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Abstract 

This paper examines the factors that influence mobile marketing acceptance among female Saudi consumers. A 
survey was conducted using an electronic and self-administered questionnaire. A total of 300 questionnaires were 
distributed. The valid questionnaires were 226; thus the response rate is 0.75. This study examines the following 
factors: providing information, content sharing, content access, personal attachment, and perceived value as 
independent factors. The mobile marketing acceptance was the dependent factor. Results of the study indicate 
there is a high association between study variables and mobile marketing acceptance. Conclusion, study 
limitation, and future studies were provided. 

Keywords: mobile marketing acceptance, providing information, sharing content, accessing content, personal 
attachment, perceived value 

1. Introduction 

With significant growth in cell phone usage, technological developments have created new marketing 
communication channels. These digital channels have increased the possibilities to reach consumers by allowing 
personalization of the content and context. 

The Mobile Marketing Association (MMA) defines mobile marketing as “the use of wireless media as an 
integrated content delivery and direct response vehicle within a cross media or standalone marketing 
communications program” (MMA, 2006). Specific consumer segments—such as the female market—are using 
mobile phones increasingly for multitasking (Gong & Li, 2008; Plant, 2006; Sangwan & Pau, 2005; Sultan et al., 
2009).  

Moreover, the advantages of mobile marketing are its ability to build and develop customer relationships. 
Furthermore, the majority of mobile devices are able to download applications, pictures, send and receive text, 
etc. Thus mobile marketing is used by marketers, consumers, mobile operators, and others to contact other points 
and receive a direct response. 

Consumer engagements in mobile marketing efforts have attracted and challenged many researchers. 
Nevertheless, the extent to which consumers accept mobile marketing efforts remains unclear. Empirical studies 
on factors that influence mobile marketing acceptance are little in the Saudi context. Accordingly, the aim of this 
paper is to examine factors that affect Saudi female consumer acceptance of mobile marketing. 

Therefore this paper seeks to fill the gap in the mobile marketing literature from a female consumer’s perspective. 
Furthermore, this paper will investigate mobile marketing acceptance factors and identify the most crucial 
factors to help marketers reach their consumers. 

2. Research Objectives 

 To address the current usage of mobile marketing by the Saudi female. 

 To investigate Saudi female consumer mobile marketing acceptance. 

 To explain how the most influential factors such as providing information, sharing content, accessing content, 
personal attachment, and perceived value. 
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3. Problem Statement 

The main purpose of this paper is to explore mobile marketing consumer acceptance factors. Accordingly, for 
more understanding in regards to consumer acceptance of mobile marketing, this paper will address mobile 
marketing and determine the most influential factors from a consumer’s perspective.  

4. Importance of the Study 

This study contributes to increase the understanding of the important factors that affect mobile marketing 
acceptance. Hence, this study considered the first attempts to identify factors that affect mobile marketing 
acceptance in Saudi Arabia. This study also contributes to the growing literature on mobile marketing by 
investigating the acceptance of Saudi female consumers of mobile marketing. Finally this study will provide 
empirical evidence of mobile acceptance factors among the Saudi context. 

This paper proceeds as follows: in the next section, a literature review on the study variables will be presented 
followed by conceptual background and hypotheses, a description of the method used, data collection method, 
sampling framework, and measurement description will be addressed. Finally, data analysis and study results 
followed by a conclusion and study limitation will be provided. 

5. Literature Review 

5.1 Mobile Marketing Acceptance 

Mobile technologies are crucial in today’s businesses (Haghirian et al., 2005). They provid emany opportunities 
for marketing activities and communications than does traditional media (Friedrich et al., 2009; Haghirian et al., 
2008).  

Many scholars have pointed out the importance of mobile technology as a strategic issue. Mobile technology 
integrates the Internet and computers into wireless environment communication. Furthermore, the improvement 
in mobile technology devices opens the door to surf the Internet, find locations with GPS, watch movies, play 
games, and so on (Balasubramanian et al., 2002; Siau et al., 2005). Therefore, as consumers are increasingly 
exposed to mobile marketing, their acceptance is also increasing. Deng et al. (2010) define mobile marketing 
acceptance as “an individual consumer’s propensity to accept new technologies and use them in a way that they 
will find useful”. Some scholars define mobile marketing as the use of mobile to personal information, provide 
others with specific locations, one-to-one communication, and for entertainment (Bauer, 2005; Gao et al., 2010). 

According to the factors that influence consumer acceptance of mobile marketing, studies show that different 
factors have been addressed (Barnes & Scornavacca, 2004; Barwise & Strong, 2002; Bauer et al., 2005; Carroll 
et al., 2007; Kavassalis et al., 2003; Leppa¨niemi & Karjaluoto, 2005; Siau et al., 2005). The finding of these 
studies pointed out factors such as providing information, trust, control over the transaction, perceived value, 
consider risk, etc. Smutkuptet et al. (2012) pointed out that there is a high correlation between consumer skills 
and sense of control related to Internet use and online shopping and accessing product information. 

