reader with a general 

background of, and matters related to, the problem area. Chapter two 

provides the reader with an overview of the literature on relevant theory for 

the mobile advert design and impact of mobile ad on viewers. In the third 

chapter the methodology for the study is discussed. Chapter four continues 

the empirical data presentation which is made up of focus group studies 

(including primary and secondary) and data collected from the 

questionnaires. In chapter five the findings are analysed against the 

conceptual framework. Finally a revised model for effective mobile ad design 
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and impact measurement is recommended and conclusions are drawn in 

chapter six. 

The structure of the thesis is outlined below: 

1 .  I N T R O D U C T I O N  

•  B a c k g r o u n d  

•  Objectives and hypotheses 

2. Theoretical framework of mobile advertising 

 

Mobile ad modes 

 

Mobile ad design 

 

Mobile ad effects 

 

3. METHODOLOGY 

•  Research Purpose 

•  Research Approach 

•  Research Strategy 

•  Research Method 
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1. DATA ANALYSIS 

5 .  D I S C U S S I O N S  

6 .  C O N C L U S I O N  

•  Theoretical contribution and model building 

•  Implications in ad research 

•  Limitations and future research 

1.11 CONCLUSION 

 Mobile advertising is regarded as a part of mobile commerce and mobile 

marketing.  The ad providers can reach the target customer at any place and at 

any time and remotely in real time. Mobile advertising requires permission 

from the ad receivers. This mode can be categorised into push or pull or 

interactive between operators and ad viewers in the form of a dialogue 

campaign. Content design factors such as text, colour and animation to 

personalise the ad, and ad-placement factors such as time and location 

are also important in 4G mobile communication. The mobile ad design 

content and placement of mobile ads should be intelligently considered while 

delivering mobile ads. The input of the mobile owners’ behaviour and their 

preferences are useful to develop a questionnaire for testing the impact of 
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mobile ads. In the next chapter the existing theories and publications related to 

mobile advertisement are reviewed. Ad content design and ad impact on viewers 

are researched to establish the theoretical basis of this research. 
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Chapter 2 Literature review 

2.0 THEORETICAL APPROACH OF THE RESEARCH  

In this chapter, existing theories and previous research findings related to the 

proposed research topic are reviewed. The aim of this chapter is to introduce 

relevant literature in mobile phone offerings, users’ personality, perception, 

attitude, memory building and ad impact measurement using mobile ads. The 

literature on marketing and web design contains many references to the impact 

of the internet and other interactive advertising as a driver of change leading to 

interactive advertising formats. Grabbing the attention of customers in 

traditional media needs to be re-interpreted in an interactive environment of 

mobile ads.  The initial review was based on the theories that were concerned 

with mobile phone usage, advertising modes, consumer behaviour and adoption 

factors. In the later stages of the discussion, theoretical reviews concentrated on 

visual impact factors and the brand memory-building process of the viewers.  

Kotler (2001) linked the development of integrated marketing communications 

closely with the development of technology, implying that it is the technological 

advantages that provided the interactivity in advertising. The information 

revolution and cyberspace have substantially altered the marketing landscape 

and realigned the fortunes of various players in the value-delivery process. 
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Kepferer (2001) pointed out that social network groups and internet forums for 

exchange of views pose serious challenges to the companies for brand image-

building among the consumers. The Active-ad project (2002) supports the priority 

given to interactive advert design to engage all the parties involved in the 

advertising supply chain. Fill (2002) commented that the interactivity and rapid 

two-way communications enabled by technology require the development of 

new strategies and a fresh understanding of what customers might need. This 

poses a challenge to all advertising supply chains to better understand, and apply 

effectively, the opportunities offered by interactivity in advertising.  

In the mobile environment, both mobile owners and advertisers are willing to 

communicate with each other. Mobile marketing uses primarily text or 

multimedia messaging technology, a less intrusive communication channel that 

sends (to a mobile or an email address) and receives text or pictorial messages 

through mobile devices and mobile networks. Consumers’ attitude and 

acceptance of mobile services becomes the key for advertisers to acquire new 

mobile ad receivers or to retain existing receivers of ads. Web-based marketing 

has triggered a revolution of marketing thought and strategy via reverse 

marketing that focuses on customer initiations of marketing communication 

(Gewei, 2007).  
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The multi-channel marketing perspective has made mobile technology create 

new value-added channels between marketers and consumers in a real time 

context.  The efficiency of the value added products and acceptability of the 

consumers are the key performance criteria to improved customer acquisition 

and retention. Web-based marketing cannot be effective if consumers have no 

access to internet-enabled computers. However, with the mobile communication 

channel, the potential accessibility and the availability of mobile devices is 

virtually unlimited for marketing (Ranchhod, 2007). Advertisers can communicate 

at any time and advertising messages are stored until they are deleted or 

forwarded to other handsets for further use. Marketers may present advertising 

pictures dynamically by using mobile advertisements to an e-mail address or may 

respond to consumer initiations and attempt to convert consumer queries or 

leads into sales. 

Coksun (2006) found that re-broadcasting interactive TV on mobile phones leads 

to poor user experience. Since the restriction of the screen size of mobile phones 

compared to that of the TV, content re-creation becomes a unique challenge to 

marketing mobile broadcast technology.  End users perceive that on-demand 

snippets of shows, sports, news and music are useful additions to their lifestyle. 

Determining which services to offer to which customers will be the greatest 

challenge in interactive advertisement design and content delivery. 
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2.1 MOBILE ADVERTISING MODES 

Mobile advertising is gaining acceptance by mobile operators, stakeholders and 

mobile users as mobile technology has advanced and companies world-wide are 

starting to use not only text messages, but also multimedia messages in their 

mobile commercial communication (Barnes, 2002; Salo, 2005).  Kalakota and 

Robinson (2002) used the term ‘mobile marketing’ when referring to distribution 

of messages and promotion. Stafford and Gillenson (2003) in m-commerce refer 

to the same phenomenon and Pura (2002) used the term ‘mobile advertising’. 

In the mobile ads operators started designing, promoting and delivering various 

applications which reflects the attempt of trying new mobile services 

(Komulainen, 2005; Salo, 2005). Some operators copy the same TV ads onto the 

mobile ads in a way that is similar to adding banner ads on a computer. This 

method is used as mass media broadcasting (e.g. reaching a high number of 

potential customers) to reach maximum customers with the same ad message. 

(Refer to appendix 1.1 and 1.2 for general roles of advertising). Various service 

messages provided by the operators and subscription clubs are also influencing 

customers following basis advertising principles (e,g 3 mobile, O2 services 

messages to game and banner ads on phones). Initial failures of mobile ad 

acceptance would discourage both the advertiser and the agency. The negative 

reaction of the ad receivers may cause potential harm to the newly available 

mobile ad industry and ad receivers may decide that mobile advertising does not 
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work. Tahtinen (2005) warns that the actual reason for the failure campaign 

could be the poor knowledge of the essential features of mobile commercial 

communication. 

2.2 ELEMENTS OF ADVERTISING 

Advertising definition: A current definition of advertising is found in Richards and 

Curran (2002). The article applies a ‘Delphi’ method and uses dialogue with 

experts (ad agency executives, presidents of professional organisations, 

government regulators, and respected academics) in building the definition. 

The essential elements of advertising are that it is (1) paid, (2) non-personal, (3) 

has an identified sponsor; (4) it uses mass media, and (5) it aims to persuade or 

influence (Richards and Curran 2002).  

Tahtinen (2005) defined advertising as “a paid, mediated form of communication 

from an identifiable source, designed to persuade the receiver to take some 

action, now or in the future”. “Mediated communication is that which is conveyed 

to an audience through print, electronics or any method other than direct person-

to-person communication”. This definition broadens the scope of advertising to 

include new advertising modes.  

Nan et al (2004) identified four advertising building blocks; consumer scepticism, 

repetition, message co-ordination, and a cluttered and competing environment, 
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which separate advertising from other types of communication. Research reports 

(Nan, 2004) reveal that a consumer needs to see the advert more than once 

before it may influence his thinking or behaviour. Mobile advertisers aim to be 

highly repetitive in reaching the consumers using various mode of 

communication (TV, radio, newspaper, mobile devices etc.). To reach customers, 

advertisers have to co-ordinate the messages and try to adopt Integrated 

Marketing Communication tools.  

Present advert communication is better explained with the following diagram: 

Mobile operator     Mobile handset owner 

 

 

 

 

Figure 2.1 Simplified model for the mobile ads transmission (developed from 

the literature review of section 2.2) 

2.3 UNIQUE NATURE OF MOBILE ADS 

Barwise (2002) referred to the difference between the mobile ad mode and other 

existing ad mediums. The mobile ads provide flexibility of delivery at anytime 
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from anywhere and instantly to the viewers. The small screens of the handsets 

also restrict the size and length of the ads. The interactive nature of mobile 

advertising has unique advantages over the other modes. Yuan and Tsao (2003) 

pointed out the ability of mobile ads to use contextual information to personalise 

ads to suit individual receivers. Technological advances enabled the unique 

facilities for the mobile devices. The telecommunication platforms and 

infrastructure facilitate these features. Repeated mobile advertising (which is 

reported to be irritating) may not be a suitable option for the advertiser. In the 

early stages of mobile ads the environment is not yet in a cluttered and 

competing mode.  

Due to the nature of personalised communication and the privacy of the mobile 

phone, the advertiser has limited opportunity for message co-ordination. 

According to the EU legislation, the advertiser has to seek prior permission 

before sending mobile ads and the customer must receive instructions on how to 

decline the request.  

2.4 The nature of mobile ads 

Any mobile ad design, based on interactive and personal elements, is very 

important to influence the success of mobile commercial communication. The 

mobile advertiser tries to persuade the receiver to click the link to load the main 
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web page of the product, or to purchase the product or services.  Mobile 

advertising, in this matrix, could be classified in the ‘focused connection’ and/or 

‘query and order’ categories because it is targeted at specific customers and 

delivered to them directly. Raulas and Vepsalainen (2008) recommended that 

mobile ads should also be targeted at positively or neutrally attuned individuals. 

On the other hand, some ad receivers may not consider the ad message 

trustworthy and ignore the invitation for further click or purchasing actions. 

Negatively attuned persons may not agree to receiving further mobile ads. The 

interactive nature of mobile media highlights the importance of media being 

used only when it best suits its purpose, and when the receivers are known to 

the extent that the messages can be personalised to provide value to them. This 

notion is supported by Leppaniemi (2004) who argued that mobile ads could be 

used as a call-to-action tool with the aim of pushing the prospect prospective 

consumer to the point of sale. 

2.5 Regulatory control of Mobile Ads 

Mobile ads are expected to be meeting end-users’ demand for highly 

personalised service needs while avoiding causing irritation, and respecting the 

privacy of the viewer (Tahtinen, 2005). The major difference between mobile ads 

and other advertising modes is the "opt-in" agreement of the mobile viewer to 

receive the ad. According to Sadeh (2002) this "opt-in" function provides full 
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control to end-users over the messages they receive. Mobile banking allows 

consumers to keep in touch with the bank for any transaction that their account 

balances via SMS (Mallet, 2004). 

2.6 Technological advances on mobile services 

Murphy (2005) stressed the importance of personalised mobile phone services in 

the increased technological offerings in mobile technology. He also stressed that 

virtual communities can be created by properly applied location-based services. 

Location, timing and personalised ads can influence consumers’ buying behaviour 

amongst mobile viewers. According to Okazaki (2005), the GPS location facilities 

together with other location based-services will give companies strategic 

advantage in mobile advertising.  

Various telecom operators in UK (3 mobile, O2, T mobile and Vodaphone) are 

offering to sell out 3.5 and 4g services with GPS-enabled phones, which makes it 

possible for location-based services to be delivered in a more personalised way 

(adapted from current mobile company leaflets, July 2009) 

SMS costs are low in the UK and are generally offered on a bundled basis in 

bulk to the user under a monthly contract. MMS free minutes are also 

bundled on the more expensive phones such as Nokia N95, Sony-Ericson and 

higher-priced handsets. The costs of these free video minutes are shared by 
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the operators and the handset providers to promote MMS use to the handset 

users. The free content of mobile news, weather and account usage web sites 

are also offered by the respective operators to encourage MMS usage.  

The cost of sending an SMS message, if bought under a package deal, is 

comparably lower than other data-oriented devices such as MMS and 

downloading data. The cost of CPM is very low in using bulk SMS for a company, 

and timing and instant impact is much more costly on the mobile medium due to 

the nature of its exposure to the viewers. According to Leppaniemi (2005), by 

using mobile ads, mobile operators can deliver campaigns targeting  thousands of 

people at a fraction of the costs of other expensive advertising medium.  

Mobile operator     Mobile handset owner 

 

 

     (Two-way) 

                    Brand or service provider       

        

Figure 2.2 Simplified model for the mobile ads transmission (updated from the 

previous figure 2.1 in section 2.2) 
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2.7 Effective Mobile Ad Campaigns 

According to Marla (2005), the user of a mobile phone always carries it with 

them, and it can be used almost anywhere; as a result, this poses both a 

challenge and an opportunity to advertisers. The current trend among youths 

and teenagers is to stay in touch with their peers via SMS (Jelassi, 2004). Jelassi 

(2004) stressed that ubiquitous access is more prominent in places like airport 

lounges, trains, subways and buses. Mobile advertisers can take advantage of the 

idle time of the mobile owners during travelling time.  

2.7.1 Types of effective mobile advertising campaigns 

Mobile advertising includes push and pull messages as well as promotional 

sponsorships. Furthermore, it can be used flexibly as part of a cross-media 

concept, including media such as print, TV, radio, and point-of-sale material. 

According to Jelassi (2004) mobile ads can be divided into three delivery 

categories - push, pull and dialogue.  Peters (2002) stated that a mobile campaign 

which does not include interactivity will leave the main asset of the medium 

untapped. 

Push messaging is equivalent to spam e-mail. Typical push campaigns include 

offers sent to existing customers, mobile alerts, and information sent via a 

mobile device. Sending push messages without permission is commonly called 
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spam (Heimo, 2001). The context and value of the messages have to be 

considered carefully before applying this strategy to approach customers. If the 

message is not relevant to the receivers, it can easily turn them against the 

advertiser (Keskinen, 2001). 

Pull campaigns attract the customer to request further information and other 

content through the mobile device. Customers can receive discount coupons or 

samples by sending their contact information via their mobile device. If SMS 

messages or picture logos are used as coupons, the advertiser should consider 

whether the coupon should be personal, or whether spreading the message to 

friends should be allowed in order to create viral impact (Keskinen, 2001). Pull 

campaigns often include cross-media approach (Heimo, 2001). Customers react 

to an advertisement in other media via the mobile channel. 

 Mobile ad campaigns, contrary to traditional ad medium, exhibit high levels of 

activity on the consumer's side or the advertiser’s side, or both. A high level of 

activity on the advertising company's side means that the customer is reached 

proactively, whilst a high level on the consumer's side means he/she reacts 

actively to an advertisement by requesting more information through the mobile 

phone.  

According to Jelassi (2004) marketing managers are finding it difficult to select 

appropriate strategies to reach customers with their messages. The emergence 
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of private channels has given rise to a high degree of fragmentation, making it 

difficult to reach customers. Jelassi (2004) pointed out that knowledge of 

personal advertising agents who have personal interaction with a customer can 

provide better customised service than TV, print or internet mediums. The 

mobile advert interaction with the ad-link or directly searching the company 

website suggest the following existing model  used in the mobile ad transmission: 

Mobile operator     Mobile handset owner 

 

 

     (Two-way) 

 

 

             Brand or service provider       

        

 

Figure 2.3 Simplified model for the mobile ads transmission (developed from 

the previous figure 2.2 in section 2.6) 
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2.8 Consumer Preferences 

The perceived value and utility of the product and service offered in the mobile 

ad forms a basic underlying presence across consumption phenomena. Consumer 

acceptance of any product or services is driven by both utilitarian and hedonistic 

considerations (Dhar and Wertenbroch, 2000). The consumption and acceptance 

of any offer of products involves these dimensions to varying degrees (Batra and 

Ahtola, 1991). Hedonistic considerations from the consumers relate to feelings, 

fantasy, and fun (Hirschman and Holbrook, 1982) while utilitarian attributes 

relate to qualities of usefulness. The consumer involvement with a product and 

purchase decisions are influenced by the perceived degree of utilitarian and 

hedonistic value of the product (e.g., Babin, Darden and Griffin, 1994). Bruner 

and Kumar (2005) pointed out that the hedonic factor of fun significantly affected 

attitude toward the act of using mobile handsets. In the case of the mobile 

phone, perceptions of the product or service usefulness and pleasurable appeal 

would affect, separately and jointly.  

The viewers would become involved with the mobile ad message, interact with 

the product or service image and experience the purchase satisfaction of a 

particular product or service for personal use. The past researches recommend 

that personalisation of ad design can intelligently performed by the ad server 

prior transmitting to the ad viewer’s handset. The previous model in figure 2.3 
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can be updated by inserting the element of the personalised mobile ad 

attachment by the server (yellow box below): 

 

         Mobile operator                                                           Mobile Client 
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Figure 2.4 A model for the personalised mobile advert using viewer’s 

preferences (developed from the figure 2.3)     
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2.9 Consumer involvement  

Consumer involvement with the ads is reported in various research studies 

(Laaksonen, 1994; Laurent and Kapferer, 1985).  Involvements are viewed as an 

individual, internal state of arousal with intensity, direction, and persistence 

properties (Andrews, Durvasula and Akhter, 1990).  The researchers investigated 

the links of involvement to a consumer's motivational state. Involvement is also 

considered to derive from the perceived importance of the stimulus, "…be that 

stimulus the product itself or the purchase decision task" (Mittal, 1995). Hunt, 

Keaveney and Lee (1995) identified two major types of involvement - product 

involvement and purchase involvement. The product involvement state can be 

achieved through attractive mobile ads and the purchase involvement follows as 

the post-purchase impact. Broderick and Mueller (1999) argue that each may 

have a separate impact on behaviour. Higher levels of involvement with the 

product and ad message are likely to lead to greater use of mobile-related 

services. 

2.10 Innovative attitude of consumer  

The influence of innovativeness on the use of new technology has been 

established by research and has been investigated in relation to internet 

shoppers (Donthu and Garcia, 1999). Donthu and Garcia (1999) found that those 

who had appropriated the internet for shopping were significantly more 
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innovative than non-internet shoppers. Other researchers (e.g., Agarwal and 

Prasad, 1997) developed and used the construct of personal innovativeness in 

the domain of information technology (PITT) to identify those who were likely to 

use IT innovations earlier than others. Foxall and Bhate (1999), who tested a 

contingency model of consumer innovativeness for computer use, found that 

adaption-innovative attitude and personal involvement explained overall 

computer use.  The personality and innovativeness of mobile users could also 

influence the mobile-related services and ad acceptances that need to be 

investigated. 

2.11 Self-efficacy  

Self-efficacy is defined as "beliefs in one's capabilities to mobilise the motivation, 

cognitive resources, and courses of action needed to meet given situational 

demands" (Wood and Bandura, 1989).  

There are three major components of these beliefs:  

5. Magnitude (particular level of task difficulty),  

6. Strength (certainty of successfully performing a particular level of task 

difficulty), and  
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7. Generality (the extent to which magnitude and strength beliefs generalise 

across tasks and situations) 

They argued that low self-efficacy individuals will tend to focus on their personal 

deficiencies and foresee failure. This undermines effective use of capabilities, 

acts as resistance to innovative use and diverts attention from strategies to 

succeed. Individuals with high self-efficacy tend to set higher aims and have 

firmer commitment towards the goals (Bandura and Wood, 1989). The 

personality types, beliefs and motivational needs will influence the decision 

making of the mobile ad viewers. 

2.12 Consumer attitude towards ads 

Consumer behaviour as an area for research has always drawn interest 

interesting and important, as one has to deal with rapidly changing perceptions 

and attitudes. Consumers has been termed as the ‘black box’, a mysterious 

object, which can never be looked into, and which we can only broadly 

understand by grasping the outputs that emerges as the result of numerous 

marketing stimuli along with the influence of certain exogenous variables such as 

cultural, social, personal and psychological characteristics. There are several 

barriers to effective communications: perceptual and language differences, 

restrictive environment, distraction, deceptive communication tactics and 
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information overload (Courtland, 2004). The recipient of a mobile ad message 

makes an effort to decode the ad content and the theme. Interferences to 

reading and interpreting the ad, and competing attention seekers (from external 

environment or noise) can limit the receiver’s understanding. Perceptual and 

language differences are the way each individual ‘thinks’ the meaning out of the 

ad content: this differs from individual to individual (Courtland, 2004). The same 

mobile advert message may refer to a particular product or experience but the 

perception of that experience will be different for each person. Advert content 

designers or operators may exaggerate benefits, quote inaccurate statistics or 

hide negative information behind an optimistic attitude. A certain way of 

delivering information can influence others to perceive the message in a different 

manner (Love, 1992). 

2.13 Group dynamics and social networking influences on 

consumers 

Mobile users and members of a particular forum or social group play a major role 

in spreading offers and brand images through group dynamics in social networks. 

Messages received by a viewer can be forwarded to other members of their 

social network or any known persons. In this way ad messages can be spread at a 

broader level that is beyond the operator’s own customer database (Barwise and 

Strong, 2002). In a mobile ad mode the delivery of brand jingles, logos and 
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slogans within the social groups can multiply the number of end-users exposed to 

the brands, thus increasing the ad impact. 

2.14 Cultural influences on consumer preferences 

Main goal in any competitive advertising is designing mobile advert content that 

draws customers, and builds trust and loyalty. Singh (2005) argues that a 

successful brand enjoys exactly the same position regardless of whether they are 

stand-alone entities or not. Customisation of the ad content enables back-end 

server technologies to create modular, extendable and accessible templates that 

support front-end customisation (Singh and Boughton 2004).  Mobile ad content 

can be adapted to meet the specific needs of the target market and the needs of 

the relevant customers. Singh (2005) believes that for such a customisation to be 

successful, content designers have to culturally customise their web sites with 

the help of market intelligence. The internet remains a complex concept to most 

people, and we hold many conflicting and contradictory viewpoints about its role 

in society, its potential for revolutionary change in commerce, and its impact on 

our behaviour. People herald the new net-centric technologies that offer so 

many personalised services, from book recommendations to online portfolio 

analysis. At the same time, they then wonder what they have to relinquish in 

terms of privacy and control, to obtain these technologies (Wallace, 1999). 
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In Europe, short text messaging services are growing in popularity as well, and 

business people use them as an unobtrusive way to communicate with others 

when they are sitting in meetings or conference presentations and have time to 

spare (Mennecke, 2004). From a psychological standpoint, these services create a 

new internet-based environment for human interaction that will have its own 

characteristics and will influence the way we behave when we use them. A phone 

call already has a defined set of norms associated with it, and increasingly, so 

does an email. The norms that evolve are affected by the nature of the 

communication medium and by the tendency toward group conformity.  

Cultural background and nature of communication influence the use and 

spending habits over the mobile phone. De Mooij (2004) pointed out that there 

are differences in terms of usage patterns. In the individualistic northern part of 

Europe people use mobile phones to communicate with each other and send 

SMSs. Within more collective and high power distance cultures, such as in 

southern Europe, people use mobile phones for talking as well as networking. 

The implication of the different cultural pattern has a different impact on the 

adoption of mobile ads. Mooij (2004) stressed that uniform ad content or the 

single campaign may not yield the same result in different markets.  

Japanese employees spend a lot of time on public transport. This idle time for 

handset owners provides an opportunity for them to surf the internet or for the 
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ad operators to reach the idle consumers. Europeans commute by car and 

generally do not get the opportunity to use mobile internet on their journeys 

(Shii, 2004).  The spending nature of individuals and the use of mobiles in the 

Indian subcontinent suggests that the consumption patterns on mobile phones is 

not dependent on earning power or status but on a need for communication and 

belonging to a networked community. These are universal needs that are not 

only confined to a specific culture. 

2.15 Mobile advertising adoption among consumers 

Okazaki (2005) identified a number of major factors as key determinants of SMS-

based mobile advertising adoption. These factors are divided into two categories: 

•  Managerial (branding strategy, location-based service, and service cost) 

and  

•  Environmental (regulatory, facilitating condition and cultural barriers).  

Petersen (2003) states that traditional use of internet through the computer does 

not allow brands to reach customers; even though it is claimed that the internet 

has made it possible for customers to reach the company at their desired time.  

The limitations of the computer (switched on and running in front of the 

customer) and availability of internet connection reduces the advert reach.  

Mobile handsets are always with the user making it possible for advertisers to 
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reach their customers at anytime from anywhere. According to Frolick and Chen 

(2004), the mobile internet provides an effective channel for building customer 

relationships by means of promotional and direct marketing activities. More 

specifically, wireless e-mail is now regarded as an effective tool to enhance brand 

awareness, build or test customer loyalty, and develop or enhance a 

demographic database (Mylonopoulus and Doukidis, 2003). 

Mobile ads can pass information about products, innovations, coupon 

announcements, or special links or special offers. Customer can also request 

information through mobile phone or ‘pull-down’ more information from web 

links about product or brand. ‘Click links’ or invitation for further information 

increases the ability of the customer to reach the website of the main product or 

service provider. The company, or brand management, can apply the ‘push’ 

method of sending information in response to the query of the viewer; and get 

feedback from their customers. Instant updating of CRM data is possible due to 

the constant link between viewers and the ad server connected by mobile 

handset. 
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2.16 Mobile advertising and Brand awareness 

New technology affects brands and challenges the traditional ways of building a 

brand. As Micah Kotch, Marketing Consultant at Wireless Advertising Association 

(Kotch, 2001), states:  

“Trademarks are increasingly co-opted by a subculture of youth, which 

internalizes brands and rejuvenates them in the process. The emotional 

connection between a product and a customer take centre stage in the mobile 

channel. It will be a springboard for the distinctive names and symbols of today, 

so companies-the trust marks that transcend brands and bind icons to the hopes 

and dreams of tomorrow’s customers.” 

Mobile advertising has been compared to direct marketing because of its 

personal nature, but it can also be used for branding purposes. Kotch (2001) 

recommends that mobile advertising should always be based on the customers’ 

needs and it should be communicated in the right context. Customers benefit by 

giving their permission to receive mobile marketing, making mobile advertising 

more like a service than just marketing communication. According to Keskinen 

(2001), using mobile advertising for branding purposes requires specific targeting 

and communication of the core elements of the brand identity. Managing a 

superior customer experience and relationship is a long-term goal of marketing 

communication (Kotch, 2001). Advertising is an important step along the way, 
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but if it is done without permission or is irrelevant, it makes meaningful dialogue 

with customers virtually impossible. Mobile marketing must cater to each 

subscriber’s individual preferences and life styles, thereby delivering value for the 

coveted one-to-one relationship (Kotch, 2001). Segmenting the customer base 

according to situational needs and lifestyle instead of psychographic or 

demographic factors helps the advertiser plan the messages that motivate the 

customer to action.  

 Research conducted in mobile advertising found that SMS ads are 50% more 

successful at building brand awareness than TV and 130% more successful than 

radio (Enpocket, 2002). The study also found that the level of brand recognition 

was as high as 66% of people who remembered and spontaneously recall the 

average campaign. The brand awareness campaign leads to memory 

development of ad receivers and aids in recognition in the form of memory 

retrieval and updating a new attitude towards the brand.  

2.17 Mobile ads design:  factors influencing consumer use of mobile 

ad services  

Advertisement design factors play a major role in ad content formation, 

personalisation and conveying clear messages to viewers. Research by Maher 

(2004) found that children's recall and recognition of an ad depends on the ad’s 

content contained in the audio and video modalities of television commercials. 



51 

 

The ad featured typical aspects of ads targeting youngsters, including animated 

creatures, role transformations, and loud music, among other production 

techniques. Results support the supremacy of the audio-visual nature of 

television in conveying information to children. 

Multi-channel adverts and appropriate channel mix of ads propagation could 

have a synergy effect on the ad receivers. Chang’s (2004) research was 

conducted to test the existence of different synergy effects as well as to compare 

the information-processing model of synergy with that of repetition. The result 

shows that television-web synergy leads to significantly higher attention, higher 

perceived message credibility, and a greater number of total and positive 

thoughts than did repetition. The research also found that viewers’ experience 

with the product, under synergistic conditions, formed brand attitudes through 

the central processing route, whereas viewer under repetitive conditions formed 

brand attitudes through the peripheral route. This also encourages the use for 

multi-mode channels including TV, internet and mobile advertising to develop 

brand memory among customers. 
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2.18 Impact of ads on individual viewers 

2.18.1 The case of visual perception  

A large set of rules governs the complex process by which we infer the contents 

of the visual world. When sight is unimpaired and yet recognition fails, the deficit 

is known as visual amnesia. Smith (2007) argued that the selective impairment 

produced by visual amnesia demonstrates that there are at least some processes 

used for visual recognition that are not used to extract or organise visual 

features. It is entirely possible that the human recognition system uses multiple 

sets of representative attentions and processes, which may be more or less 

effective for different types of objects. Neurons in the visual cortex are tuned to 

lines of specific orientation and degree of curvature (Ferster and Miner, 2002; 

Hubel and Wiesel, 1959), and it is not yet known whether there are neurons 

tuned to specific letters or words. Selectivity has been found for other features, 

such as colour, size, texture, and shape (Desimone et al., 1984; Tanaka et al., 

1991). Neurons have even shown selectivity to features that are specific parts of 

objects, such as the eyes of a face (Perrett, 1982), and they can become more 

selective for specific features of objects through experience.  

Perception is not a one-way flow of information; the human brain is predisposed 

to understand new information in relation to what is already known (Smith 

2007). As bottom-up information comes in from sensory organs and is passed up 
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the hierarchy of analysis, concurrent information moves top down (in accordance 

with your knowledge, beliefs, goals and expectations) and affects earlier 

processes. The brain uses knowledge to make perception more efficient, 

accurate, and relevant to the current situation, filling in the missing parts of 

sensory input on the basis of information previously stored in memory. 

Studies of visual illusions have revealed that context - including our knowledge, 

beliefs, goals and expectations - leads to a number of different assumptions 

about visual features. If we did not make these assumptions, and saw ‘literally’ 

rather than perceived inferentially, the world would be very confusing indeed.   

2.18.2 Perception implication on ad content design 

Research (Singh, 2003) has shown that language influences our perception of 

colour, as well as human cognitive organisation of colour. People of different 

cultures do not perceive colours the same way. Different cultures may use 

different terms for colours; most interesting, they may assign names to unusual 

parts of the colour spectrum. In other words, not all cultures “slice” the colour 

spectrum the same way (Singh, 2003). When designing advertisements, the 

previously discussed perceptual effects of the environment, language, and colour 

can have a profound influence on the appeal, usability, and performance of the 

mobile ad (Singh, 2003). The orientation of the content, text length, navigational 
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modes, translation equivalence, language dialects, and colour categories impact 

web performance (Singh, 2003). According to Barber (1998), spatial orientation 

(how the message content is structured) has a direct effect on web site usability 

because it affects visual perception. For example, many of the oriental scripts 

(Japanese, Korean, Chinese) are justified and read vertically; for Arabic readers, a 

left-justified web page might not be visual1y appealing. Attention also needs to 

be paid on how graphics and composition are structured on the web page. For 

example, in Western cultures central composition is relatively uncommon, but in 

oriental cultures centering is not only preferred but is also a norm when 

depicting visual art and graphics (Mooij, 2004). 

