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ABSTRACT:

According to the development and integration of mobile computer processing
technology and mobile communication, this creates a huge business opportunities.
Dickinger et al. (2005) defined that mobile commerce is a direct or indirect money
value transaction through wireless facilities such as laptop or mobile phone and so on.
With the speedy development on mobile communication technology and, mobile
business enters to a new era for mult-media competitions. Hence, Mobile advertisement
is the newest media favor. Short Messaging Service (SMS) provides a popular
application on mobile service. In recent years, Multimedia Messaging Service (MMS)
becomes a fashionable application too. SMS offered only text-only. Now, mobile
advertising message sends not only text but also mule-media such as picture, music, and
video etc. All developments create a new business war by mobile advertisement. This
research found that different advertisement format has a significant influence on
customer satisfaction, and also works on corporate image. This research discovered that
the format of mobile advertisement influences customer’s corporate image and attitude
toward to satisfaction. Whether customer is satisfied refers to that company operates
mult-media mobile advertisement, product image become to a reason.

Keyword: Mobile Advertisement, Corporate Image, Satisfaction, Advertisement
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Within Groups 17054.404 G670 15454

Tuotal 17118.782 G672

Between Groups 24 5545 2z 12277 61 ]
Within Groups 2557 421 G70 14265

Total 0581 076 G672
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't % 5-1: w ¥4 47 Regression Analysis

¥ = 113
Model Surnrmary
R
W= 10D Adjusted R 5td. BError ofthe
fulodel ( Selected) F Square Square Estimate
1 it 469 459 28274649
a. Predictors: (Constant), O, B, A, C
B HOWA =
fulodel Sum of Squares df hiean Square F Sig.
1 Regre s=sion 1414.562 4 353 G40 44231 ooo’
Reszidual 1599.043 200 T HA5
Total 3013610 w04
a. Predictors: (Constant), O, B, A, C
b. Dependent Warable: E
c. Selecting only cases for which W= 100
Coefficierts™"
Standardized
Unstandardized Coefficients Coe flicients
fulodel B 5td. Emor Beta t Sig.
1 [Constant) 1.210 T4 1632 104
A .0 &7 D54 723 A7
B .DED 118 nza 417 BYT
C 316 074 61 4283 .oon
u] 251 044 255 ST .oon
a. Dependent Warable: E
b. Selecting only cases for which W= 1.00
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"t % 5-2 w §F 4 17 Regression Analysis

V- Z(SHSHELH)
Model Surnrmary
R
Wiz 20D Adjusted R 5td. BError ofthe
fulodel ( Selected) F Square Square Estimate
1 Rilili 435 424 287161
a. Predictors: (Constant), O, B, A, C
B HOWA =
fulodel Sum of Squares df hiean Square F Sig.
1 Regre s=sion 1427 423 4 356 266 a0.415 ooo’
Reszidual 1854.270 210 8230
Total 3281.693 214
a. Predictors: (Constant), O, B, A, C
b. Dependent Warable: E
c. Selecting only cases for which W= 200
Coefficierts™"
Standardized
Unstandardized Coefficients Coe flicients
fulodel B 5td. Emor Beta t Sig.
1 [Constant) g 05 Bz 413
A A0z &0 134 1696 .09
B .09 140 oos A4 ada
C 2T 082 247 3313 oo
u] iz D56 330 4987 .oon

a. Dependent Warable: E

b. Selecting only cases for which W=

z.oo
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"t % 5-3 w §F 4 17 Regression Analysis
V- 3 (SISHEER )

Model Surnrmary

R
Wiz anp Adjusted R 5td. BError ofthe
fulodel ( Selected) F Square Square Estimate
1 Eaz 473 A7 2617149
a. Predictors: (Constant), O, B, A, C
B HOWA =
fulodel Sum of Squares df hiean Square F Sig.
1 Regre s=sion 1563403 4 390 8461 &7.061 ooo’
Reszidual 1698 716 148 G 250
Total 3262119 252
a. Predictors: (Constant), OB, A C
b. Dependent “Yarable: E
c. Selecting only cases for which W= 300
Coefficierts™"
Standardized
Unstandardized Coefficients Coe flicients
fulade| B Std. Ermor Betm t Sig.
1 [Constant) B2 LA A4z 347
A A3z 050 183 16563 ooz
B 022 093 014 225 a1z
C 294 &0 61 4947 .oon
u] 183 033 266 4872 .oon
a. Dependent Warable: E
b. Selecting only cases for which W= 3.00
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The conference was held on 1st April to 4th April in San Francisco. During the 4
days conference, there were more than hundreds of Scholars or Researcher from
worldwide. The backgrounds of Most of them are business or e-commence. This
conference did provide me some new ideas for my future research. My topic is to
explore mobile marketing on customers. This is the new area for business management.
Through conference communication with other authors from other countries, 1 was
created some new considerations from the interflow activities. Mobile marketing
provide enterprise value by customers using the functions, also help on Corporate Image
and Customer Satisfaction increasing. Through the discussion and presentation in
conference, the development of mobile marketing has strong influence on the
integrations by customer using and business profit. Usually, the researches only focus
on e-business; however, everyone has a mobile phone. This is a very common situation
in the world. Moreover, the development of wireless network is another index that the
city is modern enough or not.

