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ABSTRACT

The objective of this independent study was to study consumer attitudes towards
mobile marketing communication in Mueang District, Chiang Mai province. The data were
collected from questionnaires of 300 respondents who were customers of the AIS, DTAC and
Orange mobile phone service providers in Mueang District, Chiang Mai province. Data analysis
used quantitative statistics that consisted of frequency, percentage and mean.

Most of the respondents were female, younger than 20 years old, with a bachelor
degree. Most of them were student, earned lower than 5,000 Baht per month and owned Nokia
mobile phone.

Regarding the cognitive component, most of the respondents lacked understanding of
a mobile marketing communication. Only 31.00 percents of them answered correctly about
mobile marketing communication which consisted of advertising, direct marketing or promotion
through SMS, MMS, ring tone or logo service on mobile phone.

Regarding the affective component, the overall average score of opinions towards
mobile marketing communication was at moderately agreeable level, with strongly agreeable

level of opinions towards the top three of sub marketing activities. This top three of sub



marketing activities included “The membership form has to be able to fill permission for business
to send any marketing communication”, “Favor free ring tone download which is music track of
advert on TV” and “Annoyance when got SMS which is an advert to buy product or service”,
respectively.

Regarding the behavioral component, most of the respondents had experience getting
the mobile marketing communication which was advertising and SMS format. They were sent
mostly by telecommunication business. But most of them didn’t use the receiving mobile
marketing communication. Most of them wanted to receive the mobile marketing communication
in promotion, SMS format and also the mobile marketing communication from clothing business,
food and drink business and tourism, respectively.

The result of this study may not be applicable to all target groups due to the majority

of the samples was focused on group of 25 years old or younger.