Sicilia’s (2005) research showed that the interactive web site leads to more 

information processing, higher favourability toward the product and the web 

site, and greater flow state intensity. In addition, the findings confirmed the 

hypothesised moderating effect of need for cognition on information processing. 

In addition, the findings confirm the hypothesised moderating effect of need for 

cognition on information processing.  

The highly personalised mobile media mixed with interactive ads can play a major 

role to attract attention of the viewers and should urge them to explore or ‘click 

for more information’ about the advertised product. 
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The research findings (Ko, 2005) among the UK and South Korean populations 

suggest that consumers who have high information motivations are more likely 

to engage in human-message interaction on a web site, whereas social 

interaction motivations are more strongly related to human-human interaction. 

Both human-message and human-human interactions had a positive effect on 

attitude toward the site, which leads to positive attitude toward the brand and 

purchase intention. The interactivity and motivations for using the mobile phone 

and consequences (i.e., attitude toward the site, attitude toward the brand, and 

purchase intention) can also be investigated in the new mobile ads environment. 

Gaining consumers' attention and generating favourable attitudes are major 

advertising objectives.  Colour and text contrast attributes of a picture draws 

various on attention of the viewers. Moore (2005) found that incongruity has a 

more favourable effect on recall and recognition, whereas congruity has more 

favourable effects on attitudes. Moore (2005) also suggests that when ads 

generate sufficient attention to gain recall or recognition, moderate congruity 

offers the most favourable attitudes toward the ad.  

2.18.3 Persuasion and memory building 

Lowrey (2004) suggests that complexity in the advert message adversely affected 

a variety of memory measures. These findings provide further evidence that 
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psycholinguistic factors should be taken into consideration when developing 

effective advertising.  The research analyses revealed that complexity contributes 

independently (negatively) to advertising recall and recognition (controlling for 

execution). The design simplicity is much more vital in the relatively smaller 

screen of the mobile phone than that of the internet or web-based display. 

The consumer has a tendency to disbelieve advertising claims. Obermiller’s 

(1988) investigation reveals the effects of consumer scepticism towards 

advertising on responses to ads. The research collated various measures of 

advertising response, including brand beliefs, ad attitudes, responses to 

informational and emotional appeals, efforts to avoid advertising, attention to 

ads, and reliance on ads versus other information sources.  The Obermiller (1988) 

research also revealed that more introvert consumers like advertising less, rely 

on it less, attend to it less, and respond more positively to emotional appeals 

than to informational appeals.  

2.19 Mobile advertisement and brand management 

Knowledge about a visual object provides the basis for recognising and coding 

the message on the advertisement. The context surrounding the feature, group 

or object around it aids the recognition and understanding of the theme and 

message behind it. Experience and knowledge interprets the result and 
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compensates for the missing segment of the message or input. Interactions 

between knowledge and current perceptual input bring about perception (Refer 

to appendix 5 for a more detailed process of visual memory formulation). 

2.19.1 Memory building  

Brains put together the many varied cues from reciprocal neural connections 

through different pathways, thus ensuring information is processed forward and 

backwards independently between levels of representations.  

Cognitive psychology relied on process models, which specify a sequence of 

processes that convert an input to an output. Sternberg’s process model (1984)or 

‘box and arrow’ model explain the sequence of each process in tern of its input 

and output.  

         

 

 

  Figure 2.5 Simplified diagram of Sternberg’s (1984) ‘Process Model’ of 

cognition. 

Probe 
Encode 
Probe 

Scan and 

compare 

Make 

decision 

Execute 

Response 



58 

 

The theory assume serial processing one step at a time in sequence and rarely 

model parallel processing, in which process occur simultaneously. Moreover, 

perceptual systems find a single interpretation of the input in which all of the 

pieces fit together simultaneously, even if another interpretation could well be 

possible (Kosslyn, 2007). Interpretations are achieved and changed in accordance 

with the principles of competition and adaptation (Desimone and Duncan, 1995). 

If a possible interpretation produces a stronger pattern of activation, this 

interpretation suppresses the others. Duncan (1995) indicated that the “winner” 

gradually adapts and weakens over time, until a “loser” can dominate. In the case 

of a weaker or ambiguous stimulus, perception of the weaker stimulus changes 

over time. Advertisement influences can be explained by this ‘theory of winning’ 

(Desimone and Duncan, 1995), where mobile ads plays a major role in directly 

connecting with the person, influencing perception, gaining attention and wining 

over the weaker perception and interpretations. 

2.19.2 Creative advertisement design  

Till (2005) examined the potential effectiveness of creative advertising in 

enhancing recall, brand attitude, and purchase intent. The results indicated that 

creative commercials facilitate unaided recall; however, that creativity did not 

enhance aided recall, purchase intent, or brand and advertisement attitude. 

Leigh (2006) found that recall is influenced by cognitive factors, whereas 
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recognition is primarily influenced by affective factors. This research provides 

support for the potential use of stimulus-related factors in conjunction with 

memory-based measures of effectiveness.  

Research reveals that a relatively small proportion of those exposed to a banner 

advertisement actually click on the banner. Sometimes internet users avoid 

looking at or even block the pop-up ads during their online activities. DoubleClick 

(1996) reported that only 4% of web site visitors who are exposed to a banner 

advertisement click on the advertisement the first time they see it. Sicilia (2005) 

examined how consumers processed the information available and what their 

experiences were when exposed to an interactive web site as compared with a 

non-interactive web site. The results showed that the interactive web site leads 

to more information processing, and higher favourability toward the product and 

the web site.  

The degree to which the visitor interacts with the target communication is a 

better measure of the value and effectiveness of an advertisement than mere 

exposure. The distinction between passive advertisements that are under the 

marketer’s control and active advertisements that are under the consumer’s 

control has important implications for the measurement of advertisement impact 

and pricing the process of banner advertisements (Hoffman and Novak, 1999). 

The current advertising strategy favours the effectiveness of deriving maximum 
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response from the selected target group in relation to the efficiency. Advertisers 

also prefer providing maximum exposure to many unknown audience groups at 

minimum cost (Hoffman and Novak, 1999). 

2.19.3 Culture and ad design preferences 

Brumbaugh (2006) compared responses of Asian, black, Hispanic, Indian (Asian 

Indian), white, and multiethnic American participants. The research showed 

systematic differences in ad processing among different groups toward the same 

advertisement. Moore (2006) considered the effects of the congruity between 

the product foci of the advertiser and the web site, as well as advert colour and 

banner-text colour contrast to measure attention and attitudes toward the ad. 

Experiment results indicate that incongruity has a more favourable effect on 

recall, whereas congruity has more favourable effects on attitudes. Moore (2006) 

also suggested that when ads generate sufficient attention to gain recall, 

moderate congruity offers the most favourable attitudes toward the ad.  

Innovations in communication media such as advertisements on mobile phones 

open new opportunities for advertising on mobiles. To create consumers’ 

congruence between advertising and brand preferences, the advertiser acquires 

information about the customer’s preferences and desires from his interactions 

and sales process. This aggregation activity requires profound data analysis and 
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knowledge of the browser, who generally does not like lengthy questioning. In a 

recent study on targeted advertising, Clinton and Lapinski (2004) found that 

effectiveness of the advertisement depends upon the message of the 

advertisement and the characteristics of the viewer. In the interactive mobile 

media, subscribers want flexibility of viewing any content on their mobile phone 

regardless of who provides the content or who operates the network.  Cho 

(2003) suggested that internet media planners should select advertising vehicles 

based on reach, frequency and cost efficiency. He also stressed that ad content 

design should be congruent to the product categories of the banner ad and 

target audiences’ attitudes toward the advertising in general. Sometimes surfers 

consciously avoid looking at banner ads during their online activities and get 

irritated by animated banner design. Xavier and Hussherr’s (2003) research 

recommended measuring advertising effectiveness by using traditional brand 

equity measures such as brand awareness and advertising recall. Bennett (2006) 

suggested that aggregators should utilise the bank of consumer usage behaviour 

metrics and content owners should focus on content quality and creation of 

interactive ads. 

Images have the ability to convey much more information, more accurately and 

faster than words. They can be absorbed and recalled with much less effort by 

the viewer. Image themes can provide entertainment that holds the attention of 

the ad receiver and serves the consumer’s increasing requirement for receiving 
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ads. Visual effects draw greater attention to the advertisements and can create 

an emotional response on the part of the viewer. Messages that might be 

difficult to express verbally can often be more effectively communicated using 

images (Morgan, 1999). Pictures in advertisements can grab the particular 

attention of a targeted audience. Use of a logo or some other symbol 

representing the company or the brand can help the consumer to interpret a 

visual reference. Multinational and global companies are increasingly targeting 

their products to an audience which sometimes encompasses entire regions - 

Asia, Western Europe or even the entire globe - as argued by Messaris (1997). 

2.19.4 Ad design elements 

Yeshin (2006) pointed out that an ethnic ‘look’ may affect the acceptability of the 

ads’ ‘criticising message’ in particular markets.  Pictures and gestures may be 

used to augment the meaning of language; however, they may not have the 

same, intended, meaning in other cultures. There is evidence that much 

communication occurs non-verbally. Non-verbal communication resent a 

powerful and often precise way of conveying information, particularly for 

multinational campaigns. Cho’s (2003) research recommends personalising the 

advertiser-controlled factors (for example animation, colour, sound, banner 

format) for attracting the viewer’s attention. Interactive web design facilities and 

tracking of browsers surfing behaviour enable to offer personalised ads to suit 



63 

 

browser’s needs. The availability of new mobile communication media suggests 

potential research avenues for finding successful factors in designing interactive 

mobile ads.  

2.20 Personality types and individual preferences 

There are five key factors which are used in personality research studies to 

describe human personality; extroversion and introversion, openness and 

closeness, conscientiousness, agreeableness and emotional stability, or 

neuroticism. The significant differences that allow for distinguishing one 

personality from another can be identified by capturing these five broad 

factors. Over the past 60 years of personality research, factor analysis 

attempted to reduce a complex pattern of relationships between data to 

the smallest number of factors to explain the differences (Rhodes, 2008).  

Psychometric research has demonstrated that these qualities are 

statistically correlated. Major factors can be viewed as a global personality 

trait consisting of a set of specific traits, habits, and tendencies that cluster 

together (Rhodes, 2008).   
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2.20.1 Extroversion and introversion 

The term extraversion is defined as "the act, state, or habit of being 

predominantly concerned with and obtaining gratification from what is 

outside the self" (Rhodes, 2008).  Extrovert personality holders tend to be 

sociable, outgoing, lively, and assertive, and interested in seeking out 

excitement.  An extravert person is likely to enjoy time spent with people 

and find less reward in time spent alone. They tend to be energised when 

around other people, and they are more prone to boredom when they are 

by themselves. 

Introversion is defined as "the state of or tendency toward being wholly or 

predominantly concerned with and interested in one's own mental life" 

(Rhodes, 2008). Introvert personality holders are more reserved and less 

sociable. Their general preference is their own company or to be with a 

small circle of friends or family. Introversion does not describe social 

discomfort but rather social preference. They prefer to focus on one 

activity at a time.  An introvert is likely to enjoy time spent alone and find 

less reward in time spent with large groups of people. Introversion is not 

the same as shyness or the social outcast. Rhodes (2008) stressed that 

introverts choose solitary over social activities by preference, whereas shy 

people avoid social encounters and face solitude, out of fear rather than 

choice.  
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Jung (1921) provided a different perspective and suggested that everyone 

has both an extraverted side and an introverted side, with one being more 

dominant than the other. Extraversion and introversion are typically 

viewed as a single continuum. This distinct difference between 

personalities can be used to segment the mobile advert viewers and 

content design, and accordingly, ad placement can be designed according 

to personality traits. 

2.20.2 Openness to experience and closed to experience 

Openness to experience traits are described as high level intellectualism 

and curiosity, active imagination, aesthetic sensitivity, attentiveness to 

inner feelings and preference for variety. Scoring low on the openness scale 

are those who are considered to be closed to own experience; who are 

focused more on  practical requirements, and who tend to be conventional 

and traditional in their outlook and behaviour. This type of person prefers 

familiar routines to new experiences, and generally has a narrower range of 

interests. They may sometimes run the risk of getting too bogged down in 

details (Rhodes, 2008).  

People who are open to experience are no different mentally from people 

who are closed to experience. Being open and closed to experience are 
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simply two different ways of relating to the world. The traits can be used 

and matched to design the mobile ad content according to the imaginative 

or realistic approach to the receiver. 

From the two major traits described above, there are four combinations of 

personality emerge: Introvert and closed to experiences (referred to 

hereafter as Type 1), Introvert and open to experiences (Type 2), Extrovert 

and closed to experiences (Type 3) and extrovert and open to experiences 

(Type 4). Other traits of pertinent factors such as conscientiousness, 

agreeableness and emotional stability were not taken into account in this 

research in order to limit the variety of ad exposure to the receiver. 

2.21 Measuring advertising impact and accountability 

The goal of any ad is to generate sales and contribute to earning profit for 

the organisation. The ad campaign should aim to maximise the message 

transfer and measure the impact on the receivers. 

2.21.1 Advert processing 

Blythe (2003) introduces the hierarchy of communication effects where the 

recipient moves upwards on a ‘ladder’ of effects. The consumers who are 

completely unaware of the product are shown on the bottom, and at the 
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top of the ladder are those who actually purchase the product (appendix 

2.2).  This model is helpful in planning a communication campaign, since 

ads can be designed to match the level of the receiver’s hierarchy scale. He 

also expressed doubts over the linearity of the process assumed in this 

model. Blythe (2003) also mentioned a simplified ‘AILA’ model of 

information processing. The AILA model assumes that after the attention of 

the viewer is attracted, the ad receiver would progress to interpretation, 

learning and build attitude (appendix 2.3).   This model is also very 

simplistic and assumes that customers are passive and someone to whom 

things are done. In the mobile industry, ad receivers are interactive and 

encouraged to undertake further activities after viewing the ad messages; 

however, the AILA model would not fit in this context. 

Kahneman (1973) recommends a model to show that an individual’s limited 

capability of processing information is allocated to the task at hand. He 

recommends that viewer’s long-term attitudes and impulses are forming 

the attention to a particular message. The individual person has to allocate 

attention towards the incoming communication; this attention may be 

reduced by surrounding noises or other external communications. Blythe 

(2003) argues that most marketing communications operate below the 

conscious level and an ad receiver may not remember when he first 

became aware of the product or services. This initiates the need for further 
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study on the current human cognition process as opposed to adopting any 

model which may not fit against the current cognition science discovery. 

2.21.2 Measuring advert accountability 

Measurement and accountability of ad and media activity are always on 

the agenda of agencies and marketing organisations but without any 

effective measurement capabilities. Mobile ad can measure the reach to 

the right viewers and measure the activity at various levels while gathering 

feedback in almost real time. 

The consumer response model ‘AIDA’ is still widely used in marketing 

communication (Blythe, 2003). AIDA stands for Attention, Interest, Desire 

and Action. The model assumes the automatic progression from 

consumer’s attention and interest to desire for the product and purchase 

action. This model however does not recognise the interactivity between 

the recipients and the advertiser. The receiver’s pre-existing experiences, 

needs, personality and preferences are not included in the model.   
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To ensure the effectiveness of the mobile ad the congruence of the ad 

viewer’s needs and personality is very relevant in the growth of mobile ad 

acceptability. 

  

                    Brand/product awareness 

   Message association/brand recall 

               Brand favourability 

         Purchase intent 

     

 

 Purchase/Loyalty 

 Return on investment 

Figure 2.6 Measuring advertising impact (Sharma, 2008)  

Sharma et al. (2008) recommended the funnel model (in figure 2.2 above) 

to measure the activity in each level in order to then measure 

effectiveness. In the mobile ad environment, the ad designer and the ad 
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service provider can tie each message to a specific viewer segment. The 

advertiser can benefit from a higher degree of consumer congruence by 

ensuring viewers’ engagement along with measuring the nature of that 

engagement. Interactivity in mobile media is a breakthrough for the 

consumer and the measurement metrics are a major step forward for the 

advertisers and brand involved (Sharma, 2008). 

 2.22 Advertising impact and memory building  

Memory has been represented as a sequence of three stages (Atkinson and 

Shiffrin, 1968). This paradigm points out that external information is first 

recorded in a sensory register which temporarily holds the information until it 

can be matched to meaningful concepts in a process of perception and pattern 

recognition. Successful sensory encoding is further processed in short term 

memory along with any available previous memory or comparison with any 

previous experiences to support further processing. The message and theme 

from the stimulus undergo limited processing (for example chunking or 

rehearsal) and initiate the brain to carry out decision making for further action. 

The outcome of this decision could be motor action to response to the stimulus 

or reshape the previous memory or store the new memory in the form of long-

term memory. Klatzky (1980) provides a summary of research from this 

‘sequence of stages’. The ‘Dual process hypothesis’  states that a stimulus cue is 
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thought to first generate a set of concepts which are mentally associated with 

the cue, and next, matching the cue and set of concepts are performed to ensure 

proper recognition. Glass et al. (1979) add a decision stage to recognition 

whereby the outcome of matching becomes acknowledged and familiar. Tulvin 

(1972) defines episodic memory as stored information which is context-specific 

to one’s personal history or experiences.  Semantic memory, in contrast, houses 

information dealing with meaning in a general sense and is not tied to particular 

episodes in one’s life. The advertisement message attracts the attention of the 

viewer, the message theme encourages further interest, and past memory of the 

viewer influences his decision making process to form a response to the advert 

(Smith, 2007).  The decision making and response functions are influenced by the 

appeal of the theme and supported or discarded by the viewer’s previous 

experiences.  According to Donald Broadbent (writing in the late 1950s), 

information is first processed perceptually, then enters short-term memory, and 

then enters long-term memory; information subsequently can be retrieved from 

long-term memory back into short-term memory if necessary. However, this view 

has been replaced by researchers who are active in the field. (Smith, 2007). 

2.23 New discoveries on long and short-term memory  

Smith (2007) argues that the information must enter long-term memory before 

one can identify a stimulus; ie, ‘before the stimulus can become “meaningful.” 
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And information in short-term memory is indeed “meaningful.” Hence the 

contents of short-term memory typically must arrive from long-term memory - 

not the other way around. In recent literature (Smith, 2007), the concept of 

“short-term memory” has been replaced by the concept of “working memory,” of 

information processing. Smith (2007) introduced that the operations of 

information processing acknowledge the importance not just of input, but also 

output. In summary, image and emotion and motor control of the brain act 

simultaneously to recognise the input, focus attention towards some pieces of 

activated information, and then deliver these up to consciousness level for 

deliberate consideration. The emotional reactions to the recognised stimulus will 

vary according to the receiver’s choice and influences on his decision making by 

the advert message. Research by Cole and Huges (1984) suggests that although 

such items can be easily detected, the individual needs to attend to and process 

them further to actually notice and react towards the new information. Sensory 

conspicuity relates mainly to aspects of the objects being perceived whereas 

attention conspicuity is likely to be influenced by the individual actually observing 

through previous experiences or expectations (Groome, 2006). Road traffic 

accident research (Langham, 2002) revealed that despite their high 

conspicuousness, stationary police cars and slow moving vehicles were hit by the 

drivers who claimed that they did not see them. The individual driver in these 
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cases failed to register the police car and their senses failed in between the 

sensory and attention process.  

The advertising stimulus aims to influence the viewer with the present message 

starting from encoding the message to re-shaping the long-term memory. The 

new stimulus competes to win in the decision-making process of the viewer and 

alter the existing memory of the viewers. If the ad is very successful it can even 

stimulate a person mentally and activate motor control (‘click behaviour’) for 

setting up response actions (from wish list to buying actions). 

Studies on advertising impact on memory performance results show similar 

results to those obtained in memory psychology. Butt and Dobell (1925) were the 

first to study the recall of advert, indicating a form of dependence between the 

interpretation lag and retention lag. Zielske (1959) undertook a longitudinal study 

(one year) during which time he measured recall of printed advertisement during 

13 repeated mailings. The research of Chessa and Murre (2007) highlighted the 

mathematical model of improving advertising scheduling. The model formalises 

neurobiological processes based on recent findings (however, the research did 

not cover the aspects of improving the advertisement message impact). Rubin 

and Wenzel (1996) used regression analysis for fitting functions to retention data. 

The functions used are not derived from an underlying formal theory of memory 

but were simply selected and fitted. The cognition from the input message 
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affects the viewer’s past memory, re-defines the existing attitude, influences 

decision making and may activate motor control for further activities (Smith, 

2007).  The viewer’s prior experience of the product or brand related to the ad 

message creates the initial basis for comparison between attitude and new ad 

persuasion. Langham’ (2009) LBSE (looked but failed to see) study investigated 29 

vehicle accidents.  One explanation for the cause of LBFS accidents is that more 

experienced drivers are placing more reliance on what they actually know and 

this is affecting what they perceive. Edgar (2003) also demonstrated that an 

overemphasis on using prior knowledge to drive perception may underpin 

serious accidents referred to as ‘friendly fire’ (for example gunfire from aircraft 

on a TV team in the 2003 Iraq war). In these cases, the military opens fire on its 

own side, or on innocent civilians, believing them to be the enemy, even though 

there are numerous sensory cues to suggest that they are not. Even the various 

inputs from different sensory organs compete with each other to win attention 

and influence the central information processing and cognition. These 

observations and finding led to recognition of the importance of not only 

attracting the viewer’s visual attention, but also of the influence of personal 

recognition, the emotion-building process and re-shaping past experiences.  
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2.24 Building a model for the personalised mobile advert 

Literature review (in chapter 2) suggests that mobile ads are an extension of 

internet-based web ads and that there is little knowledge of any model of ads 

impact tests in new mobile advertisement environment. A review of past 

advertising research indicates that internet ads have a different impact on the 

basis of ad content design and individual viewer’s preferences (refer to section 

2.19). The browser has a greater degree of control over exposure to material by 

blocking or ignoring ads.  

Mobile operator                                 Mobile Client 

 

 

                        (Two-way) 

 

 

         

 

Figure 2.7 A model for the personalised mobile advert using viewer’s 

preferences (developed from the figure 2.3)  
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Unlike other media, the internet’s links and email facilities provide the consumer 

with the opportunity to interact both with the site itself and the company it is 

promoting. The past research on ads suggests that an ad’s content design plays a 

major role in attracting the viewer’s attention. This research takes a deductive 

approach and proposes that advertising effects should be studied in a space with 

affect, cognition and viewer’s experience as the three dimensions.  The 

positioning of advertising in this space should be determined by context, which 

reflects advertising’s goal diversity, product category and preferences of target 

viewers.  

2.24.1 Hypotheses and Correlation 

Review of past advertisement research indicates that internet ads have 

different impacts on the basis of respective region, culture and individual 

consumers’ preferences. The mobile user has a greater degree of control 

over exposure to material by ignoring mobile ads. Unlike other media, the 

internet’s links and e-mail provides opportunity to the consumer to interact 

both with the site itself and the company it is promoting. The congruence 

with the viewer’s desire, attractiveness of the ad and their theme impacts on 

the attention and memory building of the viewer. Designing personalised ads 

based on the viewers’ interests and presenting them intelligently can achieve 

the optimum effect of developing brand memory. The literature review 
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suggests that mobile ads are an extension of internet-based web ads and 

there is little knowledge of any model of ads in the new mobile 

advertisement environment. 

The author proposed that advertising impact on mobile ad viewers needed to 

be researched in relation to content design, cognition and viewer’s 

responses. Based on the existing literature on mobile ads and handset users’ 

attitudes the researcher proposes five hypotheses:  

H1     ‘The higher the congruity of the mobile ad with the viewer’s personality, the 

better the attention of the viewer’. This hypothesis was tested with the 

personality type to the score of the attention. Micromarketing and 

fragmentation (Ranchhod, 2007), and ‘Keitai’ communication in Japan 

(Hasimoto, 2008) stressed personalisation of advert to get wider attention of 

the customers (refer to section 1.3). 

H2   ‘The greater the attention-seeking nature of the mobile advert, the greater 

the interest’.  

The attention seeking ads engage more with the viewer, communicate more 

messages to the receiver and attract more interest from the viewer. Haig (2002) 

urges ads to actively engage viewers, Cho (2003) recommends advertising-

controlled factors to attract viewers’ interest, and Leigh (2006) suggests the 
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memory-based measure of advert effectiveness. (refer to section 1.5). Memory-

based measurement suggests following the attention, interest and appeal 

process (Smith, 2007) to measure ad impact which were the main bases for the 

following hypotheses. 

H3 ‘The more interesting the theme of the ad, the greater the appeal’. The 

interesting theme of the ad creates more congruence with viewer’s preferences 

causing more advert appeal.  

H4 ‘The more familiar the product or service message of the ad, the greater the 

ad appeal’. 

H5 ‘The greater the appeal of the mobile ads, the more favourable is the response 

from the viewer’. Leigh (2006) recommended potential use of stimulus-related 

factors to measure ad impact. Preston (1985) recommended measuring actual 

behaviour of the customer to assess advert effectiveness which is the basis of 

this last hypothesis. 

2.24.2  Personalised mobile ad model development and testing 

Attention generation of viewer towards ad varied mainly on the personalisation 

and design variables of the ad; the subject matter or animation can interact 

longer with viewer’s memory and hold the attention to the ad’s message longer; 

thus enhancing further memory development.  
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Figure 2.8.1 ‘Interactive chain model’ (part 1) 

Attention grabs the viewer, so desire-matching and interest theme of ad played a 

major role in holding the continued interest of the viewer towards the ad. The ad 

appeal held further interest for continued processing of memory and aided in 

decision making (appendix 3). Familiarity of the ad based on the previous 

experience acts to accelerate the decision making, either for or against the 

appeal, and reshaping the new memory.  

  

Figure 2.8.2   ‘Interactive chain model’ (part 2) 

The research results indicated that the new ad information was influencing the 

old or existing memory of the viewer (towards the ad itself or to the inherent ad 
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messages) to initiate response action or attitude. Combining the hypotheses (one 

to five) in line with the ‘process model’ of neuro-psychology the model of 

personalised ad can be described as: 

Personality congruence to design mobile ads leads to increased attention; 

increased attention causes increasing interest, which along with the existing 

memory or familiarity of the ad leads to increased appeal causing favourable 

response to ad.  

Drawing the above linear processes in the process flow diagram, the chain 

processes of the ad impact model can be developed as: 

 

Figure  2.9 The ‘Interactive Chain Model’ (PAIFAR) for personalised mobile ads. 

The above ‘Interactive Chain Model’ also agrees with the current theories of 

the memory chain building process. (refer to appendix 3 for the detailed 

memory chain process). 
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Statistical analyses were carried out to test the validity of the hypotheses 

within and between samples. The relationship between the different 

dimensions of matching personality, attention, interests and product 

familiarity were compared with the various response actions of the 

respondents.  

2.25 Conclusion 

Mobile handset ads and links are used as mass media advertising by operators as 

they are not targeted based on demographic or psychographic information. If the 

messages are not attractive or not relevant to users, the acceptance of mobile 

advertisement will decline quickly. The mobile advertising technology is offering 

4G and 3.5G versions enabling various location-based services and opening up 

various internet-based options for the mobile users. On the other hand, mobile 

advertisers today should seriously consider how they use the mobile channel for 

advertising purposes without instigating a decline in the acceptance of mobile 

ads. Mobile Marketing Association issued standard guidelines in 2007 

highlighting the issues of mobile advertising, these aim to provide a uniform 

foundation structure for mobile advertisement for the media houses and the 

designers as a whole. Customers should be given the possibility to choose where, 

when, and by whom they are connected. The right message should reach the 
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right audience at the right place and context, and at the right time, through the 

right channel along with other existing media.  

 There are many forces that influence the ad viewer’s attention, thinking, 

decision-making and response function. Mobile ad design, message content, 

relevance to the reader and context also play a vital role in attracting the browser 

onto the intended page. The visual impact, ease of navigation, functionality and 

added value to the visitors’ experiences are also important to build a long-lasting 

relation with the browser. The response of the customer to an interactive advert 

impacts on memory building and an increased buying intention for the product. 

All the above theories were based on print, television and audio media and did 

not cover mobile media. The current research of the personalised mobile 

advertisement model takes into account the memory chain model of memory 

function from the discipline of neuro-biology. Comparisons with existing 

advertisement performance models in the literature indicate that a neuro-

biologically-motivated model may give a more realistic prediction of mobile 

advertisement impact. In the following chapter the researcher explores a suitable 

methodology to investigate the factors which stimulate and influence customers 

through mobile ads, and to understand their effectiveness on building an attitude 

to a brand. 
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 Chapter 3  Research Methodology 

3.1 Introduction 

In this chapter the description of research process and the methods adopted for 

the research are discussed. The chapter contains a description of the research 

purpose, and the approach and research methods adopted. The methodology 

deals with knowing how to choose the methods that are appropriate to the 

questions being asked, knowing how to start thinking about what data to collect, 

knowing how to design research to collect those data and knowing what to do 

with the data to convert them into evidence.  The evidence is then used to create 

new knowledge relating to the researched arena. Because of this, the research 

work was based on the objective tradition. The aim is to formulate statements or 

laws about human observations and reactions, which can be generalised.  

The focus of this type of research is to collect a large amount of data on a 

number of people and analyse the data statistically in ways that identify common 

features or differences among groups.   The chapter ends with a discussion 

concerning ethics and specific research hypotheses.   
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3.2 Research purpose 

Since 1990, cognitive psychologists have conducted many experiments to 

investigate the process of memory and attention. Kaheman (1973: in Edgar, 

2002) suggested that the brain has a limited capacity to process input senses as a 

central processor.   Posner and Boies (1971: in Edgar, 2002) demonstrate results 

that showed that participants did not have sufficient resources to process both 

audio and written information at the same time. The research on cognitive 

psychology reveals that input competes in the process of visual perception, 

attention and memory-building of a human brain (refer to section 2.8 and section 

2.9).  

This research focuses on objectivity to reach the goal of generalisation. The 

objectives of the research and the literary foundation from past research (refer 

to section 1.5 and section 2) led to the next step of finding the answer to the 

proposed research questions. Goodley (2002) also states that the purpose of 

research objectives is to establish general laws or statements which apply widely 

across participants and which can be shown to hold ‘true’ in specified conditions. 

Designing interactive ads based on the viewers’ interests and following the 

principals of cognitive processes (a combination of design and optimum process) 

may give the optimum effect of developing brand memory.  The research has to 

adopt suitable methods to arrive at the desired conclusions.  
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Yin (2003) identified three kind of research: exploratory, descriptive and 

explanatory. To clarify an understanding of a problem exploratory research is 

generally used (Saunders, 2003). Exploratory methods are adopted when the 

researcher is not certain about the appropriate model to use and the kind of 

relations and characteristics that are not clear. A descriptive method of research 

is adopted to provide descriptions of various phenomena. Yin (2003) 

recommended this method when the intention is not to prove causal 

relationships and when the problem is unclearly structured.  