5.2 Providing Information 

Most mobile marketing use is concerned with providing information to either send or receive (Kim, 2002). 
Mobile marketing’s first goal is to present information to the final user. Furthermore, different information is 
available using phone devices. The majority of consumers are seeking direct communication to receive 
information (Stewart & Pavlou, 2002).The network allows people, marketers, and organizations to send and 
receive relevant information by providing demographic, geographic, and subscriber information.  

5.3 Sharing Content 

Consumers are mostly involved in mobile marketing to share text content. Thus the content needs to be relevant 
and directly accepted by consumers (Roach, 2009). Digital channel content acceptance was perceived as 
disturbing by high-involvement consumers and perceived positively by those who are low involvement (Sultan 
et al., 2009).  

5.4 Accessing Content 

Using mobile marketing opens the door for people to access abundant content. Mobile marketing allows people 
to access more content than do traditional and email channels. Studies find that information privacy content 
obtained by mobile users is a concern that can be mitigated by other factors (Kavassalis et al., 2003). The 
probability of accessing different content relies heavily on expectations, experience, and mobile devices.  

5.5 Personal Attachments 

Personal attachment is one of the important constructs that represent the self through personalized features (Peng 
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& Spencer, 2006).These self features include ringtones, wallpapers, special content, etc. Studies that examine 
personal attachment are rare (Kim, 2002).  

5.6 Perceived Value 

Cronin et al. (2000) pointed out that perceived value is a “trade-off between what customers receive, such as 
quality, benefits, and utilities, and what they sacrifice, such as price, opportunity cost, time, and efforts.” Persaud 
& Azhar (2012) stated that perceived value is the consumer’s overall assessment of the benefits of a product. 
Thus the perceived value of mobile marketing is the personal information in the shopping context. Another 
definition of perceived value by Kim et al. (2007): “It is the consumer’s overall assessment of the utility of a 
product based on perceptions of what is received and what is given.” 

6. Research Hypotheses 

H1: Providing information is positively related to mobile marketing acceptance. 

H2: Sharing content is positively related to mobile marketing acceptance. 

H3: Accessing content is positively related to mobile marketing acceptance.  

H4: Personal attachment is positively related to mobile marketing acceptance.  

H5: Perceived value is positively related to mobile marketing acceptance. 

7. Research framework 

7.1 Research Conceptual Model 

This study will be based on the following developed model: 

 

 

Figure 1. Research model 

 

8. Research Methodology 

8.1 Data Collection Method and Sampling Framework 

The present study aims to examine in a quantitative method the mobile marketing acceptance factors from a 
customer’s point of view. Thus the population involved all Saudi female consumers using mobile marketing. 
Accordingly, a probability sampling technique was used to administer a consumer survey; a random simple 
sample method was adopted to collect the data. The sample contains all female consumers from different ages 
and different positions in Riyadh. Participants were informed of the purpose of the research, and they were 
informed their responses would remain confidential. The proposed number for the sample is 300 participants. 
The retrieved questionnaires were 257 (31 were excluded because of incompletion). Thereforethe valid 
questionnaires to the statistical analysis were 226, with a 75% response rate. 
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8.2 Instrument Design 

The scales used in this study have been sourced from literature. Five scales for this study were adopted from 
Sultan et al. (2009): providing information, sharing content, accessing content, personal attachment, and mobile 
marketing acceptance. Perceived value scale items were adopted from Sultan et al. (2012). Demographic 
variables were added in a separate part of the questionnaire. The survey items for the scales are listed in the 
appendix. 

The questionnaire was initially developed in English then translated into Arabic. To ensure translation 
equivalence, the questionnaire was then back-translated into English. Face validity was done by marketing 
academic professors; this helped to clarify ambiguous questions. The coefficient alpha is 0.85, which reflects 
good internal consistency of the scales.  

8.3 Analysis Technique 

The collected data was analyzed by using SPSS; frequency and percentages were calculated to interpret the 
demographic characteristic of the students. As the sample size was large (226 cases), regression analysis was 
adopted to identify the most important contributing variables used in the current study. Regression analysis 
assumes that variables have normal distributions and linearity of the relationship between the dependent and the 
independent variables in the model. This technique was used to measure the different levels of association 
between study variables.  

