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FACTORS INFLUENCING THE INTENTION TO ACCEPT ADVERTISING
IN MOBILE SOCIAL NETWORKS

In order to address the influencing factors on mobile advertising acceptance, the model which
examines social norms, influential factors on consumers’ attitude and intention to accept advertisements
in mobile social networks was developed. Using the survey method the data of 436 mobile users
in Mashhad, Iran was collected by questionnaire. Finally, it was shown that perceived usefulness and
attitude toward mobile advertising has impact on intention to accept mobile advertising.

Keywords: advertising, Mobile social networks, mobile advertising, attitude, intention to accept,
social norms.

Formulation of the problem generally. Advertisements have widely changed over years
due to new techniques and technologies [1]. Mobile phone penetration in Iran has been
substantially increased [2]. In fact, mobile phones have provided a new and fascinating
channel for person-to-person marketing activities. This allows marketers to communicate with
target markets through building a mutual relationship with their customers [3]. Messages via
mobile phones and social networks are constantly increasing in Iran and become one of the
major advertisement channel called “mobile phone advertising”.

General attitude toward advertisement has been considered for a long time. Although the
literature shows a positive attitude toward advertisement, myriad of researchers indicated
that customers, generally, have negative attitude toward advertisement [3; 4].

Now it seems that Internet marketing builds a positive attitude in consumers [5].
The reason is that Internet marketing is often considered as entertaining and informative.
Bauer et al. [6] suggested that the more positive the attitude toward advertisement is, the more
positive the attitude toward mobile phone marketing will be. Karjaluoto and Alatalo [7]
proposed that more appropriate attitude toward mobile phone advertisement among consumers
brings higher intention to engage in mobile phone advertisement. Jun and Lee [8] add that
positive attitude toward mobile phone advertisement is related to the advertisements with
behavioral experience of past in consumers.

The paradox in existing literature makes the effectiveness of mobile phone advertising and
its influential factors on intention to accept it by users more ambiguous.

One of the objectives in this research is to investigate whether mobile communications can
build consumer trust through marketers with the channel of mobile phone services or not
[9-12]. We measured some of the factors related to the trust that show the history of
consumers’ trust in this advertising communication and its relationship with intention
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to accept the advertised brand [13].

Previews studies constantly emphasized on the importance of social norms in human
behavior [14-16]. In this context and based on the literature, Berkowitz and et al. [17]
developed the theory of social norms to elucidate different sorts of social norms and their
effect on human behavior. We generalized the theory of social norms to study the substantial
mechanism influencing consumers’ intention to accept mobile advertisings. Social norms are
behavioral standards that basically share ideas regarding the way that a member of a group
should behave in a certain kinds of situations [18]. This theory states that human behavior is
thought and implemented under the influence of misinterpretations from our other social
group members [17; 19].

With respect to the difference between consumers’ attitude toward general advertisements
and Internet advertisements, consumers’ attitude toward advertising messages on social
networks in their mobile phones and its impact on their intention to accept is unknown.
Subject to the attractiveness of this channel, it is important to know the consumers’ attitude
regarding the advertising messages sent to their mobile phones, and what factors cause
intention to accept this sorts of advertisements? According to the fact that use of social
network in Iran is in its early stages, this research mainly aims to investigate the attitude of
consumers’ and their intention to accept Internet advertisements in mobile social networks
in Iran.

To address this issue, the literature around mobile advertisings and the model developed in
Masshad statistical population is evaluated.