There is little empirical research on the effects of mobile advertising on brand 

management.  The application of descriptive and exploratory approach was 

adopted to formulate the research questionnaire and quantitative methods were 

used to analyse the respondents’ answers to the questions. This enabled a good 

understanding of the underlying consumer behaviour and of the impact of ads in 

this study. In this sense the study can be regarded as a mixture of both 

descriptive and exploratory methods. 

3.3 Research approaches 

The research approach is often either quantitative or qualitative or a mixture of 

both. The best research method to use for a study depends on the study's 

research purpose and accompanying research questions.  
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In the qualitative approach, emphasis is given to description and discovery based 

on data in the form of words rather than numbers (Yin, 2003). According to Miles 

and Huberman (1994), qualitative research is conducted through an intense and 

prolonged contact with a 'field' or a life situation where situations are typically 

normal ones, reflective of the everyday life of individuals, groups, societies, and 

organisations.  

In the quantitative approach, the information is transformed into numerical data 

and all variables are measured by statistical methods. Mahajan (1997) pointed 

out that in qualitative research there is no notion of magnitude or size of 

attribute because the characteristics of data presentation are not variable but 

discrete.  Malhotra (2003) recommends on-the-spot interviews with the users as 

ideal methods for new product formulation, advertisements and other forms of 

marketing communications. 

Quantitative research involves numerical data that can be usefully quantified 

(Saunders, 2000). It could range from simple counts such as the frequency of 

occurrences, to more complex data such as test scores or prices (Saunders, 

2000). Presentation of quantitative data is more cumbersome because the 

characteristics include measured magnitude or size as well as frequency 

(Mahajan, 1997). The conclusions of qualitative research are based on non-

quantifiable data, such as attitudes, values or perceptions (Lundahl, 1992). 
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Lundahl (1992) further stated that the nature of qualitative data has implications 

for both their collection and its analysis. To be able to capture the richness and 

fullness of a situation, qualitative data cannot be collected in a standardised way, 

like quantitative data (Saunders, 2000). Instead the purpose with the qualitative 

approach is to gain a deeper understanding of the studied area (Holme and 

Solvang, 1991). 

3.5 Research strategy available 

To meet the research objectives, appropriate data collection strategies need to 

be selected. Yin (1994) identified five primary strategies in social science: 

experiments, survey, archival analysis, history or case study as research 

strategies. Each strategy had its own advantages and disadvantages depending 

on three distinct conditions: 

8. The type of research question posed 

9. The extent of control an investigator has over actual behaviour events 

10. The degree of focus on contemporary as opposed to behaviour events 

The research question is an important factor in determining the best approach to 

be used to select appropriate methodology. The initial objectives (objectives one 

and objective two) are qualitative in nature as they deals with mobile users’ 
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behaviours and attitude. It is regarded as a qualitative approach to help gain a 

deeper understanding of attitude and preferences of mobile users towards 

mobile advertising. On the other hand, the quantitative data were more suitable 

for understanding the impact of an advertisement and the identification of the 

user’s design preferences of mobile ad content (objective three tot objective 

five). 

3.6 Research approach adopted 

The adoption of the research approach and the data collection method were 

based on the purpose of the research. It was of great importance to reach a 

closer contact with the respondents in order to gain a better understanding of 

the stated objective in chapter one. Since objective one is dealing with people's 

attitudes and perceptions towards different elements of mobile advertisements, 

the choice fell on a qualitative approach to attain in-depth understanding of the 

mobile users’ behaviour. The qualitative approach, in the form of interviews, was 

adopted to formulate the questionnaire of the main research.   

3.7 The research methods adopted 

Initial input on mobile usage, advertisement acceptance and preferences were 

gathered by conducting informal discussions in focus group studies among 
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number of mobile handset users, managers and representatives in the mobile 

phone industry. In the focus group study, non-participant observation method, in 

a natural setting was adopted where researcher was a non-participant but an 

observer of the participants’ actions and behaviour.  

Secondary data were gathered through traditional research media such as 

journals, new articles, websites, treaties and legislations. Related information 

was acquired by attending industry trade shows, conferences and conventions. 

In the questionnaire survey: The research was intended to find out the response 

of the customers after exposure to mobile advertisements. Ads were designed 

using the input of initial discussions and consumer preferences factors in ad 

designs. Pre-designed ads impact was tested using surveys administered through 

structured questionnaires. So the thesis was in the form of mixed research; 

initially by semi-structured interviews followed by a questionnaire survey, in 

order to seek an explanation for the factors affecting response of the viewers.  

3.8 Justification of research strategy adopted 

The selection of research strategy depends on three conditions (Yin, 2003). These 

three conditions are: the type of research questions posed, the control an 

investigator has over actual behavioural events, and the focus on contemporary 

in contrast to historical phenomena. Yin (2003) also identified five primary 
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strategies in the field of social sciences: experiment, survey, archival analysis, 

history and case study. The purpose of this study was to gain a better 

understanding of mobile advertising in brand memory development. In addition, 

the objective was to describe attitude and preferences of mobile advertising 

adoption. For this reason archival analysis and history methods were 

inappropriate for this study.  This left the author with the focus group study, 

interviews and a questionnaire survey for evaluating the impact of mobile 

advertisement as the research strategy. The most important condition for 

differentiating between the various researches strategies is to identify the type of 

research question being asked (Yin, 2003).  

The choice of methodology available was either to conduct a focus group study 

or survey by questionnaire. As previously stated in the objective of the research 

to find the mobile users’ attitudes and preferences relating to mobile advertising, 

a questionnaire survey was not appropriate in the initial stage to understand the 

factors involved with the generally new mode of mobile ad. Since objectives one 

and two set out to investigate attitudes and preferences on mobile 

advertisement and important factors for ad content design informal interviewer, 

the structured questionnaire and group discussion methods were appropriate for 

gaining initial in-depth knowledge. The characteristics for a group discussion are 

that it involves a large amount of details, which a survey is not capable of dealing 

with (Denscombe, 2000). The initial feedback from the focus group discussions 
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among mobile network operators and experts provided more insight into the 

mobile users’ behaviour and contributed to the formulation of the research 

question.  The inputs from the initial discussions and analysis were used to design 

question contents, mobile ad content and design in the final stages of the 

questionnaire surveys.  

3.9 Description of the research steps 

3.9.1 Focus group studies and Interview with the expert in cognitive 

science 

The qualitative approach requires a more in-depth understanding of our purpose, 

which can be best attained by adopting this strategy.  Combinations of focus 

group studies among mobile handset users, operators and managers followed by 

in-depth interviews captured the complex reality of personalised mobile 

advertising.  

The interview method mostly uses the open-ended questions, where the 

researcher asks the respondent unstructured or structured questions. This 

method allows the interview to be more of a discussion with a free flow of 

information. Personal interviews provide a better opportunity to explain the 

stated questions and avoidance of misunderstanding; in addition, the time for 

the interview tends to be longer (Yin, 2003). An interview was conducted with an 
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expert in cognitive science to understand the memory-building process in greater 

depth. The interview was semi-structured and based on predetermined 

questions. The open ended questions were derived based on ‘how’ and ‘why’ 

questions. There are disadvantages of using the interview method: it might be 

less replicable than quantitative data gained in a laboratory environment. The 

interview method involves considerable time and resources to locate and meet 

the participants and experts. Finally, this kind of research cannot be easily 

analysed quantitatively, and needs further interpretation. The first objective of 

this study was to gain an understanding of the proposed research problem, and 

not to make generalisations from this initial observation.  However, the purpose 

of the qualitative data collection through focus group study and interview was to 

gain insight, which aids the formulation of the structured questionnaire in later 

stages.  A follow up structured questionnaire survey was conducted using a 

quantitative approach. In the first two phases of the research, a structured 

questionnaire was used based on ‘what, why and how’ questions, and there were 

no controls over the actual behavioural events and their outcome from the 

viewing of mobile ads.  

In the final phase of the research; ad content design, impact measurement and 

optimisation of mobile design elements for maximum impact were tested. An 

experimental method was employed, using the design of experiment (DOE) 

method. The response outcomes after viewing various mobile ads on the handset 
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were recorded in the data sheet for a selected group of respondents with similar 

personality and cultural background.  

3.10 Questionnaire design 

 A semi-directed questionnaire was designed during an informal interview in the 

initial stages to gain insight into the consumers’ behaviour, attitudes and 

memory building process (Objective one). 

At this level, the advertiser controlled visual factors, as collected in numerous 

past research studies (chapter 2.19), which were the input for various mobile ad 

designs. Advert design differed significantly on all the predictor variables. The 

design variations were limited to visual stimuli only (Objectives two and three) to 

limit mobile ad content used in the experiment. Structured questionnaire designs 

were adopted for field surveys on repeated measures within the same subjects. 

After viewing the mobile ads, followed by the administration of a pre-set 

questionnaire, viewers’ reactions to the adverts were collected in the form of the 

pre-set questionnaire.  

In stage 3 a run of 56 mobile ads were designed with seven factors of design 

mixes and eight levels (7 x 8 = 56) to apply the design of the experiment method 

(DoE) on a eight member group of the same personality type (open-extrovert) to 

test the validity of the model (Objective 3). Mobile ads were designed to match 
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different personality traits, with animation and arousing themes used to 

maximise the impact on the viewers. The short viewing time and an open 

environment created a fair representation of the natural environment customers 

are generally exposed to while using the mobile phone (refer to appendix 3 for 

sample of questionnaires adopted in this research.)  

3.11 Data collection methods 

When collecting data for the research they can be either primary (collected for 

the first time) and/or secondary (information that already exists) data. The 

research data were collected from both secondary and primary sources during 

several stages.  

3.11.1 Secondary data collection method 

It is often more convenient to use secondary data in the beginning of the study 

(Eriksson, 2001). Existing data including published material from the focus group 

studies of operators, mobile advertisers, and content designers were suitable 

sources to start data collection. The published data were easily available from 

archives and were convenient to use. The relevant data also reduced the 

workload and resource consumption by not replicating the same data collection 

again. 
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3.11.2 Primary data collection method 

According to Yin (2003), evidence for case studies can be collected in six different 

ways; documents, archival records, interviews, direct observation, participant-

observation, and physical artefacts. No single source has complete advantage 

over the others. Of the six data collection methods available, archival records and 

physical artefacts were not suitable for the analysis of consumer behaviour 

where there existed various unknown and un-measurable environmental factors. 

Archival records are characterised as precise and quantitative (Yin, 2003); and 

physical artefacts are described as insightful when it comes to cultural features 

and technological operations.  

The data collection methods used in this study comprised of focus group study, 

interview and survey. The published documentation was regarded as secondary 

data and surveys as primary data. The major source for our primary data 

collection was through the structured questionnaire. The questionnaires were 

formed by the results of initial focus group discussions, interviews and past 

research reviews. The reason why quantitative methodology in the form of a 

questionnaire was adopted was because of the need to focus directly on the 

topic of the study and ease of measurement.  

When conducting an interview there are three different methods to choose from; 

these are open-ended, focused, or structural interviews. Concerning open-ended 
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interviews, Yin (2003) states that they offer the possibility to ask key respondents 

about the facts of a specific matter as well as their opinions about certain events. 

In a focused interview, the respondents can be interviewed for a short period of 

time. These interviews may still be open-ended and assume a conversational 

manner, but are more likely to follow a certain set of questions (Yin, 2003). The 

third method of interview, the survey, is built on structured questions, along the 

lines of a formal investigation. The structured interview mainly produces 

quantitative data (Yin, 2003).  

There are several advantages of using the qualitative data available through an 

interview. The insight gained from the focus group participants brings the 

researcher into the reality of the situation to be examined. The focus group 

discussions heds light on the best way to form a further survey questionnaire for 

a detailed investigation of the research. The interview and structured 

questionnaire survey methods were adopted on the later stages of the research. 

(refer to sections 3.11.3 to 3.11.4 for details of the research method adopted). 

3.11.3 Interview with expert in cognitive science 

There are different ways to conduct a focused interview. According to Lundahl 

(1992), a focused interview can generally be conducted in person or by 

telephone. Telephone interviews are less costly and also less time consuming 
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which makes them useful when the interviewee is far away; however personal 

interviews can take longer, and involve much more complex questions (Bryman, 

1992).  According to Bryman (1992), personal interviews are like a questionnaire 

in a face-to-face setting. The researchers may encounter problems associated 

with their presence: age, appearance, race, gender and social classes affect the 

preparedness of the respondent. By formulating the questions as neutrally as 

possible, this reduces the risk of follow up ideas. The personal contact during a 

personal interview also enables the interviewer to receive more feedback from 

the respondent. 

3.11.4 Questionnaire survey 

The main research data were collected through the survey by structured 

questionnaires. The focused questions were used to find out the attitudes of 

respondents, and thereby verify or dismiss the hypothesis of this study. 

According to Yin (2003) a major strength of case study data collection is the 

opportunity to use several different sources of evidence.  

3.12 Suitability of questionnaire method with the research  

Research objective one. 
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The mobile operation processes and the increase in mobile adverts were 

identified by the focus group study among operators and managers within the 

mobile industry. The important issues and factors likely to be encountered in the 

research were highlighted by the group members. Due to the very new nature of 

the research topic (mobile ads) the focus group discussions were important to 

formulate further questions.  The important issues and factors formed the basis 

of the content of the questionnaire to be tested quantitatively.  

Research objective two  

In stage 1, a structured questionnaire was developed and distributed among 90 

mobile users which allowed the specific objectives of this research to be 

addressed. The different attitudes of the mobile users to mobile ads, preference 

factors and the impact factors were gathered through the use of a sample mobile 

ad picture. The data were collected according to age, level of education, gender, 

earnings, spending on mobile phones services and various other important 

factors of ad attractiveness.  

In stage 2 an extended research was conducted among 296 mobile handset 

users. Two different types of mobile advert were shown on their handsets and 

responses of the viewers were quantitatively recorded in a structured 

questionnaire by the respondents (refer to Appendix 3.3). The age, gender and 

personality types of the respondents were calculated using the elements of 
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adjectives which may or may not fit the viewer. The personality questionnaire 

was taken from the ‘Practise test for Personality testing’ (Rhodes, 2008). 

Correlation and regression analysis were conducted to measure relationships and 

to formulate a model of advert impact. The box plot measurement was done to 

test the statistical significance of the difference between the mean scores 

gathered under the investigation. The response score of the various personality 

groups with various ad impact factors were compared. The data were gathered in 

the form of scale measurements from the statements of the respondents.  

The correlation tests were conducted within the subjects of experiment. The 

feedback from these was important to prove or disprove hypotheses mentioned 

in the research questions. Research questions were pre-tested during the initial 

transfer stage (in stage 1)  and verified by the supervisors before the stage 2 

extended survey. In addition, there was an explanatory statement in the 

beginning of the questionnaire explaining the purpose of the research.  

 

 

Research objective three 

Respondents of similar personality (extrovert and open or type 4) from the 

sample were selected to find out the impact of mobile advert to this specific 
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group. In this micro-level research eight respondants with similar personality 

types were isolated and each was asked to give a score after viewing each mobile 

advert on a handheld phone. A total run of 56 pre-designed mobile ads were 

presented to the each member’s handset. After viewing the mobile ads for 20 

seconds there was a pause of 10 seconds to score the ad response on the data 

sheet. The ads were timed and displayed in the same sequence on the handset to 

give equal and forced display to all the viewers (‘3gp’ software was used to 

display this ad program on the handset and Photoshop graphic design software 

was used to design advert contents using ad size, text, animation and picture 

variables) (Refer to appendix 3.5 for  the detailed mobile ads used in the 

experiment). Three design variable factors were selected from the findings of 

factor analysis of the initial research: advert size, picture size and text size (refer 

to section 4.21). The remaining three variables concerned the use of animation 

on the advert, interesting theme and arousing picture, to create further appeal 

(matching the various types of personality groroups and preferences). The levels 

of the first three factors varied (small, medium and large) and the remaining 

three factors had two levels (high or low). From the various mobile ads available 

through networks, 56 were selected based on the following steps: 

Mobile advert pictures were coded into two groups according to the theme of 

the advert: whether it generated high or low arousal from the respondents. Same 

ads were also coded according to the interest generating nature: whether they 



101 

 

were considered of high or low interest. Among the same 56 ads, two groups 

were made as animated and non-animated ads using multimedia software. The 

three sizes of ads were created using photoshop software (small, medium and 

large) following MMA guidelines (2005) for the mobile adverts. The picture size 

and text size were also created in small, medium and large fonts. The mobile ads 

were played to the viewer on each handheld set and the respondents were asked 

to record their response after viewing each ad. The ads runs were fixed in a 

particular sequence to all the viewers to match the data record sheet. The 

response scores of the eight participants were coded and the score average was 

rounded up and used as input to find the optimum design mix graph for advert 

designs (refer to appendix 3.6 for the DoE run record sheet).  

The optimum design criteria and predictive nature of the model were presented 

statistically from the viewers’ response scores. By selecting similar age, education 

and personaliy type, the possibility of bias on the design factor was minimised 

and  the impact of other mix factors were revealed in this micro-level research. 

3.13 Benefits of mixed design  

The advantage of the multi-method approach is to apply different types of 

method to address different aspects of the study. The key issues and the insight 

of the problems are established prior to the construction of a broader survey 
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questionnaire. This method of using different data collection methods within one 

study is called triangulation (Saunders, 2000). The results gathered in the survey 

can be used to design mobile ads and a further questionnaire can be developed 

to test the impact on the viewers. The impact of the adverts on the viewers can 

be better explained by comparing viewers’ responses with the earlier explorative 

study findings. Saunders (1997) also mentioned that the semi-structured group 

interview may be a valuable way of triangulating data collected by other means 

such as questionnaires. These different perspectives of the findings offer the 

researcher a well-rounded picture of the topic discussed (Coolican, 1999; Hayes, 

2000). 

3.14 Strengths and weaknesses of the research methods 

There are strengths as well as weaknesses of each methodological tool adopted 

in any research (Smith, 1975). The quality of the results also varies according to 

the research methodology adopted. It was very difficult to pinpoint the exact 

nature of the ad impact based on a single methodology to address all the 

research objectives. By adopting the mixed-methods approach, the weakness of 

one method was reduced by the strength of another one, and thus, overall effect 

of the weakness can be reduced. In this respect, the quality of a mixed 

methodology would lead to greater confidence in the research answers. 
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3.15 Data analysis method 

3.15.1 Data analysis process available 

Every investigation should have a general analytical strategy in order to 

determine what to analyse and why. Yin (2003) explained the phases of data 

analysis as examining, categorising, tabulating or otherwise recombining the 

collected data. Two general strategies were available: either the researcher could 

rely on the theoretical propositions and follow the selected frame of reference, 

or he could develop a case description, presenting the data in a descriptive way.  

Miles and Huberman (1994) explained the research process in three flows of 

activity:  

1. Data reduction 

2. Data display, and  

3. Conclusion drawing and verification.  

The data presentation is a way to organise and compress the reduced data so 

that it makes it easier to draw conclusions. This phase is useful when the 

researcher studies more than one set of data, which are generated by multiple 

multiple responses over a large sample (Miles and Huberman, 1994).  Conclusion 
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drawing and verification involve noting regularities, patterns, explanations, 

possible configurations, causal flows and propositions. 

3.15.2 Data Analysis method 

The initial focus group discussions and expert comments were compared, and 

helped to form the survey questionnaire. The pattern-matching strategy was 

adopted by comparing the quantitative study with previous theories presented in 

the literature review and proving or disproving the hypotheses. From the 

questionnaire survey, analyses were drawn based on the patterns of similarities 

and differences, which were discovered in the data deduction and data display. 

The initial focus group discussions and interview with experts also aided in 

explaining the meanings from the quantitative data analysis. 

3.16 Reliability of the research  

To avoid the possibility of misinterpreting the data and research answers, the 

reliability and validity of the research has to be ascertained. Collis (2003) states 

that reliability is concerned with the research finding and is one aspect of the 

credibility of the findings; the other one is validity. Repeating a research study to 

test the reliability is very important in positivist studies. Easterby (1991) 
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highlighted the need to assess research reliability by applying both the positivist 

and phenomenal approaches: 

1. ‘Will the measure yield the same result on different occasions?’ 

2. Will similar observations be made by different researchers on different 

occasions?’  

 Reliability deals with the findings of the research results, the apparent 

relationship between variables and the quality of the research process. Non-

directive interviewing is often viewed as the most effective type of interviewing 

(Haralambos, 1990). Researcher influence was minimised by non-directive 

interviewing and questionnaire design. Open ended questions and avoidance of 

any opinion from the interviewer were adopted in interviewing the expert to 

avoid an influence by the researcher on the responses.   

Mechanism of recording: the presence of tape recording or video equipment may 

irritate, and may inhibit spontaneous responses. Denscombe (1980) says that not 

using a tape recorder suits the needs of certain interviews, ‘particularly where 

the discussion touches on sensitive issues’. Hand written notes also act as some 

form of permanent record (Denscombe, 1980). It could be useful to develop 

some sort of personal short-hand (Coolican, 1993). There are practical problems 

with the use of video-taping. The researcher needs to find something in the 
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range of 10 hours for each hour recorded for transcribing (Bell, 2001). According 

to Bell (2001) “it is questionable whether you can afford so much time and 

whether the outcome will be worth the effort”.  The written recordings and notes 

were taken when interviewing the expert. Pre-defined guidelines and 

introductory demonstration of mobile ad samples made it easier to conduct the 

survey. During the interview with the expert, audio recording was avoided to 

reduce irritation and cost of hiring help in transcribing. As the responses were 

only to get insight of the memory building process; note-taking did not reduce 

the quality of the input for questionnaire formulation.  

3.17 Validity of the research 

Validity is the extent to which the research findings accurately represent what 

happened in a situation. Coolican (1992) stressed that a test or an effect is valid if 

it demonstrates or measures what the researcher claims it does. Research errors, 

including faulty research procedure, poor samples and inaccurate or misleading 

measurement, can undermine validity (Collis, 2003). The validity is the most 

important factor demanded of a measuring instrument. Validity is concerned 

with whether the findings are really about what they appear to be about 

(Saunders, 2003). Direct contact at the point of the interview means that data 

can immediately be checked for accuracy and relevance. However, disadvantages 

are that it is time consuming; that it may suffer from the interviewer effect, and 
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that it may be an invasion of privacy and resources (Denscombe, 1998). In order 

to increase the validity of data the questionnaire was formulated on the basis of 

research questions and theory. The validity may have been undermined by the 

fact that the respondents may have misinterpreted some of the theoretical 

concepts used in the questionnaires. Therefore questions were formulated as 

simply as possible and scales were pre-fixed prior to each question being 

answered. The data were collected from three different cities (London, 

Chelmsford and Hull) to improve the reliability and reduces the strong local or 

sub-cultural influences of a particular place. The research aim and data collection 

procedures were explained to the respondents in detail to avoid any ambiguity 

and mis-understanding. 

The research objective was derived from an extensive review of existing 

literature on advertisement and mobile communications. Feedback and direction 

from the supervisor was of great help to ensure the relevancy and suitability of 

the research. The questionnaire was developed from relevant theory and initial 

discussions to help to determine the research questions. The triangulation 

method was useful to scrutinise the apparent relationship between quantitative 

variables and also to better explain the results from the comments of various 

participants. 
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 3.18 Sample size in mobile ad research 

 

The literature review on mobile research methods could not identify a specific 

mobile advert methodology for designing an advert impact questionnaire on a 

mobile handset. There were also no specific suggestions available on how many 

samples have to be taken on a mobile ad research. According to Romano (1989), 

there is no specific rule as to the exact number of samples to be included in a 

research study.  The researcher is free to choose the sample size, so long as it is 

adequate to be representative of the population under study.  According to Stake 

(1994) a representative sample should not be the yardstick for participant 

selection; instead the guarded choice of each should be made in such a manner 

that it can predict similar results or produce contrary outcome for predictable 

reasons.  

Multistage sampling was done in three different cities among Indian-British 

community in UK. Selecting in one location would result strong local or regional 

bias to the respondents. Different location was East London, Hull and Chelmsford 

was elected to avoid strong local bias to the answers of the Indian respondents. 

By mixing three different locations the results would average out any strong bias 

to the answers. 

 

The aim of the research was to go deeper into the viewer’s impact up to micro-

level. So multi-stage sampling was selected starting with focus group study 

among four different types of mobile handset groups. Second stage of survey was 



109 

 

conducted among the Indian-British residents in three different locations. In the 

third stage of the survey only the similar type of personality viewers were 

selected to reach micro-level impact on various advert designs, using Design of 

Experiment method.  

  

On the very first stage of the research focus group studies were conducted 

among the three different groups to get an insight of the major influential factors 

and usages of mobile adverts. The sample size of the focus group was in total 

twenty three (8+7+8). From the findings of the focus group study the structured 

questionnaire was developed in the initial survey during transfer stage. The final 

extended survey was conducted from the major findings of ad impact elements 

on three different locations. 

 

Sample size determination for the mean 

The sample size, n, is equal to the product of the z value squared and the 

population proportion, p, and 1 minus the population proportion, p, divided by 

the square of the sampling error, d. The following formula (Barnett, 2002; 

Patwary et al., 2009a) were used to calculate the minimum sample size, where 

population mean is unknown from any previous research: 
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In many situations there are past information or relevant experience that 

provides an educated estimate of p. The value of p that will make the quantity p 

(1- p) as large as possible is 0.5. Using p = 0.5 produces largest possible sample 

size and results in the narrowest and most precise confidence interval. This 

increased precision comes at the cost of spending more time and money for an 

increase sample size. Using p = 0.5 and if the proportion is different from 0.5, the 

sample size is overestimated than needed and would result a confidence interval 

narrower than originally intended. Thus the sample size needed to satisfy the 

requirements of the research, based on the estimated proportion, desired 

confidence level and sampling error. 

 

Based on a desired 90% confidence level, it can be found that 64.1=z  for 90% 

confidence.  The value of p  is usually chosen based on the resource available for 

such studies. Since not much is known about the coverage rate/estimated 

prevalence for the current study, the safest value of 5.0=p  will be taken. 

Mathematically, pq achieves the maximum value for 5.0=p , hence the 

estimated sample size for 5.0=p  would suffice situations with any other value 

of p .  

 

Using the formula for the minimum sample size determination: 

 

The initial stage (stage one) of research it was aimed to have 90% confidence in 

estimating the population proportion of response score with error to within ± 
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0.1. With these choices, the calculated sample size (n) required was 67. Sample 

of 88 respondents were collected to meet the minimum sample size set out in 

the above formula. 

 

In the second stage of extended research it was aimed to reduce error to within ± 

0.07 with the same 90% confidence interval. With this choice the minimum 

sample size (n) required was 271. Sample of 296 respondents were collected to 

meet the minimum sample size set out in the above formula.  

 

In the third or last stage of the research, the aim was to find optimum mix of the 

design elements (ad size, text size, picture size animation etc). In this micro level 

research, Design of Experiment (DoE) method was adopted using only eight 

similar personality minded viewers’. In total 448 response scores were collected 

(56x8 = 448) on 56 different mobile ads. In micro-level research; increasing the 

response of more than 448 would dilute the in-depth finding enabling specific 

optimum advert mix. The increased sample would create wider variety which 

would contradict the objective of finding personalized ad element mix according 

to the specific mobile ad viewer’s interest and personality.  

 

The popularity of mobile phones across most demographic groups in the UK 

suggests that mobile phones are considered to be a necessity for most, 

regardless of gender, age or region. The population was defined as within the age 

brackets of 18-34, 35-54 and 55-65 years as they were the main earners in the 

family. The sample frames were determined as being Indian-British resident in 

the UK, irrespective of age, gender and academic background. The total sample 

size in the final stage (stage 2) extended survey was limited to around 296. A 

mixture of probability sampling techniques, multi-stage sampling and snowball 

sampling were used to meet the research objectives. 
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 3.18.1 Research instruments 

During this survey, personality traits, preference factors, mobile usage and 

consumer attitude to mobile ads were identified.  The visual stimuli used in 

mobile ads, attractiveness ratings and brand attitude scores were analysed using 

SPSS software. The findings of major attractiveness and preference factors were 

analysed using factor analysis. Ad content designs were created using the 

graphics design software ‘Adobe Photoshop’. The results of the focus group and 

informal interview, conducted during the initial survey, provided input factors for 

content design and theme preparations. The impact of various visual stimulating 

factors of ads were analysed through correlations and   hypothesis testing 

(Objectives 2 and 3). Multiple regression analyses were performed to determine 

the response of viewers after viewing each mobile ad. The significant regression 

coefficients and correlations are calculated using SPSS. 

3.19 Objective of each research question 

 

In the initial Focus Group study questions guidelines were made for the 

moderator to gather qualitative data from the 3 different groups. The 

guidelines to the moderators were as follows: 

1. Interesting factors of a mob Ad 
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2. Attention generating factors of mobile ads 

3. Understanding the message of mobile ads 

4. Remembering or recalling any ad 

5. Emotional appeal of Ad 

6. Ads and your attitude towards the message 

7. Impact of ad towards product or brand 

8. Attitude towards  the ad  and passing it to others 

 

In stage 1 survey questionnaire: (refer to Appendix 3.2 for detail questions) 

Questions 1-10 are based on identifying customer behaviour, personality and 

attitude towards mobile ads. 

 Questions 1-5- aimed to measure the age, gender, level of education, earning 

and spending nature of the respondents using descriptive analysis. 

Q6 Mobile usage frequency and pattern among the sample: to understand the 

bigger picture of the consumers’ behaviour. 
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Q7 User type and mode in mobile phone SMS, MMS, mob TV clips, socialising 

with SMS or MMS.  

Q8 Mobile ads acceptability: attitude to mobile ad acceptance with or without 

premium. 

Q9 Receiver of mobile advert or not. 

Indicates the reach to the consumer as there are legal restrictions to reach 

anyone without prior permission and explanation of opt out from the ad:   ‘stop’ 

procedure to be attached. 

Q10 Aims to understand information-gathering behaviour of mobile phone 

owners (where there is a possibility of placing ads). 

Q11 Barriers and worries relating to the receiving of ads via SMS, MMS, mobile 

clips and internet surfing.  

Q12.  Sample mobile ad picture is presented (where there are banner ads, search 

function and link pages) and asked respondents to score the attractiveness on 

the mobile ad. The question aims to collect major influential factors in ad content 

design for personalisation. 
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In stage 2, an extended questionnaire survey was conducted to test the 

relationship between personality and impact of advert factors causing the 

various responses of the viewers (appendix 3.3). 

Question 1 and question 2 were aimed to represent the nature of respondents’ 

age and gender using descriptive analysis. 

Question 3 was asked to identify one of four different personality types.  

 

Figure 3.1 Survey question structure in stage 2. 

 

Questions 4 and 5 aimed to find the ad impact and responses of the viewers to a 

specific mobile ad.. 



