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Abstract

This research studies factors affecting acceptance of SMS marketing and
the difference between informativeness and entertainment factors in Thailand, with 626
mobile users who live in Bangkok as subjects.

The study has shown that personalization, informativeness, entertainment,
and transparency of information disclosure are important factors affecting acceptance of
SMS marketing. Subjective norms are also significant but less influential than personal
attitude. Mobile users accept SMS marketing primarily because of utilitarian reasons,
while subjective norms are secondary considerations.

Therefore, marketers should design marketing messages creatively by
tailoring the message to fit each mobile user’s interest specifically — providing utility,
information, and entertainment — with greater emphasis on information than
entertainment. They should also establish a channel to disseminate the details on how
mobile users’ personal information are kept and utilized. Additionally, marketing
communications and marketing campaigns should be designed to communicate directly
to the consumers rather than through word of mouth or influencers.

Future research may apply Theory of Reasoned Action or the factors
mentioned in this research to study acceptance of marketing using other media or
technologies. The result may be different because of the nature of the media or

technologies.
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