Analysis of recent researches and publications. Businesses are increasingly using
Internet for commercial purposes [20; 21]. The importance of social media as an operation
system for social interactions, communications and marketing is strongly increasing. Social
media is introduced as “Democracy in content and changing the role of people in reading and
sharing information (and as a result it leads to creation and sharing content)” by Garnyte and
Pérez [22]. Gunelius [23] defined social media marketing as any form of direct and indirect
marketing that is used to create awareness, recognition, reminder and act for brand, business,
product, individual or another institution. Kotler et al. [24] described social media marketing
as “a social and managerial process in which people and groups can achieve what they
demand and want”. Solis & Breakenridge [25] claimed that social media is against traditional
media. Social media is engaged in changing the way people find, read and share news to a
many-to-many communication model. Khan [21] found that social media websites are still one
of the modern inventions due to the connection they have made among people. Frey and
Rudloff [26] state that companies basically support social media as an effective tool for going
beyond and supporting marketing communications. O’Connor (2008) confirmed that
the emerge of social media offers various kinds of unfiltered information that consumers
always wished to have. De Reyck and Degraeve [27] defined mobile advertisings as “targeting
well-identified potential customers via text messages, and increasing the response-to-
advertisement ratio”. Also, it can be defined as “a business for encouraging and motivating
people to purchase products and services using mobile phone channels as a medium for
representing advertising messages” [28]. In comparison with the traditional and Internet-based
advertising, mobile advertising has a special features, such as personalization [28; 29; 30; 31]
that can strongly increase advertisement effectiveness. For instance, compared to the many
advertisements in traditional media, mobile advertisings can be customized with respect to the
customers’ needs and it can improve customer relationships [32].

1. Perceived content in advertisements. Nantel and Sekhavat [33] claim that the content of

58 MapKeTHUHT i MeHe>KMeHT iHHoBanii, 2016, Ne 1
http://mmi.fem.sumdu.edu.ua/



Po3nin 2 InHoBamii y MapkeTHHry

marketing messages significantly influences motivated behavioral intention through mobile
advertising. Rettie et al. [34] showed that although primary attitudes toward mobile
advertisings are negative, many consumers are prepared to accept mobile advertising if the
content of messages be revised. Similarly, Muk [35] reports that the relationship between
the content of advertisement messages and perceived value from representing the message is
vital in mobile advertising. Previous literature around accepting mobile advertising [e.g. 36]
explains that perceived content of advertisement plays an important role in accepting
the advertisement by individual [e.g. 37].

1.1 Context. Heinonen and Strandvik [38] claim that the intention of consumers to receive
and respond to marketing communications can be a function of content and context of the seen
message. They believe that each channel should be evaluated according to consumer’s respond
and based on understanding of communication effects. Consistent with this view, Muk [35],
Leppéniemi and Karjaluoto [39] emphasize that unique mobile advertisings potentially target
consumers in a certain context. In other words, time, location and other contextual features of
consumers should be considered in mobile advertising and according to these, message
containing useful information should be sent.

1.2. Entertainment. The feeling of joy related to the advertisement, plays the biggest role in
determining the attitude of people toward it [40]. Therefore, the message should be brief and
attractive, thereby a train of consumers’ attention is created [41]. Mobile phones have become
as an applicable media platform and entertaining tool. Entertaining services can create value
for customers and enhance customer loyalty [42]. Ducoffe [43] showed that entertainment in
advertisement is significantly related to the advertisement value in traditional advertising.
Tsang et al. [44] and Lee et al. [45] examined entertainment value in mobile advertising
through perceived joy of consumers and mobile advertising entertainment. Ducoffe [46]
believes that entertainment is a component of advertisement content and it is a vital factor that
determines its value and is important in advertisement effectiveness.

1.3. Informativness. Consumers’ intention to seek and use information in an important
structure analyzes and interprets their behavior. Ducoffe [46] and Barwise and Strong [47]
claim that consumers prefer to receive valuable and informative messages out of
advertisement content and this is an important factor in their value and effectiveness.
Lee et al. [45] studied Informativness in mobile advertising content in terms of usefulness and
actuality. Barwise and Strong [47] showed that highly related content is not obtained from
consumers’ existing database, rather it only can be obtained when they are asked explicitly
what sort of information they need. They claim that if unrelated advertisement messages
are considered, a potential for negative responses will be developed.