116 

 

Questions 6 and 7 were the repeated pairs of questions 4 and 5 with a 

completely different mobile advert. 

Hypotheses were tested on data consisting of perception, attention, interest, 

familiarity, appeal measures and the impact of mobile advertisement on the 

viewers’ responses. The responses were obtained from 296 respondents after 

viewing the mobile advertisement on their mobile and filling in the hard copy 

questionnaire.     

In stage 3, the experiment for ad design and optimisation was conducted in 

micro-level research. Design of experiment (DOE) was performed on a 7x8 basis 

on a 56 mixed-process run to find the optimum design mix from the major 

factors of mobile advert design for maximum impact on individual viewer (refer 

to appendix 3.4 for sample of mobile ads  used in DoE). 

3.20 Questionnaire design, hypotheses and correlations 

The research question was to find out the customers’ attitude to mobile usage, 

attitude to mobile ads, individual viewers’ personalities, usage patterns, 

preferred design factors and ad impact on consumers.  Advert design factors and 

consumer attitude (reported by previous studies) were used as the variables to 

design the questionnaire and mobile ads for further impact tests.  The theory 

guided the preferences of viewers and the measurement of the ad impact 
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process. The hypotheses were tested with the viewers’ responses after mobile ad 

exposure through pre-structured questionnaires. 

From the review of past research works (in chapter 2) it was found that various 

stimulating factors (either active or passive control) were involved to attract the 

ad receivers to explore the ad invitations. Advertiser-controlled factors are also 

believed to influence which ads get noticed, and to create appeal, such as: 

1 Design factors: Advert size, picture size, text size, animation, number of 

exposures and music content. 

2 Message-related factors: Argument quality, message relatedness, message 

vividness, attractiveness, familiarity and influence on memory-building.  

3 Advertiser-controlled factors: the consumer attitude and congruence to the 

advert also affects the memory-building of the ad viewers. The attitude- and 

cognition-building factors also revealed that simply clicking on the ads or more 

exposure to the ad might not be sufficient, Consumer experiences of the product 

also plays a significant role in shaping brand attitude and purchase actions.  

3.21 Mobile ad design variables  

From the findings of the factorial analysis, mobile advertisements were 

segmented using the following factors: 
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•  Ad size: Large, medium and small 

•  Picture size: Large, medium and small  

•  Text size: Large, medium and small  

•  Animation: Yes or no animation 

•  Interesting theme: Matching the personality traits of extrovert and 

introvert, and open and closed to experience ads were selected 

•  Arousal: Themes resulting in high arousal, such as a holiday scene, couple 

dancing, moderate adult services, and message offers at the weekends 

were used. For low arousing themes, ads such as news, food and mobile 

service add-ons were used.   

3.22 Ethical issues related to the research 

Ethics is the branch of philosophy that deals with what is considered to be right 

and wrong. Ethics are norms or standards of behaviour that guide moral choices 

about our behaviour and our relationships with others. The goal was to ensure 

that no one was harmed or suffered adverse consequences from the research 

activities in this study. The objectives of the research comply with the 

Southampton Solent University Ethical Code. Although there were interactions 

between viewers and the data collector (to answer the research questions after 
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viewing the advertisements), the ethical and legal codes were easily complied 

with. 

3.23.1 Ethics regarding relevance and reliability of the research 

The research data could be very personal to the respondent and recording each 

and every response of the respondent could be questioned on ethical grounds 

(conceptual tools of meta-ethics) of ad viewer’s confidentiality. At the other 

extreme, the recording of data would be very limited by respondents’ non-

disclosure to the questionnaire (in the process of protecting respondent’s 

identity and behaviour). Due to limited disclosure the conclusion of research 

might not be reliable and replicable in further research. The researcher had to 

strike a balance between collecting viewers’ feedback without breaking the data 

protection act and without causing any harm to the viewers’ performance in the 

process. Normative principles in applied ethics also suggest that it was ethically 

acceptable to conduct research for the development of human knowledge and 

benefits for society. 

3.23.2 Methodology and ethical issues 

The questionnaire was administered to the target viewers to collect unreserved 

feedback to reach maximum samples. Its use may raise the ethical issue of 
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engaging unwanted respondents in the research through persuasion.  The 

university address, along with an authenticated introduction in the 

questionnaire, was used to redress the recipients’ acceptability. Persuasion to 

undertake research for knowledge and humanity was upheld on ethical grounds 

for seeking new knowledge.  The ethical policy of the Southampton Business 

School was followed and the research proposal was approved by the Research 

Degrees Committee. 

3.23.3 Ethical treatment of participants 

Respondent recruitment was conducted by explaining to the participants the 

benefits expected from the research. The participants were assured that their 

rights and well-being are adequately protected. Interviewers should obtain the 

informed consent of the participant prior to proceeding with the interview and 

discussion. 

3.23.4 Data recording, storage and confidentiality 

Normative ethics theory takes on a more practical task, which is to arrive at 

moral standards that regulate right and wrong conduct. This may involve 

articulating the good habits that should be acquired, the duties that should be 
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followed, or the consequences of one’s behaviour on others. To enhance privacy 

protection, data were not stored on a central server or a networked computer. 

3.23.4 Compliance of ethics and law in the research 

Using the conceptual tools of meta-ethics and normative ethics, discussions in 

applied ethics try to resolve these controversial issues. Electronic commerce is 

the process of buying, selling, or exchanging products, services, and information 

via computer networks, and ads are an essential communication tool for any 

business.  A broader definition of electronic ads includes not just the invitation to 

buy and sell goods and services, but also servicing customers, collaborating with 

business partners and assisting electronic transactions within an organisation 

(Tavani, 2001). Over the years, philosophers have proposed many ethical 

guidelines; yet what is unethical is not necessarily illegal. Ethics are supported by 

common agreement in a society as to what is right and wrong, but they are not 

subject to legal sanctions. The EC opens up a new spectrum of unregulated 

activity, where the definitions of right and wrong are not always clear (Hamelink, 

2001). An action considered unethical or even illegal depends on the regulatory 

and value system of the country in which  it occurs. What is unethical in one 

culture may be perfectly acceptable in another. In Asia more emphasis is placed 

on the benefits to society rather than on the rights of individuals. Some western 

and Scandinavian countries have very strict privacy laws; others have none. This 
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situation may obstruct the flow of information between countries. The EC 

Commission issued guidelines in 1998 to all its member countries regarding the 

rights of individuals to access information about them and to correct errors.  

3.24 Conclusion        

The methodology deals with the research process, research methods adopted 

and type of data collected. The total process of conducting research was 

discussed, starting with the research questions, through the collection of data, to 

the analysing of data. The main research was conducted through structured 

questionnaires. The variables of the questionnaire were designed from the 

feedback obtained from the initial discussions. Before commencement of a 

survey the participants were briefed about the purpose and nature of the study. 

The interview was held in person with the cognitive expert to acquire a greater 

depth of knowledge in the memory development process. Research data were 

collected later by structured questionnaire surveys with various mobile users 

according to the sampling plan. The initial understanding of the consumer 

behaviour also helped to explain the answers received through the quantitative 

data analysis. The collection of objective data, their analysis, and the presenting 

of the results follows the scientific tradition of research methodology. In the 

following chapter the data analysis is presented to answer the research 

questions. 
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Chapter 4 Data Analysis  

4.1 Introduction 

In this chapter the research data gathered are analysed and presented 

following the sequences of the research stages. The data gathered from the 

focus group studies and various stages of questionnaires were analysed in this 

chapter.  Correctly completed questionnaire the data were analysed using SPSS 

V.17 software. 

4.1.1 Focus group discussion findings  

Group discussion with mobile handset users highlighted the users’ comment on 

the mobile adverts (refer to appendix 4.1.2 or 4.2.1 for more detailed 

comments).  Most frequent remarks were as follows: 

Interest   

Depending on viewer’s need, timing of the day, free time and mood and ads 

persuasive power, interest grows to ‘click’ ad-link  and find out more about the 

ad. 

Attention 

If my interest matches the ad, the ad design is attractive and pursues me to 

grab my attention I’ll pay more attention and wish to play with it. 
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Cognition 

Friendly ads design specially the text size, colour and theme should be very 

clear to grasp the message of the Ad. I prefer some interactivity with me by 

way of Animation in the Ad or by providing some interactive option so that I 

can play with it to find out more and more. 

I love to explore and learn by way of playing with information and my way of 

understanding of the world around me. Too much aggressive nature of Ad or 

too much persuasion will discourage my independent personality and it may 

seem nagging or too offensive to follow the lead.  

Past experiences on the brand/product: 

If the product or brand is previously known to me it helps to compare my 

previous experiences to compare with the current one and understanding any 

new or unique offer of the message. 

Ads congruence with the viewer: 

I am a bit innovative and out-going type of person so I like challenges and love 

to gain in any new opportunity. But I dislike repetitive message of ad   and too 

familiar ideas.  
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If the pictures or schematic view of the Ad is nice and related I tend to like it 

and follow the link as a comfortable way.  

If the pictures or schematic view of the Ad is nice and related I tend to like it 

and follow the link as a comfortable way.  

I am a bit scared of new territory and do not like to step in unknown territory 

and may find myself being lost in the false promises. 

I am a bit scared of new territory and do not like to step in unknown territory 

and may find myself being lost in the false promises. 

Emotion and viewer’s impact:  

Emotional Ads creates more impact with me as well as any Ads which give me 

fun of playing with it. Although I am not a trend setter in the shopping world 

due to my spending power and other commitments but  

Ad impact and buying intention: 

I love to spend time with window shopping and build images of product and 

brand perception. Who knows one day I might as well have enough to spend 

and live like the high flyers so I have enough data memory and wish list to buy.  

I always keep my wish-list and upgrade it as often as I am persuade by new 

information and keep myself updating with the latest trend and fashions. So 
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information even if it is in the form of company Ad or news will attract my 

attention. 

Attitude towards brand and motivation and reward: 

Sometimes I pass the information to my peer group in way of forwarding the 

message or on a Chat or over e-mail. It re-establishes my presence with the 

group.  

Sometimes I feel that I am contributing to my fellows by way of providing 

promotional or new information.  

I think I get pleasure of decimating information as it shows that I am 

knowledgeable, up-to-date and have more status over the fellow members 

who always reply with thanks or only act as receivers. Sometimes it may show 

my interest towards a product or a brand to my friends or peer group or 

sometimes it shows my status a reputed brand lover.  

4.2 Gender, age and education level of the respondents 

Different groups of age and gender were mixed in the sample reflecting the 

general nature of the greater target population. In the stage 1 of research 

the participants (total of 88) were almost evenly distributed by gender with 

53% male (n = 47) and 47% female (n = 41).  
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More respondents were among 18-44 age group (about 70%) compared to 

the 45-55+ age group (about 30%), reflecting the general age segment 

among mobile customers overall. The UK population is aging (an increase 

of over 6% in the 55+ segment, compared to a 3% decrease in the 25-44 

year segment from 2004 to 2009). The older segment is catching up with 

the technology offerings and is a potential customer segment in mobile-

related services (refer to appendix 4.4).  

Educational status 

Education level also varied among the population and the majority of the 

respondents are graduates (37%) followed by A levels (27%).  This reflects the 

samples collected from the urban, college and university catchment arena. 
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Table 4.1 Educational status of the sample 

 Group             No Frequency   % 

Valid 

% 

Cumulative  

% 

GCSEs 1 18 20.5 20.5 20.5 

 A Levels 2 24 27.3 27.3 47.7 

 Graduate 3 32 36.4 36.4 84.1 

 Post- 

Graduate     

4 

14 15.9 15.9 100.0 

 

4.3 Income distribution and spending nature of mobile phone users 

The annual income for many is below £24,000 (60%), followed by £25,000-

£39,000 (21%). Forty nine per cent of the sample spends less than £20 a 

month on the mobile phone bill, and 27% spends £21 to £30 per month.   

Spending on mobile phone per month 

More respondents spent between £10-£30 (about 60%) a month, compared to 

both ends of extreme users. The result reflected that the sample is following a 
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similar trend among overall mobile customer spending. These results confirm 

that mobile phone acceptance by the consumers are driven by utilitarian and 

hedonic consideration as pointed out by Dhar and Wertenbroch (2000) in 

section 2.8. 

Relations between income and spending on mobile phone 

There was a significant relation between incomes and spending (p < .01) 

indicating spending power depends on income. This might be because of 

high pricing nature of mobile charges. 

Age and spending 

There was a weaker relationship between age and spending level of the 

mobile user. The relationship between these two variables was not 

supported to a greater level of significance. (p > .01). This result indicated 

that there was no significant relationship between age and spending 

nature. All the age segments were equally important as the nature of 

customer spending on mobile phones was similar in all age groups.  

Mintel (2005) pointed out that the influence of advertising perhaps supports the 

view that young people are more impressionable, as people who read the 

popular tabloids and those who like to watch a lot of commercial television are 

particularly likely to download. This suggests that young people have a tendency 
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to purchase ringtones in response to adverts they see, perhaps on impulse. The 

low price makes them a natural segment for impulse buys, where consumers can 

rationalise a relatively small purchase as a treat. The mobile-related service may 

be getting through to young people, but it still has to prove that its products are 

relevant to older people, of whom a sizeable proportion maintains the belief that 

these products are a waste of money. These findings are in line with the 

consumer involvement researches (Laaksonen, 1994, Kepferer 1985, Hunt, 1995, 

Broderick, 1999) discussed in section 2.9. 

Therefore, the challenge facing the industry is to produce more substantial 

products that will attract older and wealthier people, supplying products that can 

compete with other sophisticated leisure activities. Technological developments 

have resulted in the emergence of download solutions that allow customers to 

listen to high-quality music on their phone, or watch full music concerts, live 

streamed news broadcasts and even Hollywood films. It is possible that 

download providers of sophisticated multimedia portals may succeed in 

attracting older, wealthier customers.  

The current decade of a turbulent economic climate has less influence on the 

willingness of consumers to spend on mobile-related products or services 

(Mintel, 2005). As long as this trend prevails, consumers will continue to 

purchase products and services that appeal to them. While teenagers are a 
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lucrative source for the mobile market, slightly older, often wealthier, buyers are 

a critical consumer group as well.  

4.3   Mobile usage among the sample 

The frequency of the use of the type of mobile service was analysed through this 

questionnaire. SMS users were far greater in number than MMS users at this 

moment. SMS was very popular (66% of all respondents strongly agreed) as a 

frequent user. Multimedia service (MMS) users were very few (62% of the 

sample scored 3 or less in a scale of 10 for MMS use) at the current time. 

 

Figure 4.1 Frequency of mobile service usage 
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Social networking scored 16% and there was an increasing usage trend among 

various consumer groups communicating via SMS. SMS is less costly, often 

offered at no extra cost or free text bundled in a monthly contract; it is 

convenient and it is quick to respond to the peer pressure of ‘keeping in touch’. 

Mobile innovations encourage consumers to make use of unfamiliar features and 

services such as texting which were not even registered as products only a few 

years back. The Mintel Report (2005) revealed that contract plans, rather than 

pay-as-you-go, usage had increased, indicating that the mobile phone owner was 

willing to try out new products and functions, and to increase their volume and 

spend on calls. Mobile TV and film clips have never been used by more than 53% 

and seldom used by the other segments of mobile users. 

4.4 Providing value added mobile service to viewers 

Customer-driven innovations on products and services have proved 

popular with the young people behind the mobile phone and download 

market. This group has taken to text messaging, and having been weaned 

on computer games and other digital solutions, is open to the 

incorporation of additional features and benefits, such as downloaded 

ringtones, music and video. (Mintel, 2005) 
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According to TGI data (Mintel Report, 2005), the vast majority (75%) of pay-as-

you-go subscribers pay less than £20 per month, but roughly the same 

percentage of contract consumers spend more than £20. Many of these 

customers would be accounted for by additional value added services offered by 

the operators. Four fifths of all UK consumers own a mobile phone, a level of 

take-up that has remained fairly constant for a couple of years now (Mintel 

2005).  The data show that a proportion of these people only use their mobiles as 

a convenient alternative to land-line telephones, enabling them to avoid missing 

calls, or providing them with an ideal means of keeping in contact with significant 

others. This report also shows that a noticeable proportion of consumers make 

use of additional features, functions and indeed technologies that are designed 

to provide something in addition to a straightforward line of communications.  

4.5 News and information usages on mobile 

News/text-based viewing were relatively high scoring (mean score 4.8) in profile 

and popularity of news increased as the cost of subscribing falls (some operators 

are providing with no extra costs). The range of services has expanded to take on 

board all manner of interests, including popular magazines, travel, weather, 

finance, and horoscopes. These services also include greater use of audio files 

and video clips, song clips and trailers for new films. 
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The abundance of 24-hour news and entertainment channels on television and 

radio, as well as the high level of internet penetration within the home and 

workplace, has fostered a desire among people to be able to access specific 

information at will. This has led to a demand for data-based information services, 

enabling consumers to obtain the latest news on such diverse items as their 

favourite football team or rock group, on the stock market, horse races, and so 

on. As sales of 3G and 4G phones increase and customised products are designed 

to attract mobile users, the demand is likely to rise (Mintel, 2008).  

4.6 Music download demand among mobile users 

The music download scored only 6% of the mobile usage indicating the market 

was still in its early stages. The data also revealed that more than 33% of the 

viewers did not use it. The cost of music through mobiles is still much higher and 

it also includes the downloading charges for using broadband services. The 

ringtone of a mobile phone is a special innovation by mobile services. It is trendy 

and shows off the personal attachment and trendy nature of the user. Ringtones, 

wallpapers and icons are seen as status symbols, and key indicators of the user’s 

personality, so the challenge is to produce ever more trendy design content for 

mobile customers to buy (Mintel, 2005). The respondents were divided in two 

extreme ends of the score, indicating that some people dislike it (maybe the 
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older generation) and some people use it more often (maybe the younger 

groups).  

4.7 Ringtone download demand 

Round and Round by the Sugababes has made more money for Universal as a 

ringtone than as a single, and the Crazy Frog ringtone outsold Coldplay by four to 

one to seize the Number One spot in the charts in 2005 (Mintel, 2005). These 

changes in consumer trends suggest that consumers consider music in a different 

way from music lovers in previous generations. For the modern downloader, 

music is not a physical thing - a record or CD to be cherished - but rather a 

disposable or ethereal form of entertainment. With such a degree of momentum 

behind the music download sector, it is highly likely there will be a considerable 

rise in investment in this sector in the future. The appeal of the ringtone with 

other popular options such as games and icons is universal. Customer’s choice, 

familiarity and willingness to spend on these products are major factors for their 

extensive use by all segments. As technological developments result in more 

realistic graphics and better sound quality, the younger generation growing up 

with this will continue to create a middle age demand in the future. Influence of 

innovativeness on the use of technologies also confirmed by previous research 

on internet by Donthu (1999), Agarwal, 1997, Foxall, (1999) as discussed in 

section 2.10. 
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4.8 Multimedia Communication (MMC) usages 

Phones containing MMC capabilities can take advantage of the ROK Player, from 

Rok Entertainment, in order to watch recordings of favourite television 

programmes. The Player enables users to watch films or shows in full screen 

format (by rotating the phone 90 degrees) rather than watching in letterbox 

format.  

4.9 Internet surfing behaviour  

Surfing on the mobile is also skewed to the right with a mean of above 4 (out of 

scale of 7) indicating the importance of the use of the internet on a mobile 

phone. It would appear that the consumer was open to new products and ideas, 

and as more and more media sources seek to engage the consumer in using texts 

(to enter into competitions, participate in forums, vote on reality television 

programmes, and download music, video and data), so their appeal will widen.  

4.10 Use of mobile in social networking  

Social marketing trends are also reflected among the respondents. The sample 

mean score 5.7 (out of 7) reflects the social networking nature of mobile use. 

Social networking has increased due to SMS contact which is less costly and 

convenient. The impact of texting, and of text voting on reality television shows 
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(for example, Big Brother TV votes, or to win tickets for a musical concert) also 

helps to reinforce the importance of the mobile phone as a part of people’s social 

lives (beyond the standard voice function). Group influence and social 

networking influences on mobile usage also confirms the previous research  

findings by Barwise, 2002, Singh, 2005 and De Mooij, 2004) as discussed in 

section 2.13 and 2.14. 

4.11 Current trend of mobile value added services 

The successful introduction of 3G and 4G phones has proved instrumental in 

propelling this value added market of mobile communication forward. Mintel’s 

(2005) Report also confirmed the similar nature of mobile consumer behaviour. 

According to the Report, text message services were used by 61% of phone 

owners and games facilities were used by 25% of phone owners. MMS/picture 

messaging was used by 10% of owners. Mintel consumer research (2005) also 

showed that young people, particularly the under-20s, were key customers for 

the mobile-related product industry, being far more likely than older people to 

purchase ringtones, games and music downloads. The more prominent market 

drivers include the increasing number of 3G and 4G mobile phone handsets being 

sold, and the popularity of ringtones boosted by their integration with music 

singles in the UK charts. The raft of new and increasingly higher-quality forms of 

other downloads such as music and video would continuously attract the techno-
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innovative consumers. The greatest supporters of mobile phones were those 

with innovative personality from any age group (Mintel, 2005). The young and 

innovative consumers are more likely to have been brought up with a mobile in 

their pocket, and convincing them to use more such services would be 

considerably easier than bringing in older consumers. 

As the mobile-dependent consumers age, they will look for other product 

offerings. There is certainly evidence that people in their twenties and thirties 

will continue to surf the internet, use search engines; download ringtones  and 

games, and text, because these services have become integral parts of their lives. 

This desire to continue toying with the same products and services could 

generate attention towards mobile ads (Mintel, 2005). 

The third-party providers have taken an unusual approach to achieving brand 

loyalty. Rather than simply encouraging customers to associate Jamstar with 

ringtones, they realise that they are in a market that is driven by the 

songs/artists/trends rather than the company. This approach leads to the kind of 

mass marketing of popular songs/ringtones, and the generation of subsequent 

follow-up releases and remixes. These providers seek to establish their brand as 

being synonymous with ringtones, downloads and leisure in general. Their 

measure of success depends on the extent to which consumers visit their 

websites when they want to obtain a new download (Mintel, 2005). 
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While mobile phone operators in Britain are still getting to grips with 4G 

technology, the Japanese company NTT DoCoMo is already offering value added 

service with 4G. 3G lets mobile users make video calls and download using a fast 

internet connection. The fourth-generation mobile phone technology can project 

computer-generated images such as maps for people to read as they walk down 

a busy street. A prototype handset has a pop-out pair of 3D glasses to scan for 

sensors mounted on the side of buildings. According to research from Gartner 

(2006), the global music download market for mobile phones is going to be worth 

£16 billion by the end of 2010. The research firm sees personalisation and 

entertainment as the key factors in the sector’s growth.  (UK Retail Intelligence, 

October 2006) Wireless technology firm Divine launched a mobile radio 

download facility (in December 2006) which allows mobile phone users to 

download ringtones, radio tracks or celebrity pictures to their handsets by the 

use of a short-code.  Vodafone (June, 2006) has revealed excellent initial mobile 

TV user numbers, with 750,000 streams during the first ten days of operation 

(Mintel, 2007). 

Primary data also showed increased interest in using the new-generation mobile 

services by all types of age and personality. Key to the future success of the 

mobile service market is consumer enthusiasm for the new services. Therefore, it 

is essential that consumers who are likely to be the keenest advocates of these 

services are identified. These findings appear to indicate that consumers who 
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have purchased a phone that incorporates 3G or other new-generation 

technologies (4G) were likely to utilise such services. However, these (and other 

4G) facilities are only likely to obtain mass appeal if they are marketed 

appropriately to people of different interest groups.  

4.12 Acceptability of mobile advertising among handset owners 

Ad acceptance on a mobile phone is increasing in popularity, although 22% are 

still not receiving the ads on the mobile. Although 78% agree to accept ads on 

mobile, the actual receiver percentage is well below 62%. This indicates that 

there is an untapped market for ads. 

4.13 Existing ratio of current mobile ad receivers 

Amongst the sample, 62% of respondents agree that they were actively receiving 

ads on mobiles (data did not indicate how frequently, or by how many 

subscribers). This was a positive sign of mobile ad acceptance from the handset 

owners. Receiver of mobile ads, 62%, was relatively high compared to non-

receiver, 38%, at the time of this study. Group discussion also revealed that 

customers were eager to receive related and promotional items if they were free.  
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 4.14 Preferred ad modes on the mobile handset 

Thirty four per cent of the respondents prefer SMS ad messages, about 24% 

prefer banner ads on a mobile screen and 21% prefer MMS messages.   

 

Figure 4.2   Mode of mobile ad preference 

A voice message in the form of an ad was disliked by most of the people (similar 

to leaving an ad on an answering machine during the owner’s absence).  

The market for mobile ads to mobile phone customers is still in its infancy and is 

likely to change as new developments are introduced. In February 2007, Sky 

revealed that the company was sending around 30 million premium SMS 

messages a month to opt-in customers, generating a revenue of more than £3 
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million a month. The intention was to establish how appealing these services 

were and to ascertain how the market would probably fare in the near future. 

4.15 Utility of receiving mobile ads 

The use of information obtained via ads had a utilitarian impact on the handset 

users. The handset owners can surf and communicate with the ad sender or ‘click 

the link’ for more information conveniently.  

 

Figure 4.3    Utility of mobile ads 

The respondents’ expressions on the utility of mobile ads were of a similar nature 

with a slight preference for interesting (12%), pleasant (11%), useful and 

productive all with a score of 9%. Customers agreed less on the time-saving 
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nature of an ad indicating that there were viewers who think it was a waste to 

watch or receive ads on mobiles. Interesting and useful ads were cherished; 

matching with needs seems attractive and appealing too. Mobile ads were also 

found to be nagging, time wasting and un-wanted disturbances causing irritation 

to some viewers. The results confirms the recommendation on customer 

orientation and personalised ads on previous researches ( Kotch, 2001, Enpocket, 

2002, Okazaki, 2005, Courtland, 2004) discussed in section 2.12 to 2.19. 

4.16 Internet surfing on the mobile phone 

The internet encourages consumers to develop a gaming impulse and phone 

applications which they carry on through their mobiles. The intensity of mobile 

download advertising while internet surfing gave tangible results. The MMA 

(2006) research results showed that two fifths of those who download to mobiles 

read a tabloid and doubtless respond to the adverts for new products as they do.  
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Figure 4.4   Advertising on mobile search. Source:  MMA report (2006) 

It is likely that a sizeable proportion of people respond to these adverts on 

impulse. Downloads and applications attractions could be purchased by the ad 

receiver while the memory of the ad was still fresh in the consumer’s mind. 

4.17 Worries of the mobile users while receiving ads 

The main worries expressed by mobile users on receiving ads were costs (31%), 

worries of getting too many ads on the handset (23%), followed by loss of privacy 

(22%) and virus threats (18%). 
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Figure 4.5    Worries of receiving mobile ads 

Of the respondents receiving mobile ads, 31% were worried about the cost of ad 

viewing and responding to the ads. The receivers of the ads were also concerned 

about the loss of privacy of the ad receiver and loss of control over the amount of 

ads transmitted to their handsets. Mobile sets are very personal and the lack of 

privacy and irritating messages were not desired by the owners. Focus group 

discussions also found similar remarks on these privacy and cost issues. The 

MMA Report (2006) also revealed that mobile ad viewers preferred free ads and 

reduction in the cost of surfing these ads. Most participants would view ads if 

they were free. It was also interesting to note that some mobile users were also 

concerned about the hidden costs of viewing ‘free sample’ pages.  The new 

industry faces a challenge to persuade these people to reconsider their long-held 
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views that they have got on well enough without extensive mobile related ads to 

date. 

When considering the mobile multimedia service sector, a sizeable proportion of 

ringtones, icons and other downloads are freely available as a ‘free content’ or a 

tester’. The operators provide the sample downloads for a variety of reasons, 

including raising awareness of their core products and services and as a means to 

distribute their material to a wide audience. Customers’ concerns about hidden 

charges have resulted in regulations being introduced to safeguard the interests 

of people who pay the phone bills. The measures were introduced following 

complaints about difficulties in unsubscribing from services and unexpected 

charges appearing on bills; the latter appearing to relate to charges for additional 

downloads (Mintel, 2005). 

As a result of the new rules, fines can now be imposed on rogue companies that 

do not comply with the Independent Committee for the Supervision of standards 

of Telephone Information Services (ICSTIS) codes of practice. It is possible that 

these rules will be strengthened in the future to enable consumers to bar calls to 

premium lines, or prevent the surfing of restricted pages without the use of the 

password of the adult owner. This would help to prevent consumers or their 

children making such calls or visits without being aware of the high cost involved.  
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There is evidence that a significant proportion of people will happily disregard 

laws governing what they can download, opting to share music files with friends, 

and creating their own ringtones with no regard for copyright. However, this 

situation is likely to change in the short term, as new technologies are giving 

copyright owners the power to control when and where people can view or play 

digital music, films and texts. 

Technology ensures that all music purchased on the site is encrypted and can 

only be accessed by using the same phone or a compatible player in conjunction 

with the correct password. As this password solution is required to conduct all 

transactions, selling on downloaded music is unlikely, as all transactions are 

logged and suspicious patterns can be easily identified.  

4.18 Greater demand and falling costs 

Advertising conglomerate WPP has forecast that, by 2010, 15% of British 

advertising expenditure will be invested in new media (8% online via video sites 

such as YouTube and ITV’s on-demand service, 5% via mobile and 2% through in-

game video game ads).  A report published by Informa Telecoms & Media has 

forecast that the worldwide market for advertising on mobile phones will grow to 

$11.3 billion in 2011, having been almost non-existent in 2005, as advertisers and 
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mobile operators increasingly look to move towards ad-funded services (Leisure 

Intelligence, 2006).  

A fundamental factor which directly affects the growth of this market is the real 

cost of information surfing and online charges to the mobile users. Issues relating 

to hidden costs are being addressed by the recent EU Law. Laws relating to the 

quality of the products being downloaded will be thrown into stark light as 

technological advances are filtered through to providers. These issues are likely 

to benefit the industry, as consumers will trust their providers to introduce 

quality products, and so become loyal to information providers. 

4.19 Motivating factors for receiving mobile ads 

Removing the worries of mobile users, such as costs, threats of virus, and privacy 

was the pre-requisite to re-assure the mobile ad acceptance. Secondary data on 

charges (report by MMA, 2006) also revealed viewers appeal to reduce costs on 

receiving ads. 



149 

 

 

Figure 4.6 Motivating factors for receiving ads, MMA Report (2006) 

 Reducing the cost of advert reception or free links was preferred by the surfers 

following utilitarian principles of a mobile handset. Related information and 

related ads were preferred by the viewers. Search pattern analysis (MMA, 2006) 

showed the major search items used in mobile search; this can be a useful 

indication of creative ad-designers. Considering the popularity of internet 

searching through mobile sets, downloading and the amount of revenue it has 

generated for providers, it was interesting to note that a sizeable minority of 

respondents dismiss these offerings as a waste of time and money. The report 

suggested that the respondent may also prevent his or her peers or children from 
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downloading or refuse to pay for products that they download, limiting the 

amount their offspring and peers can spend each month.  