9. Results 

Regression analysis was used to explore the association between the independent variables and mobile marketing 
acceptance. The model summary shows good sampling adequacy with 0.805. Providing information hypothesis 
H1 is supported; the results support H1 as a prediction of significant providing information with mobile 
marketing acceptance (p.0.004< 0.05). The coefficient β=0.198 indicates positive association between providing 
information and mobile marketing acceptance. On the other hand, sharing content H2 is significant with (p0.000 
< 0.05) the coefficient β = 0.282, which means positive association between sharing content and mobile 
marketing acceptance. The third hypothesis H3 is supported with (p 0.000<0.05), and β = 0. 290meansthere is 
positive association between accessing content and mobile marketing acceptance. Personal attachment H4 (p.000 
<0.05), the coefficient β= 0.388 indicates good association between personal attachment and mobile marketing 
acceptance. Finally, H5 perceived value is supported as (p 0.000<0.05), and positive association was found β = 
0.482. Table 1 provides a summary of the analysis results.  

 

Table 1. Analysis results 

 

Hypotheses β P-value Results 
Providing information 0.198 0.004 Supported
Sharing content 0.282 0.000 Supported
Accessing content 0.290 0.000 Supported
Personal attachment 0.388 0.000 Supported
Perceived value 0.482 0.000 Supported

 

10. Discussion and Conclusion 

This research attempts to investigate the influential factors of mobile marketing among Saudi females. The paper 
studies the influences of providing information, sharing content, accessing content, personal information, and 
perceived value. Testing the acceptance of mobile marketing indicates a significant effect of the study variables 
among females as a marketing tool. Saudi women believe that their culture’s changes and technological 
advancements have a positive impact on their lifestyles (Bauer et al., 2005; Tao et al., 2010).  

Therefore this study adds greater depth on Saudi female choices and how marketing changes affect their 
decisions. Furthermore, the study adds to the literature by examining Saudi female consumers as a large and 
growing market (Roach et al., 2009; Smutkupt et al., 2012). 

11. Limitation and Future Studies 

This research has examined consumer acceptance of mobile marketing in the Saudi context; the study was 
conducted in Riyadh where the consumers are more mature than in other regions. The study focuses on some 
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factors that are more influential according to previous studies. Therefore it is recommended that future research 
extend this study in other cities and regions for generalization issues. Further research needs to explore consumer 
social financial factors as well. It is also interesting to examine the effect of the demographic variables on mobile 
marketing acceptance. 
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Appendix 

Questionnaire 

Please answer all the questions by circling the appropriate answer, where (1) means strongly disagree and (5) 
means strongly agree. 

 
NO. 

 
The statements 

Strongly 
disagree 
(1)

 
(2) 

 
 
(3) 

 
 
(4) 

Strongly 
agree 
(5)

1. Providing Information    
1.1 Provide your e-mail address to a website using your cell phone.    
1.2 Register with a website using your cell phone.    
1.3 Register for a contest or promotion using your cell phone.    
2. Sharing Content    
2.1 Friends often send me cool downloads such as ringtones or 

screen graphics on my cell phone. 
   

2.2 I often send my friends new screen graphics or ringtones on 
their cell phones. 

   

3. Accessing Content    
3.1 Download content (wallpaper, ringtone, others) using your cell 

phone. 
   

3.2 Access fun and entertaining content such as ringtones or games 
using your cell phone.

   

3.3 Pay for content such as games or ringtones for your cell phone.    
4. Personal Attachments    
4.1 I like to customize my cell phone with interesting screen 

graphics or wallpaper. 
   

4.2 The way my cell phone looks and is designed is important to 
me. 

   

4.3 I like to customize my cell phone with new ringtones.    
5. Mobile Marketing Acceptance    
5.1 I would be willing to receive information on where to buy 

certain products or services on my cell phone.
   

5.2 I would be willing to receive offers on my cell phone from 
companies selling products related to an event I am attending 
(for instance, a sporting event). 

   

5.3 Overall, I would be willing to receive solicitations from 
companies to whom I gave my permission.

   

6. Perceived Perceived Value    
6.1 Compared to withthe fee (e.g., application fee, registration fee) 

I need to pay, the use of mobile marketing offers value for 
money. 

   

6.2 Compared to withthe effort (e.g., learn how to use) I need to 
put in, the use of mobile marketing is beneficial to me.

   

6.3 Compared to withthe time (e.g., searching time) I need to
spend, the use of mobile marketing is worthwhile to me.
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Personal Information 

Age:          Less than 25        25-30          31- 35          36-40     

               41-45             46- 50         more than 50 

Education level: 

        Secondary school           Diploma degree                   Bachelor degree       

        Master degree              PhD degree  

Job Title: 

        Administration                Teacher                Lecturer 

        Professor                     Doctor                Other 

Monthly family income: 

       Less than 5,000 SR              5,000 -9,999 SR              10,000-14,999 SR 

 

       15,000 -19,999SR              More than 20,000 SR  

 

                   *** Thank you for your participation *** 
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