1.4. Personalization. Consumers tend to have services in their mobile phone, which are
customized and consistent with their interests. Mobile advertising Personalization allow
marketers to rich to their potential customers, thereby improving customer relationship [48].
Ho and Kwok [49] state that “Personalization reduces the amount of messages that are sent to
the customers, and users will not receive several unrelated messages”. In addition, Rao and
Minakasis [50] state that marketing techniques ought to be based on customers’ profile
information, date and their need. Yan et al. (2004) state that customized mobile advertising
target certain types of customers and according to their orders, preferences and buying habits,
their need will be met. In other words, customized mobile advertising refers to sending
advertisement messages to users based on their demographics (e.g. income), preferences
(e.g. considered product), context (Yan e.g. users’ activity location) and content factors
(e.g. brand) [51].
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One of the promising mobile phone applications is the capability to identify customer’s
location [52]. Using location as a personal variable in mobile advertising is very useful, and
this is a unique marketing feature that other marketing channel do not have. Compared to
traditional marketing channel, the outstanding advantage of mobile marketing is its capability
to target certain users in appropriate location, time and in a direct and personal way.

Based on the text above, the following hypothesis is proposed:

H1: Perceived advertisement content has significant impact on intention to accept
advertisement through mobile phones.

2. Customer Trust. Customer trust is individual assurance of that others act in exchange
process in his or her interests. Trust is customer’s intention to take risk based on the belief that
his or her expectations will be met in trade with the seller [53]. Trust in relational exchange,
as a footstone for strategic cooperation between seller and buyer, is vital. Consumer trust is
one of the most important prerequisite of e-commerce. Electronic trust between business and
consumer (B2C) is highlighted recently [54]. As consumers make decisions or act based on
ambiguous information, trust appears to be crucial. Particularly, perceived trust can be seen
as reflection of an individual’s will from imparted information. Nevertheless, Eastin [55] state
that since regulations and ethics has no monitoring on on-line information, determination of
trusted information is not difficult.

Based on the text above, following hypotheses are proposed:

H2: Customer trust has significant impact on consumer’s attitude toward mobile
advertising.

H3: Customer trust has significant impact on intention to accept mobile advertisings.

2.1. Assurance from third party. Assurance from third party refers to the third company
that works as a validator for a particular retailer and acts consistent with standards presented
by assurer [56]. For instance, online retailers can assure their customers with other companies’
credibility (e.g. electronic stamps), meaning this retailer is confirmed by other company
(the third party). Nevertheless, the third party websites have little trust on mobile service
sellers.

Based on the literature above, the following hypothesis is proposed:

H4: Assurance from third party has significant impact on customer trust on advertisement.

2.2. Popularity and credibility of advertiser. The term “credibility” is employed to refer
to attributes for establishing relationships (individual or a company). Credibility includes
expertise, trust, attraction and power [45]. MacKenzie and Lutz [57] and Drossos et al. [58]
showed that credibility strongly influences consumers’ attitude toward advertiser that is
a crucial factor in consumers’ behavioral intention for advertisement. Sternthal et al. [59]
referred that a source with high credibility has more power in convincing and encouraging
relative to a source with low credibility. In addition, Choi and Rifon [60] defined advertiser
credibility as “the extent to which consumers believe that a company can present and design
products and services they want”. In addition to this, Nantel and Sekhavat [33] refer to
credibility as a source of power that leads to trust building. Well popularity takes a long time,
lots of cost, and can be lost easily [61].

Based on the text above, the following hypothesis is proposed:

H5: Popularity and credibility of advertiser has significant impact on customer trust
on advertisement.

3. The Theory of Social Norms. Norms are highly important in this research. Based on the
definition, norms are social phenomena spread out through communications among group
members. Communications not only plays a role in adjusting perceptions regarding norms,