4.20 Viewers’ preferences on mobile ad content   

The customers’ comments on ad content provided insight into content design to 

personalise the mobile ads. Factor analysis showed major influential factors in ad 

design from the questionnaire survey (in stage 1), after the viewing sample 

mobile ads.  

4.21 Factor analysis result 

Analysis revealed major influential factors among the viewers in designing mobile 

ads, search function and link pages (shown in the three mobile ad samples). The 

PCA rotation Varimax with Kaiser normalisation method was used to analyse the 

major influential components.   

Reliability Statistics 

Cronbach's Alpha N of Items 

.708 10 

Figure 4.6 Table of factor analysis 
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The measurement scale reliability has a high Alpha value of  > 0.7 indicating 

the measurement scales are reliable. 
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Figure 4.8 Table of ‘Rotated Component Matrix’ 

From figure 4.8 above, it is clear that the design factors have a major 

impact and are charted depending on their high Eigen values.  

  4.21.1 Component 1 explains 37% of the variance 

The factor analysis highlights the major element of mobile ads as perceived 

by the ad viewers. Component 1 mainly relates to the factors which attract 

the attention of the viewers. Matching the need or desire for something 
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with a sudden surprising theme or distinct attractive message, image or 

colour scheme of the ad grabs ad viewers’ attention.  

Factor Loading impact 

Attract (0.9)  

User friendly  (0.7) 

Interesting theme  (0.7) 

Colour  (0.7) 

Clarity of message  (.6) 

Animation (+.7)   &  (-0.5) 

 

Figure 4.9.1 Table of factor loading in component 1 

Animation has (+) ve and (–) ve loading in component 1 and 2   (+0.7  and  -

0.5) respectively. 

To retain the viewer’s further attention the ad has to be user friendly to 

follow through the links or pages. The theme should be interesting enough 

to continue to hold the the viewer’s attention. Colour scheme and clarity of 
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messages provide for easier coding input and the theme may provide fun 

way to receive the message or make it important enough to commit to 

memory. The results also confirms the use of visual perception, creative 

design and customer preferences recommendations made by the previous 

research findings (Smith, 2007, Ferster, 2002, Desimore, 1984, Perrett, 

1982, Ko 2005) discussed in section 2.18. 

Component 2   Cumulative 58% 

Component 2 relates to the ad size and text size which leaves very limited room 

for manoeuvre the small visual display available on a mobile screen. The text on 

the ads along with the colour scheme should be clear enough to read at 

handheld distance. 

Factor Loading impact 

Text  (0.9)  

Adv size  (0.8) 

Animation (-0.5) 

 

Figure 4.9.2 Table of factor loading in component 2 
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Component 3     Cumulative 74% 

Factor Loading impact 

  

Persuasive power  

 

(0.8)  

Emotional appeal   

 

(0.6) 

 

Figure 4.9.3 Table of factor loading in component 3 

Component 3 highlights that emotional appeal and the persuasive power of the 

ad are important factors. Attention grabbing is the initial part of the ad impact 

process. To win the competition from the various inputs to the brain at the same 

time (travelling, watching movie, day’s work etc) the ad has to persuade with the 

message and has to produce an emotional appeal in order to evoke a response 

(refer to section 2.18). 

4.21.2 The animation factor had a positive loading in component 1 where it could 

be applied to attract the viewer’s attention instead of a static ad positive loading 
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as in component one. Sicilia’s research (2005) also confirms that interactive ads 

increased information processing as discussed in section 2.18.2.   On the contrary, 

the moving object or animation in a small-sized ad may create a negative impact 

on clarity and detract from continued interest in reading or receiving message 

details. (Factor analysis shows negative loading in component 2). It might be that 

mobile users were unimpressed by the style and content of adverts which were 

designed with young people in mind, but did not impressed older age group users. 

The adverse impact of ad result due to animation also highlighted by Lowrey 

(2004) as the complexity increases with the animation (refer to section 2.18.3).  

More customised ads, highlighting family-friendly products such as news and 

current affairs channels, video and audio messaging services might do well among 

this group.  

There were segments of mobile users who did not receive the ads, and who did 

not have a favourable attitude to using and deriving benefit from receiving 

mobile ads. More efforts might be required to inform mobile owners of the wider 

benefits of mobile surfing, shopping and downloading. Ad content design and 

personal attachment to ad content might create greater impact among ad 

receivers.  
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4.22 Advertisement impact on viewers 

 From the factor analysis of the stage 1 questionnaire, the loading factors 

revealed that ad size, interesting theme, colour scheme, text size and emotional 

appeal were the major preferences among the viewers. Matching interest of the 

viewer with interest-generating advertisements and clear messages can influence 

the existing familiarity, and help shape attitude towards the brand. Mobile 

advertisement size and text size relates to legibility in the context of a small 

mobile advert design. An interesting theme in the ad holds the viewer’s attention 

longer. This process persuades the viewer more, to make a greater impact in 

response to ads. 

4.23 Testing the developed model using hypotheses 

The relationship between the different dimensions of matching desire, attention, 

clarity of message, product familiarity towards influencing ‘click for more 

information’ and purchase intention were analysed to test the hypothesises. In 

stage 2 the extended questionnaire survey results were analysed from the 296 

completed questionnaires. The relationships were evaluated between the 

different dimensions of ad-persuasive factors.  The ad-impact factors and 

viewers’ familiarity with the product were analysed to find the influences in 

developing brand attitude and ad impact of mobile ads. Regression analysis of 
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the impact data was undertaken to find relations in the ad impact and brand 

memory building process. 

4.24 Personality type of the viewer and advert impact 

The data analysis output showed the boxplots of the heights of the four types of 

personality groups plotted side-by-side for comparison. The structure of the 

boxplot represented the portion of the distribution falling between the 25th and 

75
th

 percentiles, i.e. the lower and upper quartiles (or hinges). Fifty per cent of 

the heights lie between the 25th and 75th percentiles. The thick horizontal line 

across the interior of the box represents the median. The vertical lines (or 

whiskers) outside the box connect the largest and smallest values that are not 

outliers or extreme values. 
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Figure  4.10 Box plots of various interest score of ad among four types of 

personality groups 

The outlier is defined as a value more than 1.5 box-lengths away from the box 

and extreme value (*) as more than three box-lengths away from the box. The 

skewness is indicated by an eccentric location of the median in the box.  

 The output showed that distribution of heights for all personality types were not 

symetric. The personality type 4 (extrovert and open to experience) showed 25% 

to 75% values lies in higer score (score 6 to 7)  with few scores near median score 
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of 6; whereas the type 1 personality group (introvert and close to experience 

type)  and 2 personality group showed least interest in the same advertisement. 

Type 3 personality (extrovert but close to experience type) showed a mixed 

interest score on the advert (refer the box plots above in figure 4.10). 

Only two cases show extreme values and could be disregarded for statistical 

analysis. Thus the analysis showed the strong interest-generating impact on 

extrovert and open type of personalities (type 4) and least interesting score on 

introvert personality holders. 

  

Figure 4.11 Box plots of perception of ad score among four types of personality 

groups 
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Figure 4.11 reveals that the perception of the advert message had a similar score 

among all types of personality with a mean value of about 6 out of 7. This result 

reveals that although the message was clear to all types of groups the interest 

varies with the personality type (refer to appendix 4.13).  

Table 4.12 Personality and perception relations 

   Personality Perception 

Personality Pearson Correlation 1 .068 

Sig. (2-tailed) . .247 

N 296 296 

Perception Pearson Correlation .068 1 

Sig. (2-tailed) .247 . 

N 296 296 

  

The correlation factor (r = 0.068) indicates there was no relation with personality 

type variations with perception of the advert message (p= 0.25).  

Distinct and clear ad content acts as a quick input message, and quick coding in 

the viewer’s memory results irrespective of the viewer’s personality. The results 

also confirmed the cognition theory of the information-processing ‘bottom-up’ 

approach (Smith, 2007: see also section 2.19).   
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 4.25 Hypotheses testing 

4.25.1 Hypothesis 1: ‘The higher the congruity of the mobile ad with the viewer’s 

personality, the better the attention of the viewer.  

A mobile advertisement which is better matched with consumer personality 

provokes more attention. To test this hypothesis the type of personality groups 

(as independent variables) are compared with the score of the attention of 

viewers (as dependent variables). The correlation analysis reveals that the 

correlation is significant at the 0.01 level (2-tailed).  
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Figure 4.13 Personality congruence to provoke viewers’ attention 

 Correlation analysis showed that (r = .462 & n=296) variance in attention scores 

could be explained by the type of viewer (p = 0.00). 

So Hypothesis 1, ‘The higher the congruity of the mobile ad with the viewer’s 

personality, the better the attention of the viewer’ is accepted. The null 
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hypothesis of ‘there is no relation between the viewers’ personality on ad with 

the attention generation to ad is rejected (r = 0.46 & p = 0.00). 

4.25.2   Hypothesis 2: ‘The greater the attention-seeking nature of the mobile 

advert, the greater the interest’.  

The attention-seeking ad engages more with the viewer; communicates more 

messages to the receiver, and create more interest from the viewer. The scores 

of the attention-seeking nature of ads were compared with the scores of interest 

generating scores. 
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Figure 4.14   Correlation of interest generation score of ad with attention score 

Correlation analysis showed that (r = 0.487 & n=296) variance in viewers’ 

attention scores are caused by the interest generating power of ad (p = 0.00). 

The correlation analysis revealed that the correlation was significant at the 0.00 

level (2-tailed).  

So Hypothesis 2, ‘The greater the attention-seeking nature of the mobile advert, 

the greater the interest’ is accepted. The null hypothesis of ‘there is no relation 

between the attention on ad with the interest generation to ad’ is rejected (p = 

0.00). 

The theme used in designing a particular ad might not be liked by all the 

segments of personality and grab equal attention. The relationship of the ad 

attraction could be more accurate or explained better if the ad impact was 

analysed by segmenting the total sample to a specific group showing similar 

behaviour. At the later stages of data analysis, paired tests within and between 

the samples were conducted for in-depth analysis (refer to section 4.28). 

 4.25.3   Hypothesis 3: ‘The more interesting the theme of the ad, the greater the 

appeal’. The interesting theme of the ad creates more congruence with viewer’s 

preferences causing more advert appeal.  
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Figure 4.14 Correlation of interest-generation score of ad with appeal score 

 Correlation analysis showed that (r = 0.719) variance in attention scores could be 

explained by the interest generating power of ad to the viewer (p = 0.00). The 

correlation analysis reveals that the correlation was significant at the p = 0.00 

level (2-tailed).  

So Hypothesis 3 ‘The more interesting the theme of the ad, the greater the 

appeal’ is accepted. The null hypothesis of ‘there is no relation between the 

interest on ad with the appeal generation to ad’ is rejected (p = 0.00). 

4.25.4 Hypothesis 4: ‘The more familiar the product or service message of the ad 

is, the greater the ad appeal’. The familiarity of the product or service along with 
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the advert theme aids the viewer based on pre-existing memory or impression of 

the product or service.  This memory of product or service image creates more 

advert appeal.  
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Figure 4.15   Familiarity of the ad to generate appeal 

Correlation analysis showed that (r = 0.044 & n=296) variance in familiarity scores 

could be explained by the appeal of the ad to the viewer (p = 0.446).  

The correlation analysis revealed that the correlation was not significant (p = 

0.45, 2-tailed).  

So Hypothesis 4, ‘The more familiar the product or service message of the ad is, 

the greater the ad appeal’ is rejected. The null hypothesis of ‘there is no relation 
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between the familiarity of ad with the appeal generation to ad’ is accepted (p = 

0.45 & n=296). 

The scatter plot revealed that the appeal was segmented in either very negative 

or very positive ends against the familiarity axis. This result indicated that the 

familiarity of the product or service along with the advert theme aids the viewer 

in deciding very negative or very positive appeal with pre-existing memory.  The 

existing memory or image of the product or service image can create either more 

appeal or generate negative appeal towards the ad message.  

4.25.5 Hypothesis 5: ‘The greater the ad appeal of the mobile ads, the more 

favourable is the response from the viewer’. 

Correlation analysis shows that (r = 0.795) variance in response scores could be 

explained by the appeal power of the ad to the viewer (p = 0.00). The correlation 

analysis reveals that the correlation was significant at the 0.00 level (2-tailed).  

So Hypothesis 5, ‘The more appeal the mobile ads the more favourable response 

from the viewer’, is accepted.  The null hypothesis of ‘there is no relation 

between the appeal of the ad with the more favourable response’ is rejected (p = 

0.00). 
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Figure 4.16   Familiarity of the ad to generate appeal  

4.26 Multiple regression equation of advert impact  

Figure 4.16 above presents a table of correlations showing that the dependable 

‘response of the viewers’ correlates significantly with four of the five 

independent variables, but not with the ‘familiarity’ variable.  
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Correlations 

Model Summary 

Table   4.17 a   Edited table of correlations 

 

 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .947 (a) .897 .895 .372 

 

a  Predictors: (Constant), Appeal, Familiarity, Perception, Attention, Interest 

b  Dependent Variable: Response_1 

The above output shows that the multiple correlation coefficient (R) is 0.95 and 

the adjusted R Square is 0.89. The independent variables have predictive power 

(89%). The ANOVA output shows that result was highly significant (p < 0.00).  
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Table 4.17b Multiple regression table 

     Coefficients(a) 

 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.212 .213  -5.679 .000 

Perception .089 .031 .058 2.861 .005 

Attention .103 .030 .078 3.382 .001 

Interest .399 .016 .684 24.619 .000 

Familiarity .079 .010 .160 8.121 .000 

Appeal .193 .022 .248 8.608 .000 

a. Dependent Variable: Response_1 

 
a  Dependent Variable: Response_1   (n = 296) 

The multiple regression equation of advert impact or response factor upon five 

factors is: 

Response  =   (- ) 1.21  + 0.089 x (Perception score) + 0.103  x (Attention)               

+ 0.4 x (Interest) + 0.079 x (Familiarity) + 0.19 x (Appeal) 

The beta coefficient (in the column headed ‘Beta’) indicates the number of 

standard deviation change on the dependent variable that will be produced by a 

change of one standard deviation on the independent variable concerned. Small 
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beta coefficients reveal that perception, attention and familiarity factors play a 

minor role in this regression. On this count, ‘interest’ and ‘appeal’ make the 

greater contribution. A change of one standard deviation on the ‘interest’ 

variable produces a change of 0.4 standard deviation on the viewers’ response 

score or ad impact variations. The next major factor is ‘appeal’ with a co-efficient 

of 0.19. 

This ordering of standardised beta coefficients is also supported by correlations 

between dependent variables and each of the five predictors. The predictor with 

the largest beta coefficient, ‘interest’, also has the largest correlation with the 

dependent variable.  
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4.27 Testing linearity and homogeneity of variance 

 

Figure 4.18   Scatter plot to test linearity and homogeneity of variance  

Figure 4.18 is the edited scatter plot of the standardised residuals against the 

standardised predicted values. The plot shows no obvious pattern, confirming 

that the assumptions of the linearity and homogeneity of variance have been 

met. 
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Boxplots of all types of personality against familiarity factors were very widely 

distributed with no significant differences among the groups.   

 

 

 

 

 

 

Figure 4.19     Personality vs. familiarity box plots 

This result revealed that there was no relation of familiarity of advert message to 

any particular type of group. The box plot also confirms that advert message on 

the questionnaire was free from ‘known or familiarity’ bias stated by the 

respondents. 
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4.28 Impact of two different ads on the different personality  

The relationship of the theme attraction could be more accurate or better 

explained if the ad impact is analysed by isolating segments according to the 

personality types of the viewers.  

 Paired ‘t’ tests within the sample reveals that there were significant differences 

within and between the same respondents.  

 

Figure  4.20  Personality and appeal 

There was a strong difference in the advert appeal factor between the type 1 and 

type 4 personalities, with the personality type 1 showing least appealing and type 

4 showing most appealing advert. The type 4 personality group showed very 
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appealing (mean score of 6 out of 7). This result indicated that if the advert 

message matches the type of personality trait, it generates more appeal to the 

viewer.  

Descriptive analysis of the stage 2 questionnaire revealed the survey result 

among 296 respondents over all four types of personality groups. 

Table 4.21 Distribution of personality types in stage 2 of research 

 

Personality      

Type  Frequency Per cent 

Cumulative   

per cent 

 1 51 17 18 

  2 77 26 43 

  3 75 26 69 

  4 92 31 100.0 

  Total 296 100.0   
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Box plots of responses with same mobile ads (by segmenting the samples with 

personality types) within the sample revealed that there were wide differences 

between the response scores.  

 

The response to second ad exposure was significantly different to the first 

response. 
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Figure  4.22  Comparison of interest of two ad exposures among same-

personality groups.  

The response to the second ad exposure was significantly different to the first 

response. 

 



178 

 

 

Figure  4.23a   Comparison of interest of two ad exposures among same-

personality groups. 

 The ad appeal  to the second ad  was significantly different to the first response.  
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Figure  4.23b   Comparison of  of two ad appeals among same-personality 

groups.  

The response to the second ad exposure was significantly different to the first 

response. 

 

Paired Samples Statistics 

 

  Mean N Std. Deviation Std. Error Mean 

Pair 1 Response_1 2.62 296 1.149 .067 

Perception_2 5.80 296 1.015 .059 

 

There was negative correlation between the two mobile advert responses, which 

was statistically significant.  The result meant that if the response was favourable 

to the advert viewer in the first ad, the second ad response was opposite to the 
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first one or not a favourable response. There was paired difference of  0.076  in 

two tailed or 0.038 in the one tail test which was significant at 95% confidence 

(refer to paired correlation table below).  

Paired Samples Correlations 

  N Correlation Sig. 

Pair 1 Response_1&  

Response_2 

296 -.147 .011 

 

These responses were calculated based on a response of a response of 592 

completed scores made by all four types of personality groups in 296 completed 

questionnaires (in stage 2 of the research).  

4.29 Data analysis using design of experiment  

Simultaneous multiple regression in section 4.26 represents the response 

function where all the available independent variable were entered into the 

equation directly. Such statistical control is not a substitute for true experimental 

control, where the independent variable, having been manipulated by the 

researcher, really is independent of the dependent variable. At the 3
rd

 or final 
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stage of the research, the experimental method was adapted with 56 runs (7 

design variations x 8 levels) to test the personalised design preferences and to 

find the advert process mix for design optimisation to the micro-level of research. 

The major factors found from the initial survey (Figure 4.26) were incorporated 

into the ad content design (advert size, picture and text size), attention-

generating animation, theme to match personality and arousal were varied in 

advert design to find the advert impact and optimum design mix for a specific 

personality group.  

To gain further insight of the ad preferences in micro-level research, like-minded 

respondents were selected with the same type of personality and cultural 

background (extrovert and open minded or ‘type 4 personalities’). On a case 

study basis eight similar personality members were shown a series of the mobile 

ads and their response scores (total of 448 scores) were noted on a 56 run basis. 

The average response scores to viewing the same mobile ad on the handset were 

recorded to analyse further.  

4.30 Ad design optimisation and predictability of the model 

Each ad viewer were presented with the series of mobile adverts in a pre-set 

order, and after viewing each ad the viewers responded with a score of ad impact 

presented in the form of a data sheet. The responses to adverts were coded in 
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numerical form to calculate, and presented in a graphical form. The eight data 

sets from the eight ad viewers’ responses were calculated as input to find the 

optimum design mix of the mobile ads design. The actual responses and the 

predicted values were graphically displayed to show the strength of the design 

mix model in the following sections. 

4.30.1 Design optimisation mix 

The responses of average scores for selected personality group type 4 (‘Extrovert 

& Open’ type personality) were calculated and analysed for optimum impact 

through design mix. The design components were varied and individual mobile 

ad was constructed according to the input restrictions. [Sometimes ad size had to 

be decreased, picture size increased but the text size remained the same to 

accommodate into the overall ad size restrictions.]  
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Figure 4.23 DoE Cube diagram of ad impacts among viewers 

The above cubical diagram analysis in Figure 4.23 indicates that where actual 

advert size is small (33% of the largest size), the role of animation, theme and 

arousal to the response score is presented in each corner. The level of animation 

of 1 represents no animation of the ad and level indicates high level of 

animation; the same applies to theme and arousal levels). 
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Figure 4.24 Response curves with various  animation and theme function. 

Increased animation and interesting theme can lead to higher response action or 

‘click for more information’ (score 4 iso-line at the top right-hand corner on the 

above figure 4.24).  

Where there were higher scores on advert, picture size and text size and higher 

level of theme score, animation score and arousal score (7 on each factor), the ad 

mix attracted the highest favourable response from the ad viewer. 
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Keeping the text size higher (85%), and the theme and arousal factors higher 

(Level 7), the desirable mix and impacts can be predicted for various sizes of the 

mobile ad restrictions.  

 

Figure 4.25 Desirability mesh diagram with various picture size, Advert size and 

animation feature.  

From the above desirability diagram 4.25 where advert size is restrictive (small), 

bigger picture to ad size ratio and highest animation is desired. If animation is 

restrictive (low or not preferred by the viewer), bigger ad size and higher picture 

size are recommended for higher desirability. 
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In the ad content design mix where ad theme matched with viewer’s interest and 

animation and arousal is highest (score 7), the response graph is as follows: 

 

Figure 4.26 Optimum combinations of picture size, ad size and text size with 

high animation, interesting theme and arousal factors. 

The optimum advert impact can be calculated from the above mesh graph (figure 

4.26).   In the above graph, bigger ad size and bigger text compared to the picture 

size is desired to get optimum impact, which is represented by the red area in the 

top right-hand corner.  
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4.30.2 Predictive power of the model 

When every factor scored average, or neither favourable nor unfavourable, the 

maximum response score was between 1 and 3, or below the satisfactory level (a 

score out of 7) (refer to section 4.29).  Where there was a higher score on advert 

size, picture size and text size, and along with the mixer of higher level of theme 

matching, animation score and arousal score (7 on each factor), this resulted in 

the highest favourable response from the ad viewer. 
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Figure 4.27 Predictability of the model 

The predictive power of the model among desirability and the actual score was 

calculated. The above line graph indicates the linear relationship with actual and 
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prediction. The trend line shows the higher predictive power of the design mix to 

predict the responses.    

4.31 Conclusion 

The mobile ad attracts the enthusiastic customer’s attention; the viewer may get 

emotionally attached and get carried away with the persuasive power of the ad.  

Response results also revealed that when ads were not suitable for the viewer, 

the receiver may ignore them; refer them to someone else, or find out more 

information of the product. 

The variance of interest, appeal and familiarity of ad can explain the favourable 

response of ‘click for more information’ or buy decision (p= 0.00). This result 

indicated the importance of the personalised ad according to the viewers’ 

preferences for greater ad impact and further buying actions.  

The major variance could be explained by matching interest and emotional 

appeal of the ad. The attention-grabbing factor resulting in the initial attention 

stages of ad recognition was not that significant in the later stages of decision-

making by the viewer. Although winning the attention of the viewer was a major 

factor in the initial stage of ad viewing; re-enforcing the neuro-cognitive theory 

that ‘response action stage is followed by the decision making of the viewer’ 

(appendix 2.4).  
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For buying intention or ‘click for more information’ action: the influence of 

interest and appeal was more active in this phase; the role of the attention phase 

had already passed, and was not such an important factor in the overall response 

function (refer to multiple regression equation in section 4.26). Only one factor 

(personality or attention) alone could not be efficient in predicting the response.  

The SPSS box plot output showed that distribution of heights for all personality 

types were not symmetric. The type 4 personality group score lies between 3 to 5  

with mean value of  4  (click for further information) with few exceptions of of 

highest score 5 ( intended to buy).  Thus the box analysis revealed that the advert 

impact was greater on extrovert and open-type personalities (type 4), whereas 

type 1 and 2 personality group were impacted on the least by the same 

advertisement.  (either they ignore the advert  or  may intended to refer the ad 

to someone). 

The advert attention generation criterion was strongly agreed (score 5 out of 10) 

and distributed over the sample. The result indicates that although the advert 

design may generate enough attention to all types of people, the design itself 

was not enough to hold the viewer’s interest and create buying intention. The 

personality type which showed congruence with the theme of the advert scored 

high on ‘click’ intentions for the viewers. The more interesting the advert theme, 
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the more  positive the impact towards ‘click for more information’ or purchasing 

intention. 

The respondents were divided into two groups concerning the familiarity of the 

advertisement message. Either the advert was not familiar to them or very 

familiar to them with no respondent in between. This indicates that based on the 

past memories of the viewers, they were giving clear views about their previous 

experiences about the advert theme or message.  
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Chapter 5 Discussions  

5.1 Introduction 

This chapter discusses the research findings and addresses how these help to 

answer the research questions. Discussions are summarised to substantiate the 

aims and the validity of the research hypotheses. Implications of these answers 

to the research questions as well as the links to the past research findings are 

explored. The strengths and limitations of the theoretical framework used in this 

study and how the nature of the framework affected the findings are also 

discussed. The chapter ends with a critical review of the strength and limitations 

of the research methodology and how this affected the research findings. 

5.2 Discussion of the findings 

The data analysis in the previous chapter revealed that mobile phones were 

widely popular among the various segments of age and gender irrespective of 

income. There was no relationship between age and spending per month on 

mobile phones (p >.01). The spending pattern was linked to earning power, 

indicating that mobile spending was higher among the high earning segments 

(refer to chapter 4.3 for detailed results on spending nature). There was no 

significant relation between the ages and spending nature of customers on 
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mobile phones, indicating that both young and older users were spending similar 

amounts.  

There was a moderate relationship between income and spending on mobile 

phones indicating that the mobile costs were expensive enough to deter people 

on lower incomes from utilising all the services available (appendix 4.8). This 

was also reflected in the focus group discussion among the users and operators 

of the mobile network. The focus group discussions among operators also 

highlighted the importance of reducing costs of mobile phones services 

including the reduction of costs on mobile ad viewing (refer to appendix 4.1). 

These results confirm that mobile phone acceptance by the consumers are 

driven by utilitarian and hedonic consideration as pointed out by Dhar and 

Wertenbroch (2000) in section 2.8. 

 

5.2.1 From the exploratory and descriptive research the respondents’ age, 

gender income and personality varies but appears to be evenly distributed within 

each segment. This indicated that the research sample represented the wider 

sample of mobile users. More samples were taken in the age group 18-44 (70%), 

representing the general trend of mobile users in the general environment. The 

mobile can have a valuable purpose for some viewers, and be a fun tool for 

others (refer to section 4.15). 
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The main motivation of accepting mobile ads was to receive free ads and 

reduce the mobile bill (refer to section 4.19). The respondents like to 

receive ring tones, free downloads and useful content reflecting the various 

desires with regards to allowing permission for free ads. The behaviour 

tagging and providing the required or desired item would increase the 

usefulness of the mobile ad and acceptance of the mobile ad. SMS was the 

most preferred way of communication on mobile and also the preferred 

mode of receiving mobile ads. At the time of the research, the MMS and 

Mob TV usages were less used and less preferred (< 50% respondents use 

MMS and Mobile TV). The result confirms the recommendation by Kotler 

(2001) on development of marketing channels in line with technology 

development, Ranchhod’s (2007) forecast of major potential of mobile 

media devices due to their availability. 

 

Smith (2007) pointed out that cognitive science has been re-writing the past 

knowledge of short-term and long-term memory and accepting the fact that 

‘previous experience is a pre-requisite to understand the present input in the 

sensory organs’. The concept that ad content designers have to take into account 

emerges from the new findings in the neuro-science field. The ad content design 

has to develop and utilise the user’s previous familiarity of theme, brand and 
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message. The ad message and content has to intelligently show congruence with 

the experiences and behaviour of the viewers for a better impact towards the 

brand. It is not an easy task to create a dynamic message content, constantly 

adapting according to the behavioural tagging of the ad receiver and interactivity 

with the ad message.   

5.2.2 The explorative factor analysis revealed the mobile users’ preference on the 

mobile ad content design. The major components of the factor analysis indicated 

the importance of the theme, attention and colour scheme of the ad content. Ad 

size and text size preference indicated the illegibility of the ad compared to the 

small mobile screen display (appendix 4.11). This research result also supports 

the past research experiences of ad design factors in internet banner 

advertisements such as colour, text, orientation and size The results confirms the 

recommendation on customer orientation and personalised ads on previous 

researches ( Kotch, 2001, Enpocket, 2002, Okazaki, 2005, Courtland, 2004, Singh 

2004) discussed in section 2.12 to 2.19. 

5.2.3 Various hypotheses were tested and results and correlations examination 

results are presented in the previous chapter. These are summarised and 

discussed below: 

There is a positive relationship between matching viewer’s personality and 

attention seeking power of mobile ads (r= 0.462, p <0.00).  A mobile 
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advertisement which is better matched with consumer personality provokes 

greater attention (refer to section 4.11). 

H1: ‘The higher the congruity of the mobile ad with the viewer’s personality, the 

better the attention of the viewer’.  

The hypothesis is accepted, thus adding credibility to the suggestion that 

personalised and customised mobile ads (Morgan, 1999; Cho, 2003 in sections 

2.18 & section 4.24) can be effective to capture attention of the ad viewers.  

 H2:  ‘The greater the attention-seeking nature of the mobile advert, the greater 

the interest’.  

 (r =0.487, p <.01) (Refer to section.23). An attention-seeking advert with or 

without animation engages the primitive human brain to watch for the stimuli 

and continued attention transfers ad messages to the brain to persuade the 

viewer with the ad message.  The results were in-line with the findings of Blythe 

(2003) and AILA model of information processing. 

This process creates more interest from the mobile user towards ad messages. 

This result confirms the theory of the winning impact of visual path to the brain 

through the visual cortex over the other sensory inputs (Clinton 2004; Smith, 

2007, section 2.18). The viewer’s concentrated attention towards the ad excludes 

other various sensory inputs trying to grab the viewer’s attention. Hochberg’s 

(1998) and Coltheart’s (1999) finding also suggests that visual attention is 
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responsible for memory and recall is much clear where attention was focused 

during initial observation.   

H3: ‘The more interesting the theme of the ad, the greater the appeal’. (r = 0.719 

and p < 0.01). An interesting ad theme creates more congruence with 

viewers’ preferences, thus causing increased appeal towards the ad message. 

Stage 2 research results of personality differences also highlighted the 

differences in interests and appeal to the same advert (refer to figure 4.22 

and 4.23 in section 4.28). The different adverts also created significantly 

different interest and appeal among the same personality group (t test 

results between groups). 

Neouro-science theory of wining in competition also suggests that greater 

attention holding input will process further into memory and create greater 

appeal on the incoming input. (Kosslyn, 2007, Duncan, 1995). 

The research result of higher interest generation greater appeal is also in line 

with the Sternberg’s process model (refer to section 2.2) 

Hypothesis 4: ‘The more familiar the product or service message of the ad is, the 

greater the ad appeal’ is rejected. The correlation analysis revealed that the 

correlation was not significant (r= 0.044 & p = 0.446, 2-tailed). Correlation 

analysis showed that 0.079 variance in familiarity scores could be explained by 
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the appeal of ad to the viewer (p = 0.044 & n = 296). The correlation analysis 

revealed that the correlation was not significant (p = 0.044, 2-tailed).  