Therefore, m-business becomes another important subject for current business.
Nevertheless, a successful mobile marketing should work with the effective media to
delivery the message to target customers. It could bring a huge effect on marketing
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activities, no matter on promoting products, brands or corporate image. This conference
was held in San Francisco in the US. During the break of the conference, | also explored
the city. | found that the economic in the US was not expected. At the same time, mobile
business is very active in the US. This is a new chance to take a new market share why
Apple is hurry to stand firm on mobile phone market. As well, with a good and popular
hand phone, mobile marketing becomes a new opportunity for marketing. 1 am very
happy to join this conference. | had a wonderful harvest both on academy and actual
experience on marketing.
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The Influences of M-Advertising Message Format on

Corporate Image and Customer Satisfaction

Cheng Fang Hsu, Shu -Te University, Taiwan hsuconnie@yahoo.com

ABSTRACT

Dickinger et al. (2004) defined that mobile commerce is a direct or indirect money
value transaction through wireless facilities such as laptop or mobile phone and so on.
With the speedy development on mobile communication technology and, mobile
business enters to a new era for mult-media competitions. Hence, Mobile advertisement
is the newest media favor. SMS with text-only provides a popular application on mobile
service. Now, M-advertising sends not only text but also mule-media such as picture,
music, and video etc which is like MMS. This research is to explore the influence of
different advertisement format on customer satisfaction and corporate image. This
research adopts the experimentation as the method by online experience with Media
Richness Theory. This research found that (1) M-advertising message format affects
customer satisfaction; (2) message format has better effects in richness media format to
promote corporate image.

INTRODUCTION

Public media is a kind of message sending by the process of decoding and decipherment.
Generally, message receiver usually is selected by advertising sponsors from their target
customers and the message is designed to point at the customers who has the potential
of buying. (Wells et al., 2003) The message is not only sending the information about
products or services but also delivery the advertising message. Recent years, mobile
phone using has presented a very fast growing on value added services, such as games,
ring-tones, stocks, GPS, MSN mobile, and information services. It appears a chance for
companies that mobile channel is a new opportunity to deliver more complete services
to consumers, to increase corporate brand image and to supplement company products
(Mobile Marketing Association, 2003). Therefore, customer satisfaction is direct
influence on the level of accepting message which result different feedbacks. (Shimp,
2006) This research aims at customer satisfaction if appears any different feedback after
receiving the different M-advertising message format. Moreover, it also targets at the
message format has better effects in richness media format to promote corporate image.

M-ADVERTISING AND M-ADVERTISING MESSAGE FORMAT
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AMA (2003) emphasized that advertising is to issue trustable information and to send
by suitable media which can convince the target customers of organizations’ products or
services. Wells et al., 2003 indicated that public media is a receiving and understanding
process which organizations send the message for their products or services. Therefore,
the receiver is always locked by the target market. Mobile advertising (M-advertising) is
trade in all business activities by wireless such as PDA, mobile phone, Laptop etc.
(Mueller, 2000) The purpose of M-advertising is to promote the information about
products or services by M-communication system with target users. (Pagani, 2004) With
the limitation of mobile phone and communication technology, SMS (Short Messaging
Service) and MMS (Multimedia Message Services) are the major methods to delivery
the information of M-advertising (Dickinger et al., 2004). The report of The Directorate
General of Budget, Accounting and Statistics (DGBAS) of Executive Yuan, Taiwan,
appears that the number of 2G users is Triple to that of 3G users in 2007. Also, the
former reduced 12% but the later grew up 119% compared to 2006. Hence, SMS and
MMS absolutely play the important role of M-advertising. However, SMS and MMS
are also a kind of interference if the consumer does accept with the message delivery.
By mobile communication service, SMS and MMS can aim at each different target
customers according to the background, location, or favors to operate the best
promotion. SMS and MMS are the most important channel to deliver message because
there is no location or time limitation. SMS and MMS both have three same essential
characteristics which are permission issues, privacy and customer data base system.
(Merisavo, Kajalo, Karjaluoto, Virtanen, Salmenkivi, Raulas, and Leppaniemi, 2007)
Dickinger et al., (2004) indicated that 36 % consumer is encouraged his purchase
intention and 15% consumer carries out his purchase behavior because if seeing SMS.
Hence, by M-advertising by SMS and MMS, organizations can create new promotions
provide products or services purchase information, market survey and strengthen new
brand or image. (Chaffey, 2004) SMS and MMS are both message format on mobile
phone. However, SMS only support text format. MMS provides the lack of SMS on
multimedia such as video, picture, voice and so on. (IMAP, 2003) SMS and MMS are
delivery by mobile internet system but a real-time service. Therefore, a successful
M-advertising is to reach marketing spot on targeted customers by data base of SMS
and MMS system. Enterprises can find out the new market opportunities by advertising
achievements (Chaffey, 2004).