60 MapKeTHUHT i MeHe>KMeHT iHHoBanii, 2016, Ne 1
http://mmi.fem.sumdu.edu.ua/



Po3nin 2 InHoBamii y MapkeTHHry

but also acts as an impact channel in conducting them [15]. Social norms are defined as the
concept of “rules for conduct”. Norms are standards which are considered through referral to
behavior (Judgment), thereby they are supported or rejected. Among researchers who applied
social norm in examining human behavior, the concept of social norms is accompanied by
misperceptions that is, as a result, pluralistic ignorance, false consensus and false
uniqueness [62]. The term “misperceptions” is used to explain the gap between actual attitude
or behavior and what real people think is true regarding attitudes and behavior of others.
Each of these misperceptions might be implemented in various ways and impact behaviors in
another way [17]. Berkowitz [17] also stated that the majority engaging in healthy behaviors
might wrongly admit that they are in minority. This is known as pluralistic ignorance in this
research. On the other hand, the minority of people with risky behaviors might wrongly
consider themselves as majority. This is known as false consensus in this research. Finally,
Berkowitz [17] explains how an individual enjoys considering his or her behavior
extraordinary unique. Berkowitz [17] calls this false uniqueness. Pluralistic ignorance is the
most common misperception and it occurs when most people think they act different from
their peers or think their behavior and attitude is in fact similar to the context [63].

Social norms target accepted standards and behavior encryption (Koury, and Yang, 2010).
This is another reason for importing this variable in the research. Social norms help to modify
misperceptions and examining accepted behavioral standards, and attitudes targets
the acceptance of advertisements through mobile phones. Social norms help determining
misperceptions under the influence of reaction and acceptance of mobile advertising through
examining consumers’ attitudes [64].

Due to the success of the theory of social norm in altering unintentional behaviors related
to drinking and sexual behaviors, this research uses the theory of social norms in consumers’
attitude and intention for mobile advertising.

Based on the literature above, the following hypotheses are proposed:

H6: Social norms have significant impact on perceived usefulness of mobile advertising.

H7: Social norms have significant impact on perceived ease of use of mobile advertising.

4. Developed Technology Acceptance Model (TAM?2). Among several studies around
accepting advertisement through mobile phones, Technology Acceptance Model [65] or its
extended model called TAMZ2 is popular [66]. This model accounts for relationship between
the theory of social norms and accepting advertisement through mobile phones. The developed
Technology Acceptance Model (TAM2) is a useful theoretical framework that extends our
understanding of how consumers react to mobile phone advertisements [66]. Subjective norm
in TAM?2 is effective social variable [66]. In this theory, the concept of social norm is effects
of this opportunity that lead to acceptance or rejection of a new system [66] and this is because
consumers are influenced by the things they perceive in form of norm and subjective norm,
as a variable, accounts for the fact that why consumers tend to accept mobile advertisings.
Explanation for this impact (the impact on norms on intention to accept) is that people might
select a behavior and do it while it is not appropriate for them or it has consequences.

TAM and TAM2 are widely used in studies and examines why consumers use and accept
new communicative technologies [67; 68]. Findings from empirical data show a permanent
correlation between attitude toward using mobile marketing and attitude toward intention
to use advertisement in mobile phones [68].

Venkatesh and Davis [66] also showed that social norms significantly forecast the
intention to use. The importance of this subject in consumer behavior context is that it leads to
finding consumers’ behavioral intention to accept advertisements through mobile phones.
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Furthermore, in TAM2, Perceived Usefulness (PU) is defined as “the extent to which
an individual believes using a particular system improves his or her job performance [65] that
is measured by constructs such as work speed, improvement in efficiency, productivity and
effectiveness, easier work and helpfulness of system for individual [69]”. This is when people
tend to use or not use an application or technology in a way that they think it helps them do
their jobs easier [65]. On the other hand, Perceived Ease of Use (PEOU) is defined as
“the extent to which an individual believes using a particular system does not require a lot of
effort” [65; 70]. Venkatesh and Davis [66] stated that subjective norm significantly influences
perceived usefulness. Also, Davis [65] stated that when two technology applications have high
perceived usefulness, users will choose the more user-friendly one.

TAM model shows that perceived usefulness and perceived ease of use directly impact
attitude. Also, the belief of an individual that using a technology is easy can be a factor for
technology usefulness and ultimately attitude and subjective norms influence intention to use
and actual use.

Base on the literature above, the following hypotheses are proposed:

H8: Perceived ease of use of mobile advertising has significant impact on perceived
usefulness of mobile advertising.

H9: Perceived ease of use of mobile advertising has significant impact on consumers’
attitude toward mobile advertising.

H10: perceived usefulness of mobile advertising has significant impact on consumers’
attitude toward mobile advertising.