The null hypothesis of ‘There is no relation between the increased familiarity of 

ad with the appeal generation to the ad’ is accepted (p = 0.04).  

Further inspection to the scatter plots in section 4 (figure 4.15) revealed that the 

appeal was segmented in either very negative or very positive ends against the 

familiarity axis. This result indicated that the familiarity or past experience of the 

viewer have either very positive or very negative in forming ad appeal. The 

existing memory of product or service along with the advert theme aids the 

viewer in believing ad claims on very negative or very positive way. This finding 

supports that the familiarity had influences on the ad appeal generation either 

favourable or un-favourable response.  

 

Hypothesis 5: ‘The greater the ad appeal of the mobile ads, the more favourable 

is the response from the viewer’ is accepted.  (r = 0.795 and p = 0.00). The 

correlation analysis revealed that the correlation was significant at the 0.00 level 

(2-tailed).  The higher persuasive appeal of the ad creates a favourable response 

such as the higher ‘click’ probability for further information or purchase 

intention.  
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The persuasive power of an ad acts on decision making, initiating response 

demand from the viewers. Although matching desire was important to attract 

attention in the initial stages of ad viewing (refer to appendix 4.2: Interview with 

the expert). The result shows emotional appeal and the attention-seeking impact 

were stronger in persuading the viewers.  

The relationship measurement on various personality segments needs more 

stratification between individual factors (need, wish, motivation or mood) of 

users to find individual preferences. From the question on ‘preference of 

animation’ in the ad site; the respondents are clearly divided towards two 

extremes: one group of people dislike it and other groups scored high 

preferences (refer to section 4.18.2 indicating animation loading impact as +ve 

and -ve). The ad design and message content also had a major impact on the 

clarity of the message delivered. The result also confirmed the role of the ad in 

persuading viewers to respond and influence decision-making. These results also 

confirms the findings of cognitive psychology theory of memory building 

(Kosslyn, 2006, Smith, 2007; Refer to Appendix 2.4) and advertising impact model 

(Sharma, 2008; in section 2.21.1 Figure 2.2). From factorial analysis (refer to in 

section 4.21.1) it was found that the ad size, picture and text size played a major 

component (eigen value of more than 1) in the preference criteria of ad design. 

User-friendliness, the size, text and the message content were the major impact 
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factors supporting ad cognition. The interactivity on the ad and animation 

preferences was divided among the respondents.  

 

The viewers’ responses to a set of mobile ads (designed with various ad size, 

picture and text content) were tested while the themes of the picture were 

changed. The following result showed that increasing animation increases the 

viewer’s score (red line with the interesting theme E+7).  

 

Figure 4.28 Ad theme and animation impacts on viewers. 

Increasing the animation on the ad showed increasing ad impact score, but only 

when the theme was interesting (red line graph in E+7). The advert theme which 
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failed to draw interest (E-1 represented by a black line); increasing the animated 

ad design did not change the viewer’s favourable reaction (scorers from 2 to 

downwards). The decreasing impact of the viewer could explain the irritation of 

the animated advert with a disliked theme (refer to section 4.18.2). There is an 

interaction warning of for the response result as multiple interactions exist with 

the animation impact and the interest grows by the ad theme. The viewer’s 

response is influenced by the animated advert and theme, and also by the other 

factors of the ad design. The personality of the user, the theme, appeal and 

arousing nature of visual ads also had an effect on ad cognition and response 

(refer to chapter 4.18). 

The persuasive power of the ad increases beyond the present desire or wish of 

the viewers, urging more favourable response to the ad message. 

The response factor or impact of the mobile ad (chapter 4. 26) can be explained 

as: 

Response  =   (- )1.21  + 0.089 x (Perception score) + 0.103  x (Attention) 

+ 0.4 x (Interest) + 0.079 x (Familiarity) + 0.19 x (Appeal)  

Thus, congruence with customer’s preferences, attitude and interests and past 

experience of the brand can strongly predict the attention-seeking and memory-

building impact. (The multiple correlation coefficient (R) is 0.947 and the 
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adjusted R Square is 0.89. The independent variables have a strong predictive 

power of 89%. The ANOVA output showed that the result is highly significant (p < 

0.00).  

 

Adjustment of the proposed advertisement model 

Hypotheses are accepted for personalisation increases attention, increased 

attention increases interest. Familiarity of advert did not increase the appeal 

automatically but positive attitude formed in viewer’s past memory influences to 

increase appeal and negative experience about the product or service on the ad 

did not increase the appeal. So familiarity factor was still valid to increase or 

decrease the appeal of the ad claim.  The increased appeal results increased 

response was also supported by the hypothesis no 5. 

From the above equation and testing of the hypotheses confirmed that the 

following model developed earlier in chapter2 (refer to Figure 2.7) is still valid: 

The chain processes of the ad impact model developed and tested as: 
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Figure  4.29 The ‘Interactive Chain Model’ (PAIFAR) for personalised mobile ads. 

The above ‘Interactive Chain Model’ also agrees with the current theories of 

the memory chain building process. In this research finding pre-existing 

memory or impression of the product or service did not automatically increase 

advert appeal. Knowledge is the information for justification for believing and 

that is coherent as stressed by Carruthers (1992) and Lehrer (1990).  Often ad 

messages are not taken as guaranteed by the viewers because of lack of trust in 

the ad message claims Carruthers (1992). 

The existing memory or image of the product or service image can create either 

more appeal, or negative appeal, towards the ad message. The theory of Process 

model (Sternberg, 1990) and interview results with neuro-science expert 

(appendix 4.2) suggested that familiarity with the product or service along with 

the advert theme aids the viewer in making decisions.  
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The repeated visits to the ad and further appeal would possibly attract their 

attention and encourage them to develop a favourable attitude toward the 

brand. Focus group study and stage 1 research finding also suggested that the 

previous experience of the product or service or even the advert content formed 

either very positive or very negative attitude towards forming the advert claims. 

For the first-time viewer of the ad, the viewer will have a memory base in future 

to revise and for a experience buyer; a previous memory to draw comparisons for 

further development of an attitude towards the brand. 

 The familiarity of the ad design and content (animation, interactivity and the 

nature of stimulation) may be wanted by a relatively young and educated 

group and may be disliked by the comparatively unfamiliar viewer of the 

interactivity. The personality may also clash with the interactivity and 

animation which may be viewed as nagging or creating irritation amongst 

some viewers. Further design customisation tests were conducted in stage 3 

to find the optimum design mix to maximise appeal to the ad receiver. 

5.3 Implications of these answers for the research questions 

 

The research result shows that if the ad is presented with the information to a 

customer that matches what they are looking for, it will get their attention, 

influence ‘click behaviour’ and develop a favourable response towards product or 
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service. Although the memory-building chain assumes that after winning the 

attention of the viewer the ad impact tends to reshape existing brand memory, 

the attractiveness of the ad content and appeal may fail to get a positive 

response in the decision-making process of the consumers. Many customers 

expressed their negative attitude towards the advert and did not wish to click for 

further information on their first visit. The behavioural attachment of the 

customer can improve the ad content and offerings to match the viewer’s desire 

and expectations. When customers are presented with content that targets their 

behaviour, without it being intrusive, they are much more likely to become a 

customer and existing customers are much more likely to be familiar to the 

brand.  

The craftsmanship of the ad designer, copy-writer and aesthetics of the theme 

wins viewers’ attention and has an influence on developing a brand attitude. 

This impact on the memory may or may not be a long-lasting one in a given 

period of time which was not tested on a repeated experiment. So the 

craftsmanship and behaviour attachment of an ad can also win prizes in ad 

festivals rather than from hard sales increase due to the ad success. This result 

urges a shift of mobile ad-effective measurement on the craftsmanship and 

behavioural basis rather than ‘click’ or sales figure basis, which is not a true 

reflection of ad effectiveness on the viewers. The sales are important to a 

business and revenue earned from the advert also needs to be justified by the 
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spending on an advertisement plan. The increase in sales figures generally lags 

behind the advertisement programme and may not always reflect the ad 

spending and sales increase in the short term period of measurement. 

5.4 Critical analysis of the research findings 

5.4.1 Theoretical limitations of the framework 

The goal of the human perception system is to take in information about the 

world and make sense of it.  Past research findings (Smith 2007, Hochberg, 

1998, Coltheart, 1999, Bear, 2002) pointed out that the information available 

to us may be ambiguous and therefore insufficient for the determinative 

interpretation that only cognitive processes and background knowledge can 

make effectively.  

In the case of information overflow, there could be too much information for 

a brain to process. In calculating the total impact of ad impact, the research 

frame should include all available senses on all senses available to the viewer 

acting instantly on a networked basis as no sense acts in isolation from the 

others. For example, the interplay of vision, hearing, taste, smell, touch and 

mood during the most recent buying experience should be taken into 

account. Unfortunately, all that richness of perception cannot be adequately 

captured in a single research undertaking.  To increase the depth of the 
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research only visual impact was selected with a restricted exposure to a 

specific ad. This was done due to the limitation of time and resources 

available for this study and to avoid multi-dimensional impact of ads. Further 

variables of audio, video (MMS) mood and timing of the day, personality and 

motivation of the viewers could also be taken into account to get a richer 

picture of the ad effect on the viewer. A broader literature review on 

memory building and cognitive theories may highlight other issues of 

viewers’ cognition and individual learning power. 

 5.5 Strengths and limitations of the methodology  

 

A further limitation was that the research was only carried out in three 

locations in the UK and amongst Indian residents living in UK.  There were 

limitations of sampling such as sample size and selection, and the age range 

considered for investigation. The small sample number also limits the 

generalisation of results to the population of mobile users in general. 

Selection of pre-exposure and post-exposure of any particular ad could also 

be compared to analysing ad impact in memory building and brand attitude 

in re-shaping the memory. The regression and correlation method indicates a 

linear relationship with perception to attention and formation of memory 

which holds partially correct as assessments of human behaviour are not 
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always constant, as would be the case in the physical sciences. External 

influential factors are constantly changing; even the new experience of 

evaluating impact may change the decision-making criteria (to an ever-

learning human memory) which would make it very hard to replicate this 

research and obtain a similar research finding. The fundamental sense of 

beauty, judgments and reaction senses are in-built in human nature, and the 

response to the ads at a particular object is often a rational response of the 

viewers.  Cognitive science has also limitations in explaining the organisation 

and function of memory formulation during the time of visual input along 

with other sensory inputs. The more we know about the functions of the 

brain and channel of the movement of the information and coding process,   

the easier it will be to analyse and create an effective model to manipulate 

memory development through ads. The real-time fMRI scan on the individual 

brain may reveal wider impact measurement on each ad exposure of 

individual viewer and could have a different outcome on ad impact result. 

 5.6 Critical analysis of advertising research  

 

Bogart (1996) estimated that nine out of ten network advertisers try to 

schedule their advertising against the 18-49 or 25-54 age groups (although 

the median age of the television viewer is considerably older, at 42). Across 
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the globe vast amount of goods and services are consumed by the public who are 

sought out by the advertisers as they fall below their averages. The disparities of 

the target consumers will vary more if the different communication media are 

compared. The traditional segmentation has to be broken down into the 

subspecies of the consumers, defined by distinct media usages, attitude to the 

ads on that media, interests of the advertiser and the patterns of consumer 

behaviour, including the product feature itself. The sensible targeting can be 

initially based on the gender of the consumers. The advertising message may not 

initiate demand or uniformity of interest in either gender as usage and utility may 

differ along gender lines. A purchase decision of any type of product or service 

may not be solely made by members of one gender. Sometimes goods may have 

appeal as a gift or may have universal appeal for all members of a household. 

The degree to which the customers are dispersed may be obscured by general 

market analysis based on the assumption that consumer actions and attitudes 

depend on gender and age of the customer.  

 Segmentation based on income may assume that rich people have more buying 

power and thus may spend more on talk-time and service-related packages of 

mobile phones.  This assumption is also based on average human behaviour, 

which may not hold for a particular target segment. As the lower-income group 
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dominates the population, total spending on the mobile phone by the majority of 

consumers may even out-number the less populated ‘richer’ segment.  

Purchasing can be explained by the social and personality characteristics of the 

consumer. Better-educated consumers are likely to be more familiar with the 

comparatively new mode of mobile communication; may read the contract terms 

and the offerings of the mobile advert, and update their brand attitude and 

purchasing behaviour.  Innovative and early adopters of a technology may be less 

resistant to a new medium, or can be motivated to try new concepts. On the 

contrary, educated customers may have market information and prior 

understanding which is very hard to break by comparatively small banner ads on 

a mobile phone. The confident personality may easily get irritated by the ads and 

may get disturbed by an unwanted SMS. 

A great deal of shopping and brand management activity cannot be explained by 

the traditional segmentation and measurement methods applications. The 

uncertainty of market condition, human behaviour, mood and motivation and 

their complex interaction within the human decision making process affects the 

buying decision. Rich people are worth having as customers but few advertisers 

would survive by only tagging the thin ‘rich’ segment. 

A similar point can be made when customers are segmented by age. A mobile 

and digital marketing advertiser may assume that young adults are a desirable 
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target. People under the age of 35 make up   50% of the adult population and 

make over half of total purchases of the majority of the mobile phone related 

products. 

When targeting the users, advertisers may try to match their profile against the 

profiles of various media audiences to deliver as many messages as possible. The 

assumption is that if they can only get to these people, they can use all the 

powers of persuasion to get them to buy the brand. The mobile ad message has 

to reach them, attract their attention and win their decision over other 

competing brands.  

Willing customers are always actively seeking for information and offers, want to 

update product or brand information, are ready to buy and want to know what 

advertisers wish to tell them. The mobile advertisers should uphold these willing 

viewers as a prospect, show respect for their interest and behaviour and offer 

customised ads to pursue them and not to distract or irritate those people who 

are simply not to be persuaded at the time the advertiser wishes to communicate 

with them. 

Most effective empirical evaluations of advertising effects require considerable 

time to complete and the results should be carefully presented with limitations 

(Bogart, 1996). Over the short run, the impact of viewers’ exposure to mobiles is 

judged by its outward appearance on a short-term basis. There are a lot of other 
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external factors such as availability, competitions, habits, peer pressure, pricing 

and mood of the buyer that continue to influence a consumer’s decision-making 

process and brand memory. Advertising is a form of communication which does 

have effects on a rational human; and these effects can be measured. The effect 

of the advertising impact can be more precisely measured in the case of a unique 

mobile-advert that makes a specific offer that could not come to the viewers in 

any other way. This may lead to direct ‘buy-it-now’ or a referred buying 

communication resulting in a direct response to the offer made. On the other 

hand, a product or a brand that is advertised over a long period of time may not 

show wide fluctuations of sales in response to changes of advert strategy or 

media. Brand memories of the viewer are influenced by the past history, long 

term product image and memory network build in brain (appendix 4.2).  The 

presence of alternative choice and other competitive advertising also influences 

sales rather than just the current ad campaign.  Computers, coupons and scanner 

data can be accumulated and recorded for the customer purchase behaviour and 

CRM, but the sales figure is also influenced by other fluctuating factors. These un-

recognised or non-calculated factors and environmental changes simply reinforce 

the point that advertising should not be judged by its ability to give a brand an 

advantage, but by its ability to keep it afloat. 

Summary of findings: 



212 

 

The cognitive science theory suggests that the response behaviour proceeds 

along a chain of attention, interests, cognition and decision-making process prior 

to responding to the new information input (refer to section 2 and appendix 2.4).   

After exposure to the ad the viewer passes through the cognition process to form 

the responses. The familiarity of the ad message helps to form a favourable or 

unfavourable response to the ad. The multiple correlation equation reveals that 

congruence with customers’ preferences, attitude, interests and past experience 

of the brand can strongly predict response behaviour of the ad viewer (refer to 

section 5.2). The independent variables have a strong predictive power of 85% 

and the result is highly significant (p < 0.00).  The ad has to hold the attention of 

the viewers by the message design to influence the viewer’s decision-making 

phases to form a favourable response to the ad message.  

Table 5.1 Summary of all findings 

Hypothesis 1  
‘The higher the congruity of the mobile ad with the 

viewer’s personality, the better the attention of the 

viewer’.  ( r = 462, p= 0.000) 

  

Accepted 

Hypothesis 2  ‘The greater the attention-seeking nature of the mobile 

advert, the greater the interest’.  (r = 0.487, p <.01). 

Accepted 

Hypothesis 3  
‘The more interesting the theme of the ad, the greater 

the appeal’.  (r = 0.719 and p < 0.01).  
Accepted 

Hypothesis 4  
 ‘The more familiar the product or service message of the 

ad is, the greater the ad appeal’ is rejected.  

 

Rejected 
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The correlation analysis revealed that the correlation 

was not significant (r = .04, p > 0.58, 2-tailed). Null 

hypothesis of ‘there is no relation between the increased 

familiarities of ad with the appeal generation to the ad’ 

is accepted. 

Further analysis revealed that past experience or viewer 

or familiarity had either favourable or un-favourable 

influences in the ad appeal formation.  

Hypothesis 5   ‘The greater the ad appeal of the mobile ads, the more 

favourable is the response from the viewer’.   (r = 0.795 

and p = 0.00). 

Accepted 

Important factors of 

mobile ad design 

Advert size, picture size, text size, animation, interesting 

theme, appealing ads. 

Section 

4.15-4.19 

Viewers’ 

preferences 

User-friendly ads, cheap to browse the internet, value 

adding services, ads of reputed familiar brands. 

Section 

4.15-4.19 

Viewers’ disliking Irritating ads, familiar ads with bad reputation. 4.15-4.19 

 

5.7 Conclusion 

 

The role of marketing is to operate around the customers’ demand and 

influence their judgment and memory to perceive the product and service to 

quench an inbuilt need for quenching thirst, hunger and other motivational 
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needs (Kotler, 2001).  Self-liberation, maximising consumption and control-

seeking individuals are looking to enforce personal desire into business, 

society and even in choosing representatives in parliament. Anything goes 

with the consumer; so long it is expressing ‘self’, including their pet’s 

insurance, mobile ‘blings’ to ‘my-blog’ or ‘facebook’ or ‘YouTube’ videos. The 

communication role of marketing is well recognised by the community but the 

role of advertiser is debatable as it often exerts unwanted influence or 

irritation, or leads to wasted resources without knowing the target audience’s 

wish. The design of mobile ads can be customised according to the target 

preferences and past responses to the ads. The personalised ad can be 

transmitted to the target ad recipient by using intelligent technology. The 

personalisation of ad design and offerings can hold the viewer’s attention and 

interest to draw a favourable response towards the ad.  
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Chapter 6 Conclusion  

6.1 Introduction 

 

In this chapter, conclusions are drawn relating to the research question answered 

and aims achievement status. This section includes the extent to which 

theoretical aim has been achieved through the theoretical framework adopted to 

guide the research of mobile advertising and visual impact on brand memory 

development. The chapter concludes with comments on ways in which the 

research design might be improved in the future, and a plan of action proposed 

for future works.  

6.2 Addressing the research question  

 

The theories on the topics of mobile advertisement, mode of communicating 

advertisement and consumer behaviour on the use of mobile phone and attitude 

towards mobile ads have been researched. The theoretical framework from past 

research the main research questionnaire formulation and the research results 

are analysed and discussed to answer the research objectives. The research 

results highlight the consumer’s attitude and preferences of mobile ad content 

factors. The impact on viewing the ads towards ‘click’ behaviour and brand 
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attitude formulations are found.  The factor influences are measured and an 

equation for best fit is derived to predict brand attitude after ad viewing. All the 

research objectives and the hypotheses are proved or disproved through analysis 

of the data. The methods of collecting data were also achieved through 

discussion among users, experts and operators.  

In general no one likes to be intercepted by another unwanted stimulus, thus no 

one likes irritating and unwanted ads in general. People do, however, generally 

like things that are cherished, interesting, provocative or completely unexpected. 

It could be a piece of graffiti that makes you think, a book you cannot put down, 

a print ad that hits you between the eyes or a brand image you have long wished 

for. In one moment people get diverted from the present work and get the 

stimulation by the interception of advertisement message. At that moment their 

decision gets influenced, get surprised or stimulated for further attention 

towards the new input. The role of an advert is to convert people’s judgment of 

product, consumption behaviour, demand and feelings re-shaped them within 

the memory of the ad viewers. The excellence of the ad lies in the fact that it has 

the gift of making the same product as a fashion item, an object of desire or 

increase the image to the consumers. A creative ad has to come up with new 

kind of work to win attention, shock or attract viewers, and inspire the industry 

to step up and try harder. There are restrictions in creative design such as 

communication medium, size, budgets, and meeting business objectives.  
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6.3 Ways the research design might have been improved 

 

The research result could be improved by pre- and post-exposure ad-impact 

tests. The ad content could include an audio and video variable, to compare the 

impact of various exposures on various segments of the viewers on a mobile set 

as naturally as possible. The interference to the consumer’s response to ad 

viewing could be negligible in a lab setting to get the real impact scores of the 

viewer.  

Different mode of communication, mixture of ad design (MMS, movie clips, films) 

other segments and cultural orientation of the customer may lead to different 

findings.  The prediction power of this optimisation model and linear chain model 

could be further tested in various type of segments and personality types. For the 

type 4 personality group the predictive power compared to the actual result was 

very linear (refer to section 4.30.2). Respondents below 18 years of age, or not a 

representative of UK resident culture, or belonging to a strong sub-culture would 

generate different results as the ad content design and preferences were not 

customised according to these variables. However,  the same research model can 

be employed to accumulate initial behaviour and preferences and apply these 

findings to design the mobile ads and thus form the questionnaire to find the ad 

impact on brand memory building. The literature review related to 
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advertisement and mobile users’ behaviour helped to get the variable of the 

research questions. 

6.4 Overall comment on research design 

 

The data analyses were consistent with the hypothesised relationships between 

customisation of mobile ads with viewer’s behaviour to improve ‘click’ 

probability and buying responses. This research was conducted with small scale 

studies in stages and sampling limitations, and limited ad content designs were 

tested among selected personality groups for design optimisation.  Extended 

studies of ad impact data with a wider sample and with various inputs of ad 

content design (video, audio, film etc) could be tested in future researches.   

6.5 Creation of new knowledge - a theoretical framework 

 

Attention generation towards ad varied mainly on the personalisation and design 

variables of the ad; the subject matter or animation can interact longer with 

viewer’s memory and hold the attention to the ad’s message longer; thus 

enhancing further memory development.  
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Attention grabs the viewer, so desire-matching and interest theme of ad played a 

major role in holding the continued interest of the viewer towards the ad. The ad 

appeal held further interest for continued processing of memory and aided in 

decision making (appendix 3). Familiarity of the ad based on the previous 

experience acts (positively or negatively) to accelerate the decision making, 

either for or against the appeal, and reshaping the new memory.  

The research results indicated that the new ad information was influencing the 

old or existing memory of the viewer (towards the ad itself or to the inherent ad 

messages) to initiate response action or attitude. Combining the above linear 

processes, the chain processes of the memory-building model in mobile ads were  

developed and tested subsequently through survey results and hypotheses 

testing:  

 

Figure  6.3 The ‘Interactive Chain Model’ (PAIFAR) for personalised mobile ads. 
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6.6 Positioning this ‘Interactive Chain Model’  

The existing model of mobile ad placement by the transmission server can be 

upgraded by adding the personalised content design structure. The transsmission 

and design optimisation can be technologically achieved by the mobile users’ 

behaviour tagging.  Interective Chain Model’ with increased personalised 

element  and ad design optimisation model (upgrsded from figure 2.1) appears as 

bellow: 

Mobile operator      Mobile Client 

 

 

                        (Two-way) 

 

 

         

                 Retailer 

 

Figure 6.4 Upgraded model for the personalised mobile ads with increased 

element of personalisation. 

Ad attachment 

to viewer’s 

mobile 

handset after 

personalisation 

Personal databank         Advert design 

 

Agents                                Transmission 

Management 

Personalised 
mobile advert 
content using 
‘Interactive 

Chain Model’ 

Web link to 

company or 

product via 

web site. 

Company web site 

Customer relations management 

Ad attachment: 

Transmission and 

design optimisation 

by the server. 
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The solution is to track customer’s behaviour and what they are looking to buy 

and then use these data to customise the mobile ads accordingly. This approach 

will generate instant impact to the viewers without presuming to know what the 

customers want, and can be applied to time of day, geo-location and a range of 

other metrics that, to date, have been difficult or impossible to attain.  

6.6   PhD model justifications  

Past research reports reveal that a relatively small proportion of those exposed 

to a banner advertisement actually click on the banner. DoubleClick (1996) 

reported that 4% of web site visitors who are exposed to a banner advertisement 

click on the advertisement the first time they see it. The top 25% of performing 

advertisements in the DoubleClick network had an average click rate of 8%; with 

some click rates as high as 12 to 15%. Click-through rates decline after the first 

exposure, falling to 2% for the second and third exposures, and to 1% or less at 

four exposures. 

Novak and Hoffman (1998) stressed that the dangers of relying solely on 

exposure models means that interactive managers will be driven to scale their 

sites to larger, mass audiences with more homogeneous tastes, in order to 

attract more advertising revenue. This goal conflicts with solving the more 

difficult problems of how to measure interactivity and to price advertising 
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according to the value of a consumer's interactive visit to the advertiser. CPM 

and flat fee models do nothing more than simply count the number of visitors 

exposed to a particular banner advertisement on a particular site. 

The distinction between passive advertisements that are under the marketer’s 

control and active advertisements that are under the consumer’s control has 

important implications for the measurement of advertisement impact and pricing 

process of banner advertisements (Hoffman and Novak, 1999). The degree to 

which the visitor interacts with the target communication is a better measure of 

the value and effectiveness of an advertisement than mere exposure. Metrics 

based solely on impressions are necessary in the web measurement process, but 

must not form the basis of web advertising pricing efforts. Novak and Hoffman 

(2000) also call for an for an agreed set of integrated response measures that 

relate exposure and interactivity metrics to consumer response. The click-

through rate (CPM) could be an important source of revenue in its own right, as 

would be the case when the advertised target page itself contains advertising. 

Contrary to the above click-through rate, Stephen Klein, former I/PRO (1996) 

manager pointed out that one hundred thousand people going to a site is worth 

something, but a site that only five people visit can be worth more if they are the 

right five people. 
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From past research it is found that various stimulating factors (either active or 

passive control) are involved to attract the browser to explore the banner advert. 

Advertiser-controlled factors are also believed to influence which ads get noticed 

and considered, such as: 

1 Design factors: Picture size, Commercial length, Number of exposures, 

and Music content. 

2 Message related factors: Argument quality, Message relatedness, 

Message vividness, source-related factors, credibility, attractiveness, celebrities, 

and role of sex in the advert. The advertiser-controlled factors, the consumer 

attitude and congruence to the advert also affect the memory building of the ad 

receiver. The attitude and cognition-building factors also revealed that only 

clicking the banner ad or more exposure to the advert might not be sufficient to 

get enough response from the customer. 

The design, message content, relevance to the reader and context also played 

vital roles in keeping the viewer on the invited ad content page. The visual 

impact, ease of navigation, functionality and added value to the visitor’s 

experiences are also important to build a long lasting relationship with the 

browser. Advertisements placed on home pages of general-interest sites or on 

the entry page of a search engine would therefore, have lower click rates, than 

advertisements that are consistent with the content of a narrowly targeted web 
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site. Banner advertisements or pull adverts can be presented by a search engine 

in response to specific keywords or requests respectively. The involvement or 

response of the customer to the mobile advert promotes brand memory building 

and increased buying intention to the product or the brand they were exposed 

to. Most of the advert impact theories (discussed in chapter 2) are researched in 

print, television and audio media, but there is a lack of research on mobile media. 

6.7 Contribution of new knowledge at PhD level  

 

Mobile advertisements affect the consumer's awareness; and interaction with 

the target consumer affects the consumer's comprehension, understanding and 

brand attitude. The new personalised ad model based on consumer usage, 

perception and impacts are different to those of other existing  media of ad 

delivery. A model was developed and validity was proved by the research 

findings. The new interactive model is beyond the duplication of ad design from 

the existing ad models used in internet or any other ad medium.  
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Figure 6.5 The new model of the ‘Interactive Chain’ (‘PAIFAR’).   

The above chain model of mobile ad impact in figure 6.5 above has been 

developed beyond the primary advertising objectives, such as attitude change of 

consumers and brand preferences.  

Second contribution to knowledge to design personalised mobile advert for 

optimum impact to target viewer. From the DoE results in chapter 4 highlighted 

that average impact (without personalisation to a viewer) produced the very low 

ad impact (maximum score 3 out of 5 scale, refer to appendix 4.25.1), whereas by 

increasing the preferred factors (such as advert size, picture size, animation, 

interesting theme and arousal), the optimum mix of ad for maximum impact can 

be identified for the target receiver.  
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Figure 6.6 The ad design mix and desirability graph of a recipient of an ad 

From the above diagram optimisation of ad impact can be identified with the 

values of advert size (A), Picture size (B) and text size (C) (coloured red for higher 

desirability). The content provider can intelligently update ad content from the 

input of the receiver responses.  

The interactive advertisement model is formed according to the memory-building 

chain as ‘PAIFAR’ (Personalisation, Attention, Interest, Familiarity, Appeal and 

Response to the advert).  
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Figure 6.7  New mobile advert model of ‘Interactive Chain’ (‘PAIFAR’).   

The ‘PAIFAR’ model, illustrated above in figure 6.7 is based upon the advertiser-

controlled factors of advert content design (such as ad size, colour, text size, 

theme and placement of ads) and consumer-controlled factors (such as 

interactive responses after viewing the communication, viewing time, the depth 

or number of pages of the viewer accessed or ‘clicked’, and buying intention on 

the advert product). By following the personality of the viewer, intelligent design 

of ad to a personal level can increase advert impact and effectiveness.  

The ‘PAIFAR’ model can explore the user’s mobile surfing behaviour and buying 

history of particular product. Increased technological advantage in mobile 

medium can tag behaviour of viewer in response to specific ad including ‘click’ 

patterns to ad or buying intentions. These responses of the viewers can be 

intelligently adopted for further advertisement design, delivery and impact 

measurement purposes. An additional measure of the value of an ad can be 



228 

 

developed based upon the neuro-science findings of memory-building measuring 

the visitor’s attention and interaction with the target communication. 

Personalised mobile advert content using the ‘Interactive Chain Model’ can act as 

an intelligent agent to formulate interactive design, measure user activity level 

on the ad and impact of advertisement and sales revenue from a specific mobile 

handset user.  