CORPORATE IMAGE

Corporate image is intangible and immeasurable actually. Keller (2000)
highlighted that it is necessary for corporate to have a concrete plan to develop their
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image. This is because corporate image is an important element affecting customer
satisfaction and patronage. Corporate image is powerful to affect customers’ decision.
(Dowling ,1986; Keller, 2000; Bhat and Reddy, 2001) Corporate image is not always
invariable in consumer’s mind. It covers product image, customer orientation image,
corporate public image and corporate credibility. (Keller, 1993; 2000) Walters (1987)
highlighted that corporate image is made up institution image, functional image and
commodity image (Kotler, 1997). Therefore, corporate image is formed by the whole
impression according to what customers experience with company. Zeynep and Rajeev
(2004) emphasized that a trusting corporate image helps encourage on customer’s
attitude and reduce the risk perception.

CUSTOMER SATISFACTION

Satisfaction is defined in Oliver's (1997) terms: that it is the consumer's fulfillment
response. It is a judgment that a product or service feature, or the product or service
itself, provides a pleasurable level of consumption-related fulfillment. In other words, it
is the overall level of contentment with a service or product experience. Hence, the
importance of customer satisfaction to the success of consumer purchase (Krampf et al.,
2003) and to benefits of retailers has been well documented. In addition, Customer
satisfaction is regarded as a primary determining factor of consumer retention and
attitude on purchasing behavior. Krampf et al. (2003) emphasized that the role of
customer satisfaction has generally focused on expectations, perceived performance,
and satisfaction as modeled within a confirmation/disconfirmation paradigm.
Additionally, Satisfaction cannot be fully understood without acknowledging the
affective dimension because people perform evaluations by monitoring their subjective
affective responses (feelings and emotions) to the target responding by satisfactions.
Moreover, Kotler (2006) emphasized that a satisfied customer usually has repurchase
and also introduce to other their service or product experience. Therefore, a satisfied
customer is absolutely the key to effect promoting M-advertising.

DISCUSSION

This research aims at mobile user who has a term mobile phone contract in Taiwan with
using 1-year or more experience. Total 350 surveys were administrated Taipei area
Taiwan with 257 (73.4%) valid returning survey. For the survey responder percentage,
viewed message (45.79%) is female and is (54.21%) male. There are some findings in
this research. First, message format has a significant influence with advertisement effect
by risk perception, cooperate image, customer satisfaction and the attitude by the result
of ANOVA, p=0.05. According to the description statistics analysis, message format
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presents that text message (2.63) < picture message (3.17) < mult-message/text, picture,
video and music (4.11). This indicates that customer has low risk perception with
message format if they can see the information about products or services as much as
possible. Moreover, message format presents again that text message (3.26) < picture
message (4.17) < mult-message/text, picture, video and music (4.80). This indicates that
customer has the better cooperate image about product providers and he considers at
that the company is more trusting with more information. Customer satisfaction and
attitude both display that text message (3.42/3.37) < picture message (4.66/3.89) <
mult-message/text, picture, video and music (5.17/4.65). This indicates that customer
has more satisfied through more information format delivery and his attitude has more
friendly. To sum up, customer has better attitude, cooperate image, satisfaction and
lower risk perception by different message format. Therefore, the richer the media of
message format is, more accepted it is. This research found that message format has
better effects in richness media format to promote corporate image. Finally, through
Post Hoc analysis, it highlights that it is a significant difference among variables,
p=0.01. Customer feedbacks the lowest on only text format than picture message and
mult-message/text by all variables (risk perception, cooperate image, customer
satisfaction and the attitude). For this reason, with richer media format, customer has
more satisfied, lower risk perception, better attitude, and better cooperate image.

CONCLUSION

In this research, there are four major variables (risk perception, cooperate image,
customer satisfaction and the attitude) adopted to test if M-advertising message format
affects customer satisfaction and the message format has better effects in richness media
format to promote corporate image. Customer has better attitude, cooperate image,
satisfaction and lower risk perception by different message format and customer has
more satisfied, lower risk perception, better attitude, and better cooperate image with
richer media format.
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