H11: Perceived usefulness of mobile advertising has significant impact on intention to
accept mobile advertising.

5. Attitude and intention to acceptance. Attitude is a vital concept in marketing research
and information systems. Fishben defines attitude as “a learned predisposition of human
beings” [71]. Based on this predisposition, “an individual would respond to an object
(or an idea) or number of things (or opinions)”. Katler and Keller [72] stated, “an attitude is a
person’s enduring favorable or unfavorable evaluations, emotional feelings, and action
tendencies toward some objects or ideas”. For instance, Technology Acceptance Model
(TAM) that is used for forecasting the use of information systems, contains five major
constructs: perceiving usefulness, perceiving ease of use, attitude, intention and use [65].
Relationships between attitude, intention and behavior were studied and supported in several
researches.

The Theory of Reasoned Action (TRA) shows that people’s intention forms the acceptance
of a behavior or technology based on their beliefs and that belief is about the consequences of
accepting the technology [73]. Using TRA, Ajzen and Fishben showed that behaviors can be
anticipated by tendencies and tendencies are determined by attitudes and subjective norms.
Tendencies show the power of one’s programs to conduct a particular behavior [74].
Attitude is defined as negative or positive feeling of an individual regarding conducting target
behavior [73]. In other words, if an individual has positive feelings toward a behavior, he or
she has a priority and a strong reason to do that behavior and probably he or she is going to
do that. Many researchers have proven effects of attitude on tendencies and also the effect
of intention on behavior. Attitude has direct and significant relationship with a system.
This is a major finding that shows variability in using a system and its dependence on attitude
and acceptance.

Base on the literature above, the following hypothesis is proposed:

H12: Consumers’ attitude toward advertisement has significant influence on intention
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to accept mobile advertising.
Based on the text above, the following conceptual model is proposed (Figure 1).
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Figure 1 — Research Conceptual Model

Aims of the article is to examine social norms, influential factors on consumers’ attitude
and intention to accept advertisements in mobile and mobile social networks in order to
address the influencing factors on mobile advertising acceptance.

Basic materials. This research is applicable in terms of objective and descriptive-survey
interm of collecting data. Data were collected through questionnaire. The statistical
population of current research is mobile phone users in Mashhad. Based on Krejcie and
Morgan’s [75] sample size table, 384 questionnaires ought to be collected. For more
assurance, 436 questionnaires were collected from Mashhad mobile phone users in judgmental
method. The questionnaires were distributed among people who received advertisements
through mobile social networks.

The questionnaire contains 47 indicators to measure variables and 5 alternatives.
Likert scale (from completely disagree to completely agree) is employed for all research
variables except consumer behavior.

To investigate the validity of questionnaire, face and content validity method is employed.
To do so, questionnaires were distributed among 18 college professors and after collecting
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them back, modifications have been done and the final questionnaire was provided.
For introductory studies, 30 questionnaires were collected and using Cronbach alpha
the reliability of questionnaire was tested. The description is presented in Table 1. Normally,
alphas with smaller than 0,6, between 0,6 and 0,8 and greater than 0,8 values have low,
acceptable and high reliability, respectively [76].

Table 1 — Cronbach Alpha coefficient for all variables

Variables Source Cronbach’s
alpha
Customer Trust Saadeghvaziri et al. (2011) 0,77
Popularity and credibility of advertiser| Doney & Cannon (1997) 0,89
Assurance from third party Saadeghvaziri et al. (2011), Kim et al. (2008) 0,57
Context Westerlund et al. (2010) 0,58
Entertainment Tsang et al. (2004) 0,88
Personalization Jingju (2007) 0,78
. Koufaris & Hampton-Sosa (2004),
Informativness Westerlund et al.p(2010) ( : 0.86
Consum_er’s attitude toward mobile Westerlund et al. (2010) 0,84
advertising
Intention to accept mobile advertising | Venkatesh et al. (2000) 0,89
Perceived usefulness Parren™o et al. (2013) 0,92
Perceived ease of use Venkatesh et al. (2000) 0,76
Misperceptions Klein & Boster’s (2006) 0,52
Pluralistic ignorance Prentice & Miller’s (1996) 0,47
False consensus Ross et al (1977) 0,66
False uniqueness Suls & Wan’s (1987) 0,79

As it can be seen in Table 1, all variables except assurance from third party, context,
misperceptions and pluralistic ignorance have low reliability. For this reason, some
modifications have been conducted on questionnaire and at the end, we retested reliabilities
and results are shown in Table 2.