The recommended model also fits better than the existing ad impact models of 

AIDA and AILA (appendix 2.3). From the above chain model (PAIFAR) an 

interactivity metric and effectiveness evaluation score can be quantitatively 

measured based upon the advertiser-controlled factors of ad content (such as 

design, sponsor and placement of mobile ads) and consumer-controlled factors 

(such as duration of time spent viewing the ad, nature of interactivity or number 

of interactions, stages of the chain the ad receiver progressed, the number of 

repeat visits) or a combination of two elements. Since the mobile medium allows 

for interactivity and accountability, it is possible to measure the ad receiver’s 

engagement stage and progress in this chain (figure 6.10)  using both the active 

control on interactive ads design and passive control by consumer’s response.  
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Figure 6.8 The ‘Interactive Chain Model’ for mobile advert impact 

measurement. 

Due to technological advancements, the ‘click’ behaviour of the mobile ad viewer 

can be traced. The nature of engagement of the viewer with the advert (from 

attention to appeal stage) and the response nature of the viewer could be 

recorded to measure the impact. The model is extending the measurement 

nature of impact from the existing ‘click through rate’ or buying action to the 

other stages of attention to appeal stages on the interactivity chain. The 

monitoring of action or response in each stage on the chain ensures the 

engagement of the viewers in the advert appeal process, thus eliminating any 

habitual response to the advert.  

The design optimisation mix can be used in other interactive media, learning 

material development, or for customisation of any display where interaction 
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plays a major role. The recommended ‘Interactive Chain Model’ (PAIFAR) for 

mobile ads can extend any static banner or mass communication ad on a mobile 

handset (or even to a computer screen) into a new chain of interactive ads, which 

is optimally designed based on viewers’ preferences for maximum impact on a 

real-time basis. This new architecture of ad content placement can extend a 

static or universal banner ad into an intelligent advertising and selling platform, 

personalised to ad receiver’s preferences and maximising the communication 

impact on a real-time basis. 
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 6.8 Extended contribution of the recommended model 

An interactivity metric and effectiveness of advertisement model can be 

extended from the ‘PAIFAR’ model as illustrated on the following page: 

Title: Role of ‘PAIFAR’ model towards advertisement impact measurement

  

                                              Response from the ad receiver  

Figure 6.9 ‘Interactive Chain Model’ of mobile ad with increased element of 

marketing intelligent, design and personalisation. 

The ’Interactive Chain Model’ or ‘PAIFAR’ model can be extended to measure the 

advertiser’s control factors of web design (such as design, sponsor and placement 

of banner ads) and consumer-controlled factors using behaviour tagging (such as 

duration of time spent viewing the communication, the depth or number of 

pages of the target communication accessed, the number of repeat visits to the 

target communication) or some combination of these three elements.  

Ad attachment: 

Transmission and 

design optimisation 

by the server. 

Advertisement 

sent to viewer’s 

mobile screen 

after 

personalisation

. 
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The predictive power of the above ‘Interactive Chain Model’ can address the 

controversy surrounding the mobile ad pricing models, with web publishers 

arguing that the problems lies  with activity-based measures, such as click-

through or interactivity. Web publishers complain that the print medium charges 

for advertisements whether or not they lead to sales (Novak, 1999). Since the 

new mobile ad allows for accountability, measurement scores and predictability, 

it is possible and desirable to develop models that measure both the active 

control on ad design and passive control on consumer behaviour.  

6.9 Conclusion 

The main motivation of receiving mobile ads was to receive free ads and reduce 

the mobile bill (refer to section 4.19). The respondents like to receive useful 

content reflecting their various desires with regards to allowing permission for 

free ads. The behaviour attachment and providing the required or desired item 

would increase the usefulness of the mobile ad and acceptance of the mobile ad. 

In mobile advertisements, the design personalisation of the ad plays a major role 

along with the ad size, picture, text size, animation and theme of the ad which 

draws the attention and interest of the viewer. The mobile display is limited by 

size, the number of times it can be communicated, and the recipient’s permission 

to send the ad to the handset. The ad acceptance would be increased among the 

customers if it is according to the user’s preferences and provides increased 
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value to the receiver.  The ad content design and monitoring of ad response is 

technologically possible on every ad surfer using a mobile handset. From the 

design mix optimisation; possible desirability can be identified for the target 

viewer. By monitoring receiver responses and records, the content provider can 

intelligently update ad content. The personalised ad and intelligent propagation 

of the advert creates greater impact on the receiver. The process of ad 

customisation can be optimised for maximum impact to target the receiver. In a 

broader context, the research findings and ‘Interactive Chain Model’ (Figure 6.9) 

can be used to contribute in designing an intelligent model of ad and 

measurement of ad impact on an interactive basis.   

Combination of mobile hand set and laptop computer facilities introduces the 

latest smart-phones and wireless enabled i-pads. The integrated design trend 

is facilitating the use of mobile computing through a mobile smart phone, 

surfing internet and making calls through the mobile sets. Further research 

can be conducted on the latest i-phones, i-pads, smart-phones or e-readers 

using more variables such as audio, video or multimedia clips to measure 

advertisement impacts on the viewers.  



Appendix 1.1 Social treatment of advertising 

 

 

  

 

 

 

(Adapted from Zikmund W. (2000), Business Research Methods, 6e, 

USA).  
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Appendix 1.2    Role of advertisement 

 

 

 

 

 

 

 
 
 
 
(Adapted from Yehsin T.(2006), Advertising, Thompson 
Learning, UK. 
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Appendix 1.3 Introducing mobile phone and handset 

development. (distributed prior commencing surveys among the 

users). 

 

 

 

 

 

  



Appendix 1.4 Introduction of different mobile 

phone adverts on handsets. 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 



 

 

 

 



Appendix 2.1 Mobile Marketing Association’s code of 
conduct for Mobile Marketing,   (MMA Guide 2005). 
 

Mobile Marketing Association (MMA) has taking steps to establish industry 

code of conduct for mobile marketers: This Code of Conduct is divided into 

six categories.  

(1)Choice: Consumers must opt-in to all mobile messaging programs. 

Consumers may opt-in to a program by sending a text message, calling a voice 

response unit, registering on a website, or through some other legitimate paper-

based method.  

(2) Control: Consumers must also be allowed to easily terminate (opt-out) their 

participation in an ongoing mobile messaging program through channels 

identical to those through which they can opt-in to a given program,  

(3) Customisation: As mobile messaging campaigns are most effective when 

appropriately targeted, consumers could be asked to provide demographic, 

preferences and other information. 

(4) Consideration: The consumer must receive and/or be offered something of 

value to them in return for receiving the communication. 

(5) Constraint: The marketer, content provider, or aggregator must provide a 

global "throttling mechanism" capable of managing the number of messages 

received by an individual consumer and  

(6) Confidentiality. All customers should be subjected to the terms and 

conditions of a privacy policy that meets TRUSTe's example (MMA, 2005).  

 

  



Appendix 2.2 Advertisement Impact ladder  

 

  Advertisement Impact ladder (Adapted from Jim B, ‘Essentials of 

Marketing Communications’, 2nd Edn, FT Prentice Hall, UK, 2003). 
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Appendix 2.3 Information processing model AILA 

 

 

 

The AILA (Attention, Interpretation, Learning and Attitude) model. 

(Adapted from Jim B, ‘Essentials of Marketing Communications’, 

2nd Edn, FT Prentice Hall, UK, 2003). 

 

Attention 
Interpret

ation 
Learning Attitude 



Appendix 2.4 Mechanism of visual memory 
development 

Perception is the processing of information from the senses, which a viewer 
requires in order to understand the simulation caused by the input of light 
signals received while viewing the advertisement. 
 
Emotion arises when the viewer perceive something from the message in the 
form of cognition. 
 
Representation in long-term memory occurs to compare this new cognition 
from the past experiences from actual memories. 
 
Encoding occurs when you enter new information into memory, such as when 
you describe to yourself what you see in this ad message. 
 
Working memory, which allows the viewer to hold information in awareness 
and think about it. This function is important if the viewer try to scope out any 
themes that are emerging from the message. 
 
Attention function allows the viewer to focus on specific information, 
including both the message of ad and underlying themes and which allows you 
to filter out irrelevant information. 
Executive processes, which manage your other mental events, allowing the 
viewer to pause before taking action and to inhibit from doing the wrong thing 
and which enable to act on own decisions. 
 
Decision making, problem solving and reasoning functions allow the viewer to 
figure out which reaction to make and how best to apply them. 
 
Motor cognition and mental simulation, which involve setting up viewer’s 
responses, mentally rehearsing them, and anticipating the consequences of own 
behaviours. 
 
Mechanism of forming visual memory: (adapted from ‘Cognitive 
Psychology’, Smith K, 2007). 
  



Appendix 2.5    Big five factors in personality types 

1. Extroverts or Introversion 

2. Openness 

3. Conscientiousness 

4. Agreeableness 

5. Neuroticism 

 

 Personality 

Type 

High Score  Low score 

   

1 

 

Extraversion 

Outgoing 

enthusiastic  

Aloof, quiet 

 

2 

 
Conscientiousness  
 

  Organised, 

self-directed 

Spontaneous, 

careless 

 

3 

 

Agreeableness

  

Trusting, 

empathetic 

Un co-

operative, 

hostile 

 

4 

 
Openness 

 

Creative, 

eccentric      

Practical, 

conventional 

 

5 

 

Neuroticism   

Prone to 

stress and 

worry 

Emotionally 

stable 

 

 

(Adapted from Nettle D (2009), ‘Personality’. Oxford University Press, UK.) 



Appendix 3.1    Data analysis design tree 

To find important factors influencing mobile ad design and ad 

impact measurement: 

 

Number of variables  =  More than two 

 

 

                        Relationships between Variables 

          

  

 

 

   

   Regression Equation              Correlation Clusters 

 

 

 

 

Multiple regression analysis            Factor and component analysis  

 

 

 

 

 

  



Appendix 3.2  Mobile Marketing Survey  

(sample questionnaire in stage one of research). 

MOBILE RESEARCH 
 

Mobile Marketing Survey 

 

Your completed survey will help me in my research to better understand 

how visual impact of ads on mobile phone be used in brand management. 

This study, due to time and resource restrictions, will be conducted on the 

general UK resident only.  

This questionnaire survey is formed as a part of the research for the 

dissertation regarding to the study of Mobile Advertisement.  The 

information you provide is for the purpose of academic research only, and 

will be kept strictly confidential. Your co-operation in this research is 

highly appreciated. If you have any question or comment please contact me 

in the following address; 

Name:  Fazle Rabbi, PhD Student, Southampton Business School. 

e-mail:   fazle.rabbi@solent.ac.uk 

 

Q1. What is your Gender?   Please tick (√) the appropriate answer.  

Male  Female       

 

Q2. Your highest education level is best described as: 

GCSE       A’ levels   Degree   Post-Graduate   

 

Q3. What is your annual income? 

Below £12,000      12,000 to 24000   25,000 to 39,000     

40,000 and above       

 

 

 



Q4. Your age lies in the range of the following group: Please tick 

(√) the appropriate answer.  

1. to 24      25 to 34       35 to 44        45 to 54          

55 and above   

 

Q5. How much do you normally spend each month on your pre-

paid or pay-as-you-go phone?    Please circle the appropriate answer. 

1    £0 to £10    2   £11 to £20    3  £21 to £30   4   £31 to £40   5  £41 to £50    

6 Over £50 

  

Q6. How frequently are you using following services in your 

mobile phone?  

Score 0 being no use to score 10 for being most frequent use 

Text messaging (SMS)        Media/Photo messaging (MMS)       

Music Downloads              Ringtone Downloads       

Games and Puzzles         News and Information                

             Mobile TV                    Internet Surfing          

Shopping & Life Style     

Social networking (e.g. facebook, YouTube)        

 

Q7.  I find mobile advertising acceptable         

         Please circle the appropriate answer.                           

              Disagree strongly         Agree strongly 

                1   2    3     4    5   6    7 

Q8.  Do you receive mobile advertising? 

                 Yes     No 

Q9. Which mode of advertising do you prefer? 

Please circle as many as appropriate 

1     SMS        2  MMS      3 Voicemail    4  Video clips      

5    Banner ads on mobile webpage 



Q10. Obtaining advertising information using a mobile device 

is:        Please circle one number from each line as appropriate     

                          Disagree strongly           Agree strongly   

1. Wise   1   2    3    4   5   6    7  

2. Useful   1   2    3    4   5   6    7 

3. Valuable  1   2    3    4   5   6    7 

4. Productive  1   2    3    4   5   6    7 

5. Important  1   2    3    4   5   6    7 

6. Interesting  1   2    3    4   5   6    7 

7. Effective  1   2    3    4   5   6    7 

8. Appealing  1   2    3    4   5   6    7 

9. Timesaving  1   2    3    4   5   6    7 

10. Pleasant                1   2    3    4   5   6    7 

Q11. What are your main worries about Mobile advertising? 

Please circle as many as appropriate 

 

1   Too much advertising              2   The possibility of viruses being activated 

3   Costs   to view ads                  4   Loss of privacy       5   I have no worries. 

 

Q12.  For your information a mobile ad is presented below 

where there are banner ads, search function and link pages, 

given in 3 mobile pictures. 

           Please comment on the following page after reviewing the mobile picture 

contents below: 

 



In a mobile advertisement following design criterion are 

important to you: 

Please score from 0 to 10 (higher score for more importance) in the box: 

 

Ad Size            Text          Colour     

 

Animation            User friendly              Attention seeking    

 

Persuasion         Clarity of message         Interesting theme          

 

Emotional appeal          

  

All viewers’ scores / feedbacks will be treated in strictest confidence.  



Appendix 3. 3  Survey questionnaires.  

(in stage two of research)  

MOBILE RESEARCH 
 

Mobile Marketing Survey 
Dear Participant, 
Your completed survey will help me in my research to better understand 
how visual impact of ads on mobile phone be used in brand management. 
This study, due to time and resource restrictions, will be conducted on the 
general UK resident only.  
This questionnaire survey is formed as a part of the research for the 
dissertation regarding to the study of Mobile Advertisement.  The 
information you provide is for the purpose of academic research only, and 
will be kept strictly confidential. Your co-operation in this research is 
highly appreciated. If you have any question or comment please contact me 
in the following address; 
Name:  Fazle Rabbi, PhD Student, Southampton Business School. 
e-mail:   fazle.rabbi@solent.ac.uk  
 

Q1. What is your Gender?   Please put a cross (X) on the appropriate 

answer box.  

Male  Female       
 

Q2. Your age lies in the range of the following group: Please put a 

cross (X) on the appropriate answer box.  

18 to 24      25 to 34     35 to 44    45 to 54     55 and above   

 
  



Q3.  There are statements about a variety of subjects below 
about you. For each statement please indicate the degree to 
which you agree or disagree with it. 
Please put a cross (X) on the appropriate answer. 

    
        Disagree Strongly   Disagree    Neutral     Agree         Agree Strongly
  
  
1. Sociable   1         2             3            4               5    
2. Realistic   1         2             3            4               5     

 
3. Jolly   1         2             3            4               5    
4. Systematic   1         2             3            4               5    

 
5. Serious   1         2             3            4               5    
6. Artistic   1         2             3            4               5    

 
7. Communicative  1         2             3            4               5     
8. Broad-minded  1         2             3            4               5     

 
9. Companionable  1         2             3            4               5     
10. Cultured   1         2             3            4               5    

 
11. Private   1         2             3            4               5    
12. Experimental                1         2             3            4               5    

 
13. Energetic   1         2             3            4               5    
14. Inquiring   1         2             3            4               5   
 
15. Cheerful   1         2             3            4               5    
16. Traditional   1         2             3            4               5    

 
17. Pessimistic   1         2             3            4               5    
18. Imaginative   1         2             3            4               5   

  
19. Dynamic   1         2             3            4               5    
20. Pragmatic   1         2             3            4               5    

 
21. Active   1         2             3            4               5    
22. Curious   1         2             3            4               5    

 
23. Independent                1         2             3            4               5    
24. Theoretical   1         2             3            4               5     

 
  



Q4.  Please view the following mobile ad presented below as if it appeared 

on your mobile phone few minutes ago. 

           Please comment on the following after viewing this ad 

 

 

 
How do you find the advertisement?  
Please score from 0 to 7 (higher score for more agreement/value) in the box: 

Please put a cross (X) on the appropriate answer.                                
                   Disagree Strongly              Agree strongly 
 

 I understand the message in this advertisement       1   2    3       4          5     6    7 
 
 The advert attracts my attention         1   2    3      4            5     6    7 
 
 The theme of advert draws my interest           1   2    3      4           5     6    7 
 
 The brand or service offer is familiar to me             1   2    3      4           5     6    7 
 
 The advert has an appeal to buy       1   2    3      4           5     6    7 

                      

Q5 In response to the above advert there are statements about a variety of 

actions. For each statement please indicate the degree to which you agree 

or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      
             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered  

o   I may do nothing or may ignore this advert    
                     



Q6.  Please view another mobile ad presented below as if it appeared on 

your mobile phone few minutes ago.  

           Please comment on the following after viewing this ad 

 

 

How do you find the advertisement?  
Please score from 0 to 7 (higher score for more agreement/value) in the box: 

 

Please put a cross (X) on the appropriate answer.   

                               
            Disagree Strongly          Agree strongly 
 

 I understand the message in this advertisement               1   2    3     4           5     6    7 
 
 The advert attracts my attention            1   2    3     4            5     6    7 
 
 The theme of advert draws my interest            1   2    3      4           5     6    7 
 
 The brand or service offer is familiar to me              1   2    3      4           5     6    7 
 
 The advert has an appeal to buy             1   2    3      4           5     6    7 

 

Q7  In response to the above advert there are statements about a variety 

of actions. For each statement please indicate the degree to which you 

agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      
             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  
                

 

Thank you.  

  

  



Appendix 3.3 Q3   Personality scoring guide sheet 

Q3  Coding Guide: Please add up the scores for odd numbers (type A) and 
even numbers (type B) separately. Please add the crossed (X) numbers. 

 

Total of type A score / (odd no.)   …...           Total of type B score / (even no.)  ……. 

                    Disagree strongly   Disagree    Neutral   Agree   Agree strongly 
 

1. Sociable   1         2             3            4               5 
2. Realistic   1         2             3            4               5 

 
3. Jolly   1         2             3            4               5 
4. Systematic   1         2             3            4               5 

 
5. Serious   1         2             3            4               5 
6. Artistic   1         2             3            4               5 

 
7. Communicative  1         2             3            4               5 
8. Broad-minded  1         2             3            4               5 

 
9. Companionable  1         2             3            4               5 
10. Cultured   1         2             3            4               5 

 
11. Private   1         2             3            4               5 
12. Experimental              1                 2        3            4            5 

 
13. Energetic   1         2             3            4               5 
14. Inquiring   1         2             3            4               5 

 
15. Cheerful   1         2             3            4               5 
16. Traditional   1         2             3            4               5 

 
17. Pessimistic   1         2             3            4               5 
18. Imaginative   1         2             3            4               5 

 
19. Dynamic   1         2             3            4               5 
20. Pragmatic   1         2             3            4               5 

 
21. Active   1         2             3            4               5 
22. Curious   1         2             3            4               5 

 
23. Independent   1         2             3            4               5 
24. Theoretical   1         2             3            4               5 

  



Appendix 3.4  Sample of mobile ads available for 

ad design ideas.   (mobile ads collected form 2006 - 2010 in UK.) 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

   

 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

     

 

    

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

   

 

 

 
  

  



Appendix 3.6.  Design of Experiment: random 56 runs of mobile 
ad exposures. (Record sheet for response coding from DoE survey). 
 

     Component 1 Component 2 Component 3  

           Factor 4   Factor 5   Factor 6                     Resp_viewers  

Std Run A:Adv_Sz  B: Pic_Sz  C: Txt_Sz D: An_M   E: Th_M  F: Aros_L   

         

  Grade Grade  Grade                  Scores  (Scale 1-7) 

1 1 100.000 0.000 0.000  1.00 1.00 1.00   ………….. 

39 2 50.000 0.000 50.000  1.00 7.00 7.00   ………….. 

8 3 100.000 0.000 0.000  7.00 7.00 7.00   ………….. 

41 4 0.000 50.000 50.000  1.00 1.00 1.00   ………….. 

16 5 0.000 100.000 0.000  7.00 7.00 7.00   ………….. 

5 6 100.000 0.000 0.000  1.00 1.00 7.00   ………….. 

54 7 33.333 33.333 33.333  7.00 1.00 7.00   ………….. 

55 8 33.333 33.333 33.333  1.00 7.00 7.00   ………….. 

14 9 0.000 100.000 0.000  7.00 1.00 7.00   ………….. 

2 10 100.000 0.000 0.000  7.00 1.00 1.00   ………….. 

33 11 50.000 0.000 50.000  1.00 1.00 1.00   ………….. 

47 12 0.000 50.000 50.000  1.00 7.00 7.00   ………….. 

43 13 0.000 50.000 50.000  1.00 7.00 1.00   ………….. 

13 14 0.000 100.000 0.000  1.00 1.00 7.00   ………….. 

53 15 33.333 33.333 33.333  1.00 1.00 7.00   ………….. 

11 16 0.000 100.000 0.000  1.00 7.00 1.00   ………….. 

40 17 50.000 0.000 50.000  7.00 7.00 7.00   ………….. 

28 18 50.000 50.000 0.000  7.00 7.00 1.00   ………….. 

52 19 33.333 33.333 33.333  7.00 7.00 1.00   ………….. 

49 20 33.333 33.333 33.333  1.00 1.00 1.00   ………….. 

15 21 0.000 100.000 0.000  1.00 7.00 7.00   ………….. 

9 22 0.000 100.000 0.000  1.00 1.00 1.00   …………. 

17 23 0.000 0.000 100.000  1.00 1.00 1.00   …………. 

38 24 50.000 0.000 50.000  7.00 1.00 7.00   ………… 

50 25 33.333 33.333 33.333  7.00 1.00 1.00   ………..  

42 26 0.000 50.000 50.000  7.00 1.00 1.00   ………… 

10 27 0.000 100.000 0.000  7.00 1.00 1.00   ………..  

35 28 50.000 0.000 50.000  1.00 7.00 1.00   ………… 

6 29 100.000 0.000 0.000  7.00 1.00 7.00   ………..  



34 30 50.000 0.000 50.000  7.00 1.00 1.00   ………… 

18 31 0.000 0.000 100.000  7.00 1.00 1.00   ………… 

29 32 50.000 50.000 0.000  1.00 1.00 7.00   ………… 

7 33 100.000 0.000 0.000  1.00 7.00 7.00   ………… 

36 34 50.000 0.000 50.000  7.00 7.00 1.00   ………… 

19 35 0.000 0.000 100.000  1.00 7.00 1.00   ………..  

3 36 100.000 0.000 0.000  1.00 7.00 1.00   ……….. 

48 37 0.000 50.000 50.000  7.00 7.00 7.00   ………..  

37 38 50.000 0.000 50.000  1.00 1.00 7.00   ……….. 

26 39 50.000 50.000 0.000  7.00 1.00 1.00   ………. 

24 40 0.000 0.000 100.000  7.00 7.00 7.00   ………. 

31 41 50.000 50.000 0.000  1.00 7.00 7.00   ………. 

23 42 0.000 0.000 100.000  1.00 7.00 7.00   ………. 

21 43 0.000 0.000 100.000  1.00 1.00 7.00   ……… 

51 44 33.333 33.333 33.333  1.00 7.00 1.00   ……… 

20 45 0.000 0.000 100.000  7.00 7.00 1.00   ……….. 

12 46 0.000 100.000 0.000  7.00 7.00 1.00   ………… 

32 47 50.000 50.000 0.000  7.00 7.00 7.00   ………….. 

27 48 50.000 50.000 0.000  1.00 7.00 1.00   ………….. 

56 49 33.333 33.333 33.333  7.00 7.00 7.00   ………….. 

22 50 0.000 0.000 100.000  7.00 1.00 7.00               ………….. 

4 51 100.000 0.000 0.000  7.00 7.00 1.00   ………….. 

44 52 0.000 50.000 50.000  7.00 7.00 1.00   ………….. 

25 53 50.000 50.000 0.000  1.00 1.00 1.00   ………….. 

45 54 0.000 50.000 50.000  1.00 1.00 7.00   ………….. 

46 55 0.000 50.000 50.000  7.00 1.00 7.00   ………….. 

30 56 50.000 50.000 0.000  7.00 1.00 7.00   ………….. 
 

  



 Appendix 4.1.1  Focus Group Discussions summery with 

mobile network operators and media owners.  

(adapted from NMA, 2005).  

 

 



 

 

 

Operators and media owners discuss the rise of user-generated content, and what 

opportunities there are for advertising on mobile - if consumers will accept it. 

 

NMA  - What are the big new areas in mobile content? 

How well does the traditional creative media community understand the potential of 

mobile? 

How big an opportunity is mobile advertising for brands, and what's holding it back? 

What mobile advertising will consumers want? 

What are the critical issues for ad-funded content? 

What role can operators play in mobile advertising? 

What needs to happen to make mobile advertising mass market? 

How important will personalisation become in mobile content and advertising? 

Are mobile scams, poorly run subscription services and spam still a problem for consumer 

confidence? 

 

Focus Group Moderator - What are the big new areas in mobile content? 

Mark Joseph, 3: User-generated content is a massive growth area. I think it will very 

quickly become a community, with the ability for users to be very successful retailers of 

their own content. We're seeing a million downloads a month on SeeMe TV. People 

upload content they've created and get paid, and some are getting paid thousands of 

pounds a month. It really does empower the consumer and we don't have to take a 



controlling role in that at all. 

Matt Jerwood, Dennis: In a similar way, with our FHM Little Black Book brand we had a 

mobile dating element. These are ways of putting up your own content, but then you're 

actually interacting with each other. The whole blogging thing obviously works really 

well, but it's taking that a step further. In terms of content, people 

will then see that other people have the same sort of likes and aspirations, and they start to 

build networks of friends. It starts to become chat, it starts to become dating. 

Andrea Kllbeurne, Emap: It's also sharing a kind of review information. People don't 

really trust the view of one person any more, but the aggregate view of many people. 

Patrick Parodi, MEF: Anything that's tied to content has to have some type of 

collaborative filter mechanism associated to mobile, because it's the most personalised 

medium we have. We have to remember that the ringtone is what got 

the music and the mobile industry together. It wasn't necessarily about sourcing music, it 

was about identity and personalisation. 

Tony Pearce, PiayerX: In the TV channel that we're doing we have an option for people to 

text in to vote for their favourite episodes. But should this be a free TV channel that's 

sponsored and that's how you get your revenue? Should it be £1 

a day or £5 a month to watch as much as you can? Every operator is slightly different and 

I don't think the market has settled down at a rate card kind of price for that yet. 

Parodi, MEF: The significant difference here is that, typically, the ads in any type of linear 

medium are associated with the content. But now we're talking about context and targeted 

information, and potentially even the words that are in an SMS that might have an ad 

associated to them so that the SMS is free. Then all ofa sudden 

who owns the inventory? That's where it gets a little bit fuzzy, because we're talking about 

a medium that's going to be ad-supported.  

 

How well does the traditional creative media community understand the potential of 

mobile? 

 

Riccardo Donato, Ciiannei 4: Without any doubt, there's so much more creative 

involvement. 

Klibourne, Emap: I remember three years ago trying to convince a programme director of 

a radio station to put a short-code on a piece of media. It was so bard. You'd get one 



forward-looking person doing it and the other 20 wouldn't. 

Now it's completely different. The level of conversation now is all about what to do with 

it and what to charge, rather than whether to charge or not. 

Jerwood, Dennis: There's still this kind of reluctance, questioning if it slightly 

compromises the artistic integrity of it. But at the same time, as long as it's in context, 

then I think it's okay. 

Kiibourne, Emap: It's about changing cultures of the big media companies. At a senior 

level it's different. It's trying to get the picture editor of a magazine to change her habits 

and her relationship with readers using mobile. Even when the chief executive might 

announce that this is what we're going to do, the reality is it takes a while to get that 

happening. There's always ambition there to have that 

picture on the cover of FHM and be able to text in to get that picture. But do they have the 

right to do that with that picture? Probably not. 

 

How big an opportunity is mobile advertising for brands, and what's holding it back? 

 

Kiibourne, Emap: It's a massive opportunity, on par with MSN and Yahoo and not far off 

Google. Look at the numbers across mobile operator portals and look at the numbers 

across media owners. Given the amount of money that those people make, you're talking 

about £2S0m a year on mobile advertising. But if you want to get this off the ground and 

launch it efficiently, you have to do something that's going to attract the agency world. 

Doing it individually just isn't going to get the game on. 

To a certain extent, the only way you're going to build momentum and get a scale in 

mobile advertising is working together as an industry. That means finding common 

pricing and common measurements, but also a good story that you take out to the 

advertising world. 

ian James, Chrysails: It would be naive to think that media agencies or creative agencies 

are going to solve the problem for media owners or operators. We have to be inventive 

because the media agencies respond to client needs. It's up to 

us around this table to work out what a mobile advertising offering is. If it's just more 

display advertising, serving up ads on TV, then it's TV on a mobile and will be traded like 

TV. 

Josepii, 3: It's about taking small steps to prove that there's real value in this medium. 



Right now we can command some of that exploratory budget from the brands that are 

getting it. One of the key issues brands have is that they look for 

ubiquity within a campaign. Mobile is some way off having a consistent standard across 

all the mobile operators. But if we wait for that, we may as well pack up and go home. 

Parodi, MEF: But who's measuring that, who's measuring across networks? Who's 

actually publishing third-party statistics about the number of WAP impressions in the 

UK? 

Kiibourne, Emap: I think we need to engage the IAB [Internet Advertising Bureau], 

because it's probably the body that's going to help drive it. 

 

James, Chrysails: There's an element in this that we should be cautious of. It's some thing 

that mobile content has been through, which is that it becomes very operator focused. We 

need to look at the consumer and what they want to do with 

mobile, what benefit it brings to them. If we just wait for a bunch of page impressions on 

operators and then sell it like display media, that's no good. 

 

What mobile advertising will consumers want? 

 

Donato, Ciiannei 4: The question I'd ask of advertising on-portal, if I were a 3 user, is how 

I benefit from that and whether my bill is reduced as a result. 

Josepii, 3: If we put advertising on our network we go by some guiding principles: that it's 

targeted, adds value, is hopefully entertaining, but that the user gets something from it. 

Brands like Budweiser and 118118 have paid for campaigns 

and there's a significant marketing spend on those. I think the ad-funded route is 

absolutely essential, and that means free to consumers. 

Kiibourne, Emap: You need to make sure that it's targeted but you also need make sure it's 

not intrusive or an annoyance. If you don't do that right now, when we're trying to create 

something, then we're dead. 

Jorwood, Dennis: It's almost a sponsored approach, rather than 'here's a load of 

advertising'.  

James, Chrysaiis: That's true because of the value of that to the advertiser. What are 

brands trying to achieve out of a campaign on mobile? Is it a display branding thing, or is 

it really about return on an investment and click-throughs? 



Donato, Channei 4: Brands are recognising that the key demographic of 18-34-year-olds 

aren't using TV as much as they were. They're not consuming as much, their behaviour is 

changing, they're not reading newspapers as much, and their media is digital. All the right 

brands are recognising that. 

