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 INTRODUCTION 
 One of the marketer ’ s demands is to be able to 
communicate with potential customers and to 
contact them anywhere and anytime. The mobile 
phone has made a revolutionary contribution 
towards this objective. Scharl  et al .  1   defi ne mobile 
marketing as using a wireless medium to provide 
consumers with time- and location-sensitive, 
personalised information that promotes products, 
services and ideas, thereby benefi ting all stakeholders. 
Yuan and Cheng  2   emphasise that mobile marketing 
is becoming increasingly popular because the mobile 
phone is such a personal device. 

 The rapid growth of mobile phone has led 
to the development of a new term: mobile 

commerce. In the literature, all mobile commerce 
defi nitions are very similar. In principle, any 
transaction with a monetary value conducted 
via mobile communication networks can be 
considered mobile commerce.  3   Siau  et al .  4   defi ne 
mobile commerce as a new type of e-commerce 
transaction conducted through mobile devices 
using wireless telecommunication networks and 
other wired e-commerce technologies; Clarke  5   
defi nes mobile commerce as the application of 
wireless communications networks and devices 
to the execution of transactions with monetary 
value; Frolick and Chen  6   defi ne mobile 
commerce as any form of mobile communication 
between a business and its customer; Dholakia 
and Dholakia  7   defi ne mobile commerce for 
electronic commerce transactions carried out via 
mobile phones and wireless terminals; and Bai 
 et al .  8   simply identify as the transaction conducted 
over a wireless telecommunication network, either 
directly or indirectly. Briefl y, mobile commerce 
can be understood as a business model that allows 
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a consumer to complete all steps of a commercial 
transaction using a mobile phone.  9   

 The growth and use of mobile commerce as 
an emerging technology has the potential to 
dramatically change the way consumers conduct 
transactions. Mobile commerce driven by wireless 
communication technology is also generating 
interest among marketers.  10   Therefore, the 
penetration of this new technology has led to 
changes in advertising, retailing and shopping 
in marketing, and companies wishing to make 
business in mobile markets should be ready for 
mobile marketing and mobile commerce. 

 Although similar in many respects to internet-
based e-commerce, mobile commerce has some 
core characteristics that differentiate it from classic 
e-commerce.  11   These include: (1) ubiquity  —  
being available at any time and any location; (2) 
personalisation  —  while mobile hardware has 
limited memory capacity, software can enable a 
fi ner degree of sorting and categorisation to meet 
the mobile phone users ’  needs, (3) fl exibility  —  
the mobile phone permits the user to conduct 
transactions and / or receive information even 
when they are engaged in another activity such 
as travelling or working, (4) dissemination  —  
originators of information (for example local 
retailers) may use the wireless network of mobile 
commerce to deliver specifi c information to 
customers,  3,4   (5) convenience  —  convenient for 
users to operate, (6) instant connectivity  —  the 
marketer can easily connect to target customers 
and (7) location  —  location-specifi c information 
and products can be provided.  6   

 Even though companies are investing heavily 
in mobile commerce and mobile marketing, the 
nature and implications of this channel have yet 
to be fully understood and studies need to be 
performed to gain an insight into how best to 
utilise it.  12   The main objective of this study is to 
draw Global System for Mobile Communications 
(GSM) operators ’  and entrepreneurs ’  attention to 
new opportunities in mobile commerce and 
mobile marketing. In this study, (1) mobile 
commerce and mobile marketing concepts, (2) 
mobile marketing tools, (3) the importance 
of mobile marketing in Turkey and (4) the 
consumers ’  attitudes towards mobile marketing 

tools are explained and analysed. The results of a 
survey conducted with 418 mobile phone users 
so as to determine consumers ’  attitudes towards 
mobile shopping and mobile marketing are 
provided.   

 MOBILE COMMERCE AND 
MOBILE MARKETING  

 Mobile commerce services and 
businesses 
 Mobile commerce is a service-based business. 
Various attempts at classifi cation of existing and 
possible mobile commerce services have been 
made in the literature. Some of these  13   are 
summarised in  Figure 1 . Funk  14   analysed potential 
mobile service applications and identifi ed seven 
applications relevant to business: (1) multi-media 
mail; (2) mobile phones as portable entertainment 
players; (3) mobile marketing; (4) mobile 
shopping; (5) navigation; (6) use in lieu of tickets 
and money; and (7) mobile intranet applications. 

 In addition to e-commerce, mobile commerce 
creates new markets among producers, 
distributors, retailers and customers anywhere 
and at any time. As can be seen in  Figure 2,  and 
in common with frameworks for classifying 
electronic commerce, mobile commerce models 
are divided into B2B (business to business), B2C 
(business to customer) and C2C (consumer 
to consumer) perspectives. 

 B2B mobile commerce refers to the 
transactions among suppliers, producers, 
wholesaler, distributors, retailers and logistics 
service providers conducted over mobile phone 
and wireless technology. C2C mobile commerce 
is an emerging area to buy and sell products and 
services over the mobile phone within mobile 
commerce. In this type of commerce, mobile 
phone users sell their products and services or 
second-hand products to other mobile phone 
users / customers. B2C mobile commerce refers to 
the selling and buying of products and services 
via the mobile phone to mobile customers. B2C 
mobile commerce is composed of three parts: 
GSM operators or retailers, customers and 
logistics providers. GSM operators or retailers 
adopt a  ‘ pull ’  promotion strategy towards 
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customers with mobile phones in order to market 
and sell products and services. Customers can 
order products and services via the mobile phone 
and purchase them. Logistics providers carry them 
from warehouses or stores to customers.   

 Mobile marketing tools 
 Mobile advertising, mobile sales promotion, 
mobile entertainment services, location-based 
mobile services, mobile internet, mobile banking 
and mobile shopping stand out as the critical 
mobile marketing tools. 

 (i)  Mobile advertising : A key component of 
mobile marketing communication is advertising, 
either in a push or a pull mode. After obtaining 
the consumer ’ s permission, push advertising sends 
relevant but not explicitly requested text and 
video messages. Quah and Lim  15   argue that the 

push model will dominate mobile advertising 
since it saves consumers ’  time and money 
compared to browsing content. Mobile retailers 
can send SMS (Short Message Services) and 
MMS (Multimedia Message Service) 
advertisements to their potential customers. Many 
brands and media companies include text message 
numbers in their advertisements to enable 
interested consumers to obtain more information. 
This mode of advertising takes advantage of 
valuable channels of wireless communication to 
enhance customer relationships, and to carry out 
direct marketing and promotional activities.  6   By 
using MMS, marketers can benefi t from the use 
of photos, music, logos and animation and videos. 
SMS and MMS advertisements are expected to 
achieve higher response rates than that of e-mail 
or television because all advertisements can be 
sent personally. 
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  Figure 1  :      B2C mobile commerce service classifi cations  
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  Figure 2  :      The parts of mobile commerce and mobile marketing  
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 (ii)  Mobile sales promotion : Mobile coupons in 
sales promotion play a vital role, and marketers 
can predict a higher usage of mobile compared 
to their paper-based equivalents. Mobile coupons 
boast at least three advantages: locating by mobile 
phone signals, time sensitivity and effi cient 
handling by scanning the coupon ’ s bar code 
at the point of sale.  1   

 (iii)  Mobile entertainment : The mobile phone has 
become an important media and entertainment 
platform. In the mobile entertainment industry, 
there are several entertainment services like 
listening to music, playing games, gambling, 
watching television, video and sport matches, etc, 
which have set a stage for an explosion of the 
mobile entertainment industry. There is no doubt 
that mobile entertainment services will be one of 
the most important drivers in mobile marketing. 

 (iv)  Location-based mobile services : Location-based 
mobile services play a signifi cant part in B2C 
mobile commerce. The vast majority of uses for 
location-based mobile services are likely to be 
commercial, involving the provision of specifi c 
services adapted to individual profi les and their 
location.  16   Location-based mobile services are the 
services in which the location of a person or an 
object is used to shape or focus the application 
or service.  ‘ What is near me? ’  or  ‘ where is the 
nearest restaurant? ’  questions can be answered 
with these location-based services in mobile 
commerce. The ability to identify the customer ’ s 
location at a point in time is one of the most 
promising applications of mobile commerce.  17,18   
By using the information on the users ’  identity, 
position, access time and profi les, GSM operators 
or retailers can offer the users optimal 
information or services, which are contextually 
relevant to them at the point of need,  19   and the 
customers ’  location data can be used for direct 
marketing purposes.  16   

 (v)  Mobile internet : By using new browsers and 
other mobile applications, the new range of 
mobile technology offers the internet  ‘ in user 
pocket ’  for which the user possibilities are endless, 
including banking, booking or buying tickets, 
shopping and real-time news.  20   All GSM 
operators offer mobile internet applications in 
Turkey. When using the mobile internet, mobile 

phone users can have access to all web pages 
via mobile phone without computer. 

 (vi)  Mobile banking : Mobile banking allows 
mobile phone users to do their banking 
transactions outside of the bank hours. They can 
use their mobile phones to check the balance on 
their accounts, account transactions, pay their bills, 
transfer funds, etc and manage their accounts 
wherever and whenever they want. Nowadays, 
several banks have launched mobile applications 
that will allow customers to get banks ’  services 
in Turkey. 

 (vii)  Mobile shopping : The mobile phone is the 
most exciting tool to expand customers ’  shopping 
options, only secondary to the internet. At fi rst, 
the mobile phone may seem like a scary place to 
shop; however, mobile phone users can go online 
to buy just about anything they need or want. 
Used properly, mobile shopping is a new, easy, 
practical and price-conscious shopping tool. The 
sudden growth of mobile shopping has placed 
mobile retailers at the consumers ’  fi ngertips, and 
has allowed mobile phone users to purchase 
nearly anything they desire without ever leaving 
their houses and offi ces.   

 Mobile phone penetration and 
mobile services in Turkey 
 During the past decade, mobile phones have 
surged to the forefront of the Turkish 
telecommunications industry. The mobile 
communications market has enjoyed rapid growth 
since 1994 in terms of the numbers of GSM 
(Global System for Mobile Communications) 
operators and subscribers in Turkey. In September 
2007, the number of mobile phone subscribers 
exceeded 60 million (60,652,682).  21   

 The importance of mobile marketing can be 
analysed in comparison to the mobile phone and 
the internet penetration rates in Turkey. The 
availability of personal computers and internet 
users are low, at about 6.67 per 100 households 
and 13.93 per 100 population within the last 
three months (April – June, 2007), respectively. 
While by the end of 2004, 50 per cent of 
population had adopted mobile phones, this 
percentage increased to 80 per cent by the 
end of September 2007.  22   
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 The mobile market in Turkey turns out to be 
distinctive by comparison with some developed 
countries. For example, the internet penetration 
rate in EU countries is higher than that in Turkey. 
As a result, Turkish consumers might see a 
greater need for mobile internet over fi xed line 
connections. Moreover, Turkey has demographic 
characteristics different from that of many 
developed countries. It has a huge population of 
young people, 45 per cent of whom are less than 
25 years old, and this young population is still on 
the increase because of high birth rates. A low 
fi xed-line internet penetration rate and a high 
proportion of young mobile phone users present 
a key opportunity for mobile internet and mobile 
marketing. 

 By October 2007, mobile marketing 
applications were increasing but had yet to 
become fully established in Turkey. Most activity 
is mainly in relation to promotion (mobile 
advertising, sales promotion and public relations), 
mobile internet and mobile banking rather than 
to commercial transactions. An exception is the 
mobile entertainment service; all Turkish GSM 
operators offer some form of mobile 
entertainment service.    

 MOBILE PHONE USERS ’  
ATTITUDES TOWARDS MOBILE 
COMMERCE AND MARKETING 
 What are Turkish mobile phone users ’  attitudes 
towards the use of mobile marketing tools? 
Barut ç u  23   investigated consumers ’  attitudes 
towards mobile advertising, entertainment, 

discount coupons and shopping. The results of