Table 2 — Retest reliability of some variables

Variables Cronbach's alpha
Assurance from third party 0.738
Context 0.663
Misperceptions 0.761
Pluralistic ignorance 0.659

Table 3 presents the features of statistical sample.

Hypotheses were tested through Structural Equation Modelling (SEM) method using Amos
and SPSS Version 22. In Structural Equation Modelling three common approaches are
employed. For this research, maximum likelihood estimation approach is chosen. To evaluate
research relationships and reliability, SPSS was employed in pre-test stage and then, Structural
Equation Model and Amos were used. In this research, perceived advertisement content, social
norms, assurance from third party, and popularity and credibility are independent variables
and perceived usefulness, ease of use and attitude toward mobile advertising are mediator
variables, and intention to accept mobile advertising is dependent variable.
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Table 3 — Demographic features of research statistical sample

Index Options Frequency Frequency percentage
Sex Male 161 36,8
Female 275 62,9
Under Diploma 11 2,5
Diploma 116 26,5
d . Associate Degree 192 43,9
Education Bachelor 50 114
MSc 55 12,6

PHD and higher 13 3

Under 20 years 9 2,1
21-25 years 39 8,9
Age 26-35 years 167 38,2
36-45 years 168 38,4
More than 46 years 54 12,4

Byrne [77] believes that following prerequisites need to be fulfilled before working with
maximum likelihood estimation method:

1. Normality of distribution.

2. Being continues or be measured by continuous scales.

The first prerequisite is examined measuring skewness and ketosis and using Likert 5
alternative scale, the second prerequisite was also met. Byrne [77] proposes smaller than
7 kurtosis and skewness between +3 and -3 for normal data. Based on data collected, data
skewness coefficient is between -1,220 and 0,712 and their kurtosis is between 1,111 and
1.124. This shows the normality of data.

For Structural Equation Modelling, first confirmatory factor analysis for variables and their
dimension was conducted and then, after evaluating measuring model, the fitness of the
research model was examined. With respect to that minimum factor loading for variables with
more than three indicators was greater than 0.5, construct validity for these variables
is supported.

Evaluating the model fitness is the next step in structural equation modelling. After this
step, while path analyzing, relationship between constructs are also examined. In this way,
research hypotheses are tested.

Figure 2 illustrates indices for research structural model. Wwith respect to Figure 2 and
after path analysis and determining effects between variables and signification of these
variables, the coefficient of attitude and intention to accept mobile advertising were 0,69 and
0,8, respectively. Therefore, perceived usefulness and ease of use and customer trust totally
take account for 69 percent of attitude changes and attitude takes account for 80 percent of
changes in intention to accept. In Figure 2 and Figure 3, the g1, g2, ... corresponds to
question 1, question 2, ... in the questionnaire and el, e2, ... corresponds to error terms
associated to each question in structural equation modeling. The arrows show the direction of
effects and the number on each arrow shows the path coefficient.

Subject to the results from hypotheses tests and Structural Equation Modelling,
the research model is presented as Figure 3. Wavy lines illustrate insignificancy and
ineffectiveness. According to Figure 3, the impacts of trust and perceived content on intention
to accept mobile advertising is insignificant. Table 4 shows hypotheses tests result.
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Figure 2 — Structural Model Research
Table 4 — Test results of hypotheses
Causal path Result
1. Perceived content in advertisement — Intention to accept mobile advertising Rejected
2. Customer Trust Consumer’s attitude toward mobile Accented
» advertising P
3. Customer Trust — Intention to accept mobile advertising Rejected
4. Assurance from third party Customer Trust Accepted
5. Popularity and credibility of advertiser — Customer Trust Rejected
6. Social Norms — Perceived usefulness Accepted
7. Social Norms —» Perceived ease of use Accepted
8. Perceived ease of use —» Perceived usefulness Rejected
9. Perceived ease of use —> Consu'm'er s attitude toward mobile Accepted
advertising
10. Perceived usefulness —» Consumer’s attitude toward mobile Accepted
advertising
11. Perceived usefulness — Intention to accept mobile advertising Accepted
12. Co_nsumer s attitude toward mobil —» Intention to accept mobile advertising Accepted
advertisement
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Figure 3 — The final research model