I think for us, if we can get the targeting right, then the value of global mobile advertising 

can be ten times the value of TV advertising. You can serve ads that are specific to 

demographics and personalised. That for me is the ultimate goal. 

 

What are the critical issues for ad-funded content? 

 

Kiibourne, Emap: With the ad-funded model, once you've gone down that route witb that 

particular product there's no going back. You pay a subscription for FHM so if we say 

we're going to go with an ad-funded mobile model, at what point does that generate 

significantly more revenue than paid-for content? That's what you're going 

to have to manage very carefully. 

Pearce, PiayerX: I think it's one of the significant differences between the traditional 

linear distribution mechanisms for content versus mobile. With ad funding there's the 

ability to opt in and opt out on a pro-active basis. So the user is the one who actually sets 

the level of ad funding. 

 

James, Chrysaiis: You have to remember that consumers are used to advertising 

everywhere yet there's currently no advertising on mobile, not even in terms of WAP. 

Donato, Channel 4:1 think research into this is going to be essential, to see if people are 

bothered or not whether there's advertising there. 

 

Parodi, MEF: If you talk about games, videos, music or TV, all four of those have a 

precondition in terms of what advertising means from the user's perspective. But today on 

mobile they pay for everything, so I think that their willingness to accept an ad isn't high 

today. 

 

What role can operators play in mobile advertising? 

 

Joseph, 3: Let's be very clear: ad sales isn't our business, it's not our core function and it 



never should be. I honestly believe that in a few years' time we shouldn't be playing such 

an active role as we are now. Literally, our positioning as a media company means that an 

ad medium is a natural extension of a component of our overall proposition. In the 

absence of it being driven by anyone else - and that's typically the way it is in this kind of 

media market - you have to invest that time. We're trying to create a space and take much 

more of a controlling role, because there's no one else that's really stepping up to the 

mark. We spent a large part of last year assessing the market and potential candidates to 

help us sell, and there's no one out there. It requires an understanding of portals as well as 

advertising. 

Jerwood, Dennis: With traditional and Internet advertising you can chop up the pie in so 

many ways, but mobile operators like a slice of that as well, because they're providing 

eyeballs. 

 

What needs to happen to make mobile advertising mass market? 

 

Jerwood, Dennis: For users, it's about transparency and cost. If you have confusing pricing 

then you'll never drive it. 

Parodi, MEF: Perhaps a wholesale data offering would help the ad industry effectively 

serve mobile, because then you won't have data traffic associated to the cost of the ad. 

Pearce, PlayerX: If mobile advertising or mobile marketing is going to be mass market 

then we need to assume that not all of it will be through an operator portal. I think putting 

simple WAP pushes into a rich environment from a conventional 

above-the-line campaign is probably a more exciting and realisable opportunity, rather 

than trying to work out the next big broadcast medium like mobile TV. 

Donato, Channel 4: Can a campaign today be run across networks in terms of ad space? 

There's still a leap that needs to be made, to have integrated, multi-platform ad campaigns 

with mobile at the core of them. 

Kiibourne, Emap: I think it's possible to work with operators to get common inventory, 

probably with two or three operators right now. You can see a few models. One is joint 

ventures with operators. The other is a multi-operator approach, where probably the 

commodity inventory would be sold by a third party, and the common inventory is easy to 

sell. Then the nitty-gritty campaigns that are sponsored and promotion-led would probably 

be held internally with each operator. 



Parodi, MEF: The user is going to be even more concerned about having to pay for the 

traffic associated with an ad, because in some markets in continental Europe that bas 

actually happened. One operator had a service where you would see live TV, not edited - 

it was just 51 channels of TV on a 3G handset, where you were stuck watching an ad and 

you're paying for the traffic associated with that ad. Those types of scenarios could 

definitely upset the market. 

Joseph, 3:1 think advertising will become the dirty word that we all know it can be if we 

don't target this, and that's where we're now ensuring that as part of our network that it can 

be targeted as well as it possibly can. 

iUlbourne, Emap: I think there are three levels of advertising. You have the text response. 

Then you have search, which is 50 % of Internet advertising and that will happen in the 

mobile sector too. Then you have WAP, or a mobile site in its 

own right. I think WAP advertising is where the work is needed as that's more virgin 

territory. 

James, Chrysails: One-size-fits-all doesn't work for any media, let alone for mobile, which 

should by its very nature be the most targeted media channel available. That's what we 

have to somehow explain to big brands, that mobile isn't just about another display 

medium. It's about a return path, it's about good data management and about having some 

form of return on investment model behind it. 

 

How important will personalisation become in mobile content and advertising? 

James, Chrysaiis: Every campaign should have some form of mobile response mechanism 

that pulls up a WAP site built for that particular user. 

Parodi, MEF: Targeting is key. If we don't take advantage of the additional data that one 

gets from thinking mobile, in building the right advertising model, then we're missing the 

boat. 

Kiibourne, Emap: There could be a time when you'll be able to tie a campaign back to the 

customer profile, via your contract with the customers. So basically, John is 22, he lives 

wherever and you have a certain amount of data about him, based on the contract and the 

technology. 

Joseph, 3: That's exactly where we need to get to. But the end user needs to say yes at 

some point. You can use then that point of interaction to say, 'Let me start profiling you.' 

Jerwood, Dennis: That's when the advertising community will get it and say, 'That has a 



value and I'm willing to make the effort to plan this, create for it and do something with it, 

because I understand what it is.' 

 

Are mobile scams, poorly run subscription services and spam still a problem for consumer 

confidence? 

Pearce, PiayerX: One of our clients is Fremantle and its approval process is incredibly 

tough. We put some of the games on Jamster's portal and Fremantle needed written 

confirmation from Jamster that they would publicly apologise for 

how they messed up with subscription services. 

Parodi, MEF: The MEF liaised with Icstis and the operators to put together a code of 

conduct for subscription-based services last year. I think now it's double-locked in, it's 

almost too restricted, but there has been some cross-industry, cross-operator, 

cross-publisher involvement. You could argue that Jamster was a bad thing that happened, 

but it really has made a big effort and I think the industry as a whole bas made a good 

effort to avoid these types of scenario. Now we're talking about advertising, we need to be 

careful that we don't find ourselves in the same situation. 

Donato, Channei 4: Everyone here knows the 'stop' mechanism, and we all know that if 

you browse on Vodafone Live! you don't get charged for data, whereas if you google it 

you do. But the average person who's our customer doesn't know this, and I'm not sure 

whose responsibility it is to promote what you're actually paying for. 

Kiibourne, Emap: It's a massive barrier to clicking on that portal button on your phone, 

because people don't know what's going to happen and they don't know how to turn it off. 

Joseph, 3: That's probably for the operator to deal with, by having things like subscription 

services. 

Kiibourne, Emap: The data charges are the big challenge, though. They're a problem for 

consumer confidence in mobile content. 

Donato, Channei 4: Especially on TV, as we only get a second to talk about it. If we think 

there's any danger of confusion we don't run the services. 

James, Chrysalis: That's why we stopped doing ringtones. It's a simple decision: revenues 

versus potential damage. The revenues are nice, but not if it's going to switch the audience 

off, especially given that one of the bigger issues we face beyond mobile is fragmentation 

of audiences. If there's another reason for someone to feel bad about a brand, then we'll 

avoid that like the plague. 



Appendix 4.1.2  Focus Group Discussion summery with mobile 
handset users, retailers and customers.   



 

Appendix 4.2 Interview summery recording with Neurosurgeon 
 

Hull Royal Infirmary, East Yorkshire, UK. 

 

 On 20th February, 2008.  (conducted by Fazle Rabbi, SBS.) 

 

Q1 What is the role of mob advertising in cognition? 

 

Mobile advert is playing as an invitation to click to a link or to attract, build and replenish 

customers’ memory and brand image. The visual impact is quicker to build perception 

than the textual form as the viewer might have very few moments to pay attention.  

 

Q2 You mentioned perception of viewers, can you explain the mechanism of it.     How it 

is formed in human brain? 

 

Moving your eyes in any image you pause at different parts of it and fixate your gaze, 

bringing the centre of retina over the area you wish to examine. The goal of the perception 

is to take information about it and make sense of it. There are two problems of perception 

to the sensory world. Either they are ‘not enough’ or ‘too much’. Cognitive mechanism is 

necessary to provide the means to interpret and understand the material our senses to bring 

to us. Vision is a distance sense, constructed in the individual brain, to sense the object 

with out direct contact. Visual perception takes the information at the properties and 

locations of objects so that we can make sense of it and interact with the surroundings.  

 

Q3 How do we process vision? 

 

The patter of light intensity, edge and other features in the visual sense forms an image on 

the retina. The light is converted into electro-chemical signals which are transmitted to the 

brain via optic nerves. In the visual cortex of brain perception is made of the signals 

received. Almost every act of perception involves both top and bottom down processing. 

Bottom up process is driven by sensory information from the physical world. Top down 



process seeks exact sensory information and are driven by our existing knowledge. 

 

Q4 How do we learn to see? 

 

Typically fixation lasts about half a second. So babies take on the order of 10 mil glimpse 

of the world in their first year of life. The lingering memory of each occurrence continues 

with each new instance. The cascade of information accumulates to form lasting mental 

representation if the people, place and things in environment. Although we know that our 

environment shapes the brain structures that support our capacity for normal cognition, we 

do not yet know how to control that process.  

 

Q5 How does the knowledge affect our perception? 

 

Previous knowledge from memory provides the basis for recognition. Knowledge also 

guides our perception to the most likely understanding in the current environment. This 

understanding allows us to fill up for missing information by extending our imagination to 

fill in our perception. The surrounding context of the object aids to determine our 

perception. The context can also help our recognition when it is complimentary or even 

impair recognition when it is misleading. Our new perception is built by the interactions 

between knowledge and current perceptual input.  

 

 

Q6 Why do we pay attention to a particular thing? 

 

Competition of input signals occurs in our sensory organs at a given time. Because it is 

impossible to process everything at once, attention acts as a bias that helps to resolve 

competition between inputs. Competition noises of breaking glass and general noise of 

party would occur in auditory process. 

 

Q7 How do we know what wins attention?  

 

The source of the bias can come either from the features in the external stimulus or from 

the relevance of a stimulus to the viewers goal of the moment. For example competition in 



earlier areas of visual system will tend to be influenced by external factors such as colour 

or motion. This will affect other regions of brain to which these lower levels areas send 

information for future processing. There internal factors such as goals or relevance will 

tend to bias the completion in regions of the brain involved in formulating plan for the 

how to pursue specific goals. Different brain regions are interconnected and competition 

is integrated across them. The ultimate winner of the competition - the item which is 

ultimately attended is determined by a consensus among all the different regions working 

together. 

 

Q8 How does a viewer from memory? 

 

Perception system, through bottom up processing produces a statistical representation of 

the image. Top down processing allows us to generate mental images to remember past 

events. Because our category knowledge contains diverse kind of information that goes 

considerable beyond what is immediately before our eyes. We can draw many useful 

inferences and perform various intelligent functions.  

 

Neuro-imaging studies indicate that the pattern of neural activation during encoding under 

condition of full attention differs from that when attention is divided.   

 

Intent to code can motivate attention, intention pursue is not required for effective 

encoding. Encoding is an automatic by-product of attending to and processing existing 

stimuli. The way the stimuli are process, influences our encoding efficiency. The 

phenomenon of incidental learning helps us to understand just how it is that we can 

remember our everyday experiences, which after all we do not usually deliberately 

attempt to encode into memory. 

 

Q9 How do we forget and update memory? 

 

Forgetting can be caused by blocking of a memory representation, that is by obstruction 

that can occur when multiple associations are associated with a clue and one of those 

association is stronger than others preventing retrievals of the target in formations. Mare 

act of remembering one stimulus or event can result in the forgetting of another.  



  

Appendix 4.3 Gender Ratio Male and female 

 

Gender

53%

47%
Male

Female

 

  



Appendix 4.4 Age distribution of the sample  

(in stage 1 of research). 

 

Age Group        No Frequency Percent 

Valid  

% 

Cumulative 

% 

18-24 1 14 15.9 15.9 15.9 

25-34 2 19 21.6 21.6 37.5 

 35-44 3 29 33.0 33.0 70.5 

 45-54 4 16 18.2 18.2 88.6 

 55+ 5 10 11.4 11.4 100.0 

            

 

 

Appendix 4.5 Educational Status 

Educational Status 

 Group No Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

GCSE 1 18 20.5 20.5 20.5 

 A Levels 2 24 27.3 27.3 47.7 

 Graduate 3 32 36.4 36.4 84.1 

 Post. Grad 4 14 15.9 15.9 100.0 

 

 



Appendix  4.6 Income distribution 

Income 

group Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

 1 28 31.8 31.8 31.8 

  2 26 29.5 29.5 61.4 

  3 18 20.5 20.5 81.8 

  4 16 18.2 18.2 100.0 

  Total 88 100.0 100.0   

 

 

Appendix 4.7 Spending on phone 

 

 Group Frequency Percent 

Valid 

Percent 

Cumulati

ve 

Percent 

         1 14 15.9 15.9 15.9 

  2 29 33.0 33.0 48.9 

  3 24 27.3 27.3 76.1 

  4 13 14.8 14.8 90.9 

  5 8 9.1 9.1 100.0 

  Total 88 100.0 100.0   

 

Spending distribution on mobile phone per month of the sample. 



 

Appendix 4.8 Correlation Table between Income and 

Spending  

Correlations Table of income and spending nature of respondents 

    Income 

Spends/m

onth 

Income Pearson Correlation 1 .720(**) 

  Sig. (2-tailed) . .000 

  N 88 88 

Spending Pearson Correlation .720(**) 1 

  Sig. (2-tailed) .000 . 

  N 88 88 

 

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

   

  



Appendix 4.9 Correlation Table between Income and 

Spending 

Correlations 

    Age Spending 

Age Pearson 

Correlation 
1 .235 

Sig. (2-tailed) . .027 

N 88 88 

Spending Pearson 

Correlation 
.235 1 

Sig. (2-tailed) .027 . 

N 88 88 

Correlation is not significant at the 0.01 level (2-tailed). 

    

  



Appendix 4.10 Initial impact of SMS and MMS upon 

introduction of 3G technology 

Mintel report (2005) shows the initial impact of SMS and MMS messages upon 

introduction of 3G technology in 2004: 

Item Nov-02   Oct-03 Jul04      Jan05 Apr05 
%  

change 

Mobile phone 

ownership 
74 78 81 81 82 +8 

Text messaging 

(SMS) on a 

mobile phone 

41 53 56 58 58 
+1

7 

Photo 

messaging on a 

mobile phone 

- 7 12 18 17 - 

 

  

  



Appendix 4.11 Scree plot of factor analysis 
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Appendix 4.12 Personality and perception table 

 

Correlations 

  Personality Perception 

Personality Pearson Correlation 1 .068 

Sig. (2-tailed)  .247 

N 296 296 

Perception Pearson Correlation .068 1 

Sig. (2-tailed) .247  

N 296 296 

 
 

Variables Entered/Removed
b
 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Personality . Enter 

a. All requested variables entered. 

b. Dependent Variable: Perception 

 
 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .068
a
 .005 .001 .742 

a. Predictors: (Constant), Personality 

 
 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression .742 1 .742 1.347 .247
a
 

Residual 161.853 294 .551   

Total 162.595 295    

a. Predictors: (Constant), Personality 

b. Dependent Variable: Perception 

 



 

Appendix 4.13 Personality and attention table 

 

 

Correlations 

  Personality Attention 

Personality Pearson Correlation 1 .462
**
 

Sig. (2-tailed)  .000 

N 296 296 

Attention Pearson Correlation .462
**
 1 

Sig. (2-tailed) .000  

N 296 296 

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

 

 

 

 

Appendix 4.14 Attention and interest table 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .487
a
 .237 .234 1.723 

a. Predictors: (Constant), Attention 

 
 

ANOVA
b
 



Model Sum of Squares df Mean Square F Sig. 

1 Regression 270.975 1 270.975 91.231 .000
a
 

Residual 873.241 294 2.970   

Total 1144.216 295    

a. Predictors: (Constant), Attention 

b. Dependent Variable: Interest 

 
 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.212 .213  -5.679 .000 

Appeal .193 .022 .248 8.608 .000 

Familiarity .079 .010 .160 8.121 .000 

Perception .089 .031 .058 2.861 .005 

Attention .103 .030 .078 3.382 .001 

Interest .399 .016 .684 24.619 .000 

a. Dependent Variable: Response_1 

 

  



Appendix 4.15 Correlation of interest generation with ad 

appeal score. 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .719
a
 .516 .515 1.031 

a. Predictors: (Constant), Interest 

 
 

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 333.495 1 333.495 313.909 .000
a
 

Residual 312.343 294 1.062   

Total 645.838 295    

a. Predictors: (Constant), Interest 

b. Dependent Variable: Appeal 

 
 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.631 .131  20.022 .000 

Interest .540 .030 .719 17.717 .000 

a. Dependent Variable: Appeal 

 
 

  



Appendix 4.16 Familiarity of ads to generate appeal. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .044
a
 .002 -.001 1.481 

a. Predictors: (Constant), Familiarity 

 
 

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1.278 1 1.278 .583 .446
a
 

Residual 644.560 294 2.192   

Total 645.838 295    

a. Predictors: (Constant), Familiarity 

b. Dependent Variable: Appeal 

 
 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4.607 .152  30.386 .000 

Familiarity .028 .037 .044 .763 .446 

a. Dependent Variable: Appeal 

 
 

 

  

  



Appendix 4.17 Correlations of Ads appeal and response  

 

Correlations 

  Appeal Response_1 

Appeal Pearson Correlation 1 .795
**
 

Sig. (2-tailed)  .000 

N 296 296 

Response_1 Pearson Correlation .795
**
 1 

Sig. (2-tailed) .000  

N 296 296 

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

 

 

 

  



4.18 Correlation analysis table 

 

Correlations 

Control Variables Perception Attention Interest Familiarity Appeal 

Response_1 Perception Correlation 1.000 .095 -.318 .280 -.007 

Significance 

(2-tailed) 

. .105 .000 .000 .900 

df 0 293 293 293 293 

Attention Correlation .095 1.000 -.060 -.082 .205 

Significance 

(2-tailed) 

.105 . .305 .160 .000 

df 293 0 293 293 293 

Interest Correlation -.318 -.060 1.000 -.391 .008 

Significance 

(2-tailed) 

.000 .305 . .000 .888 

df 293 293 0 293 293 

Familiarity Correlation .280 -.082 -.391 1.000 -.200 

Significance 

(2-tailed) 

.000 .160 .000 . .001 

df 293 293 293 0 293 

Appeal Correlation -.007 .205 .008 -.200 1.000 

Significance 

(2-tailed) 

.900 .000 .888 .001 . 

df 293 293 293 293 0 

 
 

 

 

 

 



Appendix 4.19   Multiple regression table 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .947
a
 .897 .895 .372 

a. Predictors: (Constant), Appeal, Familiarity, Perception, Attention, 

Interest 

 
 

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 349.570 5 69.914 506.221 .000
a
 

Residual 40.052 290 .138   

Total 389.622 295    

a. Predictors: (Constant), Appeal, Familiarity, Perception, Attention, Interest 

b. Dependent Variable: Response_1 

 
 

 

Coefficients
a
 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.212 .213  -5.679 .000 

Perception .089 .031 .058 2.861 .005 

Attention .103 .030 .078 3.382 .001 

Interest .399 .016 .684 24.619 .000 

Familiarity .079 .010 .160 8.121 .000 

Appeal .193 .022 .248 8.608 .000 

a. Dependent Variable: Response_1 

 



 

Appendix 4.20 Testing linearity and homogeneity of variance 

   

Residuals Statistics(a) 

  Minimum Maximum Mean 

Std. 

Deviation N 

Predicted Value .56 4.61 2.57 1.025 296 

Residual -1.128 1.131 .000 .429 296 

Std. Predicted Value -1.955 1.993 .000 1.000 296 

Std. Residual -2.537 2.544 .000 .965 296 

a  Dependent Variable: Response_1 

  

 



Appendix 4.21 Comparison of interest of two ad exposure among same 

personality groups. 

  

 

Response of second ad exposure was significantly different to the first response. 

 

Comparison of interest of two ad exposure among same personality groups. 



Appendix 4.22 Comparison of interest of two ad exposure 

among same personality groups.  

Response of second ad exposure was significantly different to the first response. 

 

 

Comparison of interest of two ad exposure among same personality groups. 



Appendix 4.23 Comparison of advert appeal scores from two 

ad exposure among similar personality groups.  

  

 

Response (appeal) of second ad exposure was significantly different to the first response. 

 

 



Appendix 4.24 Paired tests between samples.   

 

Comparison of advert scores from two ad exposure among two samples was significantly 

different. Paired ‘t’ tests between the two response scores confirmed that there were 

significant differences and between the two answers of ad responses from the same 

respondents. 

  

Correlations 

  Response_1 Response_2 

Response_1 Pearson Correlation 1 -.475
**
 

Sig. (2-tailed)  .000 

N 296 296 

Response_2 Pearson Correlation -.475
**
 1 

Sig. (2-tailed) .000  

N 296 296 

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

 
 

 

Paired Samples Statistics 

  Mean N Std. Deviation Std. Error Mean 

Pair 1 Response_1 2.62 296 1.149 .067 

Perception_2 5.80 296 1.015 .059 

 

 
 

Paired Samples Correlations 

  N Correlation Sig. 

Pair 1 Response_1 & Perception_2 296 -.147 .011 

 



Appendix 4.25    Stage 3 DoE survey analysis 

       Appendix  4. 25.1  Cube plot showing design impact 

 

             Viewers’ response score  

 

  

Design-Expert® Software 
Component Coding: Actual 
Factor Coding: Actual 
Viewer1 
X1 = D: Animation 
X2 = E: Theme 
X3 = F: Arousal 

Actual Components 
A: Advert size = 33 
B: Picture Size = 33 
C: Text Size = 33 

Cube 

Viewer1 

D: Animation 

E: Theme 

F: Arousal 

D-: 1 D+: 7 
E-: 1 

E+: 7 

F-: 1 

F+: 7 

2.12784 

2.46307 

1.59943 

2.2642 

1.75852 

2.19602 

3.65057 

4.41761 



Appendix  4. 25.2   3D Mesh plot showing design impacts 

    Viewers’ response score  

 

Appendix  4. 25.3 Contour plot to show design impact 

 

      Viewers’ response score 

 
 

 
Component Coding: Actual 
     Factor Coding: Actual 
  

5 
1 

X1 = D: Animation 
X2 = E: Theme 

Actual Components 
A: Advert size = 33 
B: Picture Size = 33 
C: Text Size = 33 
Actual Factor 
F: Arousal = 4 

1 3 4 6 7 
1 

3 

4 

6 

7 
 

D: Animation 

E: Theme 

2 

2 

2.5 

3 

3.5 



Appendix  4. 26.1 Cube plot of Predicted impact values 

      Viewers’ response score  

 

  

Design-Expert® Software 
Component Coding: Actual 
Factor Coding: Actual 
Viewer1 
X1 = D: Animation 
X2 = E: Theme 
X3 = F: Arousal 
Actual Components 
A: Advert size = 100 
B: Picture Size = 15 
C: Text Size = 85 

Cube 
 

D: Animation 

E: Theme 

F: Arousal 

D-: 1 D+: 7 
E-: 1 

E+: 7 

F-: 1 

F+: 7 

1.5809 

1.87388 

2.63342 

3.55736 

1.16098 

2.48551 

3.17403 

5.12951 

Prediction 
5.02017 



Appendix 4.26.2a Actual contour values with variable interesting theme 

and animation designs. 

 

Animation is desired while text size is big enough (85% of the ad size). 

Appendix 4.26.2b Contour values of desirability of interesting theme and 

animation designs among the viewers. 

 

             Viewers’ response score  

 



Appendix  4. 26.3  3D mesh design of ad impact mixes. 

  

 

    Viewers’ response score  

 

 

 

  



Appendix  4. 27 Mesh design curve to point optimum desirable 

design mixes.  

(Red colour indicates higher and green colour indicates lower desirable mix). 

 

 

 

    Viewers’ response score  

 
 

 

 

 

 

 

  



Appendix  4. 28 Comparison of predicted and actual value. 

(this highlight the power of the ad design model to predict the impact on the 

viewers).  

 

               Viewers’ response score  

 
 

Linear relation reveals the good predictability of the model used in the ad design mix. 
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Appendix 4.1.2 Focus Group Discussion summery with mobile 

handset users, retailers and customers. 

Words and terms mentioned in the Focus Group discussions: 

Mobility 

Convenience 

Connectivity 

Information exchange 

SMS 

Chats 

Blogging 

Internet surfing 

Media player 

Camera 

Music player 

Radio 

GPS  

Location based services 

Navigation 

News 

Gamming 

TV 

Entertainment 

Remote data access 

Office works 

PDA/ organiser 

Image 

Fashion 

Sociality / peer norm pressure   

handset/ skype member/ 

group dynamics 

Face-book, Twiter 

Free offerings from the network provider 

Skype calls world wide 

Free yahoo searching 

Live messenger / msn live 

Free GPS positioning 

Free Bundles of video/ downloads  

 

Need for those to be in a vehicle for extended periods: 

Technology ʹsavvy consumers behind the wheel are driving the need for the latest 

communication technology available in the vehicle. 

Looking for directions 

Weather 

Traffic 

Location-based information 
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Summary of the discussion findings:  
 
Advertisement simulates depending on the design factors, different type of viewers reacts 
with this input that results various outcome. 
 
 
 
 

Design Factors  Viewer’s type  Outcome 
 
 
 
Ad size   Culture    Attention 

Psychographic  Perception 
Colour   development   to advert 
Text     personality            Message understanding 
Links    Group norms            Past experience(s) 
                  of the brand 
Message   life-style   Emotion & interference 
Animation   mood, interest  Decision Making 
Aggressive bias   Needs, power               Action/ click for info.  
 

Attitude to Brand 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

Appendix  3.4   Design of Experiment (DoE) examples of 56 runs. 
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           Seven factor mixes and eight different levels (7x8) = 56 run

10 

8 
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 2 



Process descriptions: 

DOE circles indicates each mobile ad design mixes. (total of 56 types of 
mobile ads were viewed by the selected  similar personality viewers) 

 

DoE Design Mixes in cubical form. 

 

Instructions to the participant: 

In a moment I will handover a mobile handset and a A4 size score sheet in front of you. You will 
notice the ads are different in size and design. What I would like you to do is to view the ads for 
20 seconds and then tick the appropriate answer. Every 30 second I’ll prompt you to look for the 
next picture and you should go to the next page by pressing the ‘next’ or right hand arrow on the 
keypad. 

To help you here are two examples: 

Please look at the mobile advert in your handset: 

 

 

 

 



Example 1.  Please view the following mobile ad presented below as it appeared on your mobile 
phone. 

           Please comment on the following after viewing this ad 

  

 

       

 

 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

For the above picture you would respond by ‘ticking’ the appropriate answer from the above 
statements. 

 

Do you understand what you will be required to do? 

(if yes, then proceed to task. If no, go through the example again).  

Now turn the page over and begin the viewing the mobile ad in your handset and respond 
by appropriate ‘tick’. 

 



Q1.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                

 

Code xss 111   

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

   

Q2.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

 bsb 177  

 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q3.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

                                                                      Code xss 777  

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                



 

 

Q4.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Code sbb 111 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

            

 

Q5.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Code sxs 777 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

           

Q6.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

       

                                                         Code xss 117 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

               

Q7.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                                                                Code rrr 717 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q8.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Code rrr 177 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q9.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 



 

 

 

 

Code sxs 717 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q10.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                 

                   

 

Code xss 711 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      



             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q11.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Code bsb 111 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

             

Q12.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad   

                                            Code sbb 177 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q13.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

 

           Please comment on the following after viewing this ad 

 

  

 

 

Code sbb 171 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 



Q14.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Code sxs 117 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

               

Q15.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

                                                             Rrr 117 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             



o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q16.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Code sxs 171 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

      

Q17.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                                       Code bsb 777 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

              

Q18.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

                                                                Code bbs 771 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

 



Q19.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Code rrr 771 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q20.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Rrr 111 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 



 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q21.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                           Code sxs 177 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

Q22.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

       

 

                                                    Sxs 111 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q23.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Ssx 111 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

Q24.  Please view the following mobile ad presented below as it appeared on your 
mobile phone. 



           Please comment on the following after viewing this ad 

 

                   

 

Bsb 717-2 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q25.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                        

               

                

 

Mmrr 711 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 



 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q26.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Sbb 711 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q27.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 



 

 

            

 

 

Sxs 711-22 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q28.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Bsb 171-11 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 



o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q29.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Xss 717-6 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q30.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                  Bsb 711 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q31.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                   

Ssx 711-23 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q32.  Please view the following mobile ad presented below as it appeared on your mobile phone. 



           Please comment on the following after viewing this ad 

 

   

 

Bbs 117-15 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

               

Q33.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                     

 

Xss 177-8 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 



Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q34.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Bsb 771-17 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
 

Q35.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                                                  Ssx 171 -46 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q36.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Xss171-m 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                



Q37.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Sbb 777-12 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q38.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

                                                          

Bsb 117-17 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q39.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Bbs 711-20 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  



                

Q40.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                        

 

                           

 

 

                                                              Ssx 777 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q41.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 



 

Bbs 177-8 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

               

Q42.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                    

 

               

 

Ssx 177-40 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 



  

                

Q43.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

 

Ssx117-23 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q44.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

Mmrr-171-5 



 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q45.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                      

 

                   

 

 

            Ssx 771-35 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                



 

Q46.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                     

                       

 

                Sxs 771-21 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q47.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                                    

                                                                                          mmrrr 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 



Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q48.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

  

 

 

Bbs 171-56 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

Q49.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                       

                                                                Mmrr 777-8 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q50.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

 

                                                        Ssx 717-43 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q51.  Please view the following mobile ad presented below as it appeared on your mobile phone. 



           Please comment on the following after viewing this ad 

 

                  

                                                                                Code xss 771 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Q52.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

               

 

                                                                                              Sxx 771-13 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      



             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q53.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                                                            xxs 111-39 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q54.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

                     

                                                                           Sxx 117-15 



In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

Q55.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

 

 

                    

                                                                    Sbx 717-54 

 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

             

 

 



Q56.  Please view the following mobile ad presented below as it appeared on your mobile phone. 

           Please comment on the following after viewing this ad 

                         

                       

                                                                                                                 Bbs 717-48 

In response to the above advert there are statements about a variety of actions. For each 
statement please indicate the degree to which you agree or disagree with it. 

 

Please put a cross (X) on the most appropriate answer box.      

             

o   I will try to remember about the ad next time I  shop 

o   Talk about it and may forward it to someone else  

o   Go to the link and click for more information  

o   I Intend to buy the product or service offered 

o   I may do nothing or may ignore this advert 
  

                

 

Thank you. 

 



 

 

 Appendix   3.5       Design of Experiment (DoE) example  of 56 runs. 
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DOE circles indicates each mobile ad design mixes. (total of 56 types of 
mobile ads were viewed by the selected  similar personality viewers). 
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