Conclusions and directions of feather researches. Based on the first hypothesis test,
perceived advertisement content has no impact on intention to accept advertisements. This is
in contrast with the work of Nantel and Sekhavat [33]. The reason might be that it has no
direct impact or each component of perceived content (i.e. personalization, entertainment,
context and information value) has impact separately. Based on the second hypothesis test,
the more customer trust is, the more positive attitude of customers toward mobile advertising
will be. This is consistent with the work of Hsu et al. [53].

Based on the third hypothesis, customer trust has no significant impact on intention
to accept mobile advertisings. This is in contrast with the work of Shin et al. [54]. Trust might
impact intention to accept through attitude and it has no direct impact. Based on the fourth
hypothesis, assurance from third party has no effect on customer trust on advertisements.
Thisis in contrast with the findings of Kimery and McCord [56]. This component might
indirectly impact customer trust through seller’s popularity and credibility.

Based on the fifth hypothesis, increasing seller’s popularity and credibility will increase
customer trust on advertisements. This is in consistent with the work of Nantel and
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Sekhavat [33]. Based on the results of sixth and seventh hypotheses, social norms has impact
on perceived usefulness and perceived ease of use. This is consistent with Koury and
Yang [64]. Based on the eighth hypothesis, perceived ease of use has no significant impact on
perceived usefulness. This is in contrast with the study of Davis [65]. In all cases that
hypotheses were not supported, the reason might be due to the newness of this technology
in Iran, the lack of sufficient knowledge of marketers, the difference of mobile social networks
and the way of acceptance among users with older media such as SMS.

Findings of ninth, tenth and eleventh hypotheses show that increasing perceived usefulness
and ease of use makes the customer attitude more positive, and also increasing perceived
usefulness improves intention for acceptance of mobile advertisings. This is consistent with
the work of Davis [65]. The result of the twelfth hypothesis reflects that consumers’ attitude
has impact on intention to accept. This is consistent with the research of
Ajzen and Fishbein [73].

Based on findings in this research, it can be noted that business owners can improve
intention for acceptance through enhancing factors influencing it. It is suggested that mobile
advertisings include information related to the new product, service, price change and
discounts. Advertisement effectiveness can be improved through sounds and pictures due to
the feedback of participants we got that they were more satisfied with Instagram
advertisements which include pictures. In order to prevent audience annoyance,
advertisements ought to be brief and clear and if possible, containing funny and entertaining
content. Focusing on updated information and paying attention to users’ requirements and also
using funny and entertaining content are crucial. This research aims to evaluate users’
intention to accept advertisement through mobile phones in Mashhad. With respect to the
literature and studies, it is suggested that cultural factor is one of the most important factors
forming human behavior. It has to be considered in future studies to evaluate its impact on
intention to accept. Also, exploring mobile advertising effectiveness in a qualitative study is
suggested for future works.

One particular feature of semi empirical studies is the impact of irritating variables on
dependent variable. While controlling irritating variables is not possible for the researcher,
thereby political variables and some internal variables of the company can be influential in
unusual profit changes. Future models should rich to a comprehensive model considering
concepts such as social norms, virus marketing, customer satisfaction, social relationship
power, perceived social benefits, reward, personality power and mind leadership. Acceptance
of advertisement messages should be investigated in other cities. Repeating this model shows
whether the findings are supported in other cities or not.

Also it is suggested to examine the effectiveness of mobile advertisings in different media
advertisement effectiveness studies. In depth study, using qualitative approaches is needed
to more explore the factors influencing mobile advertising acceptance in social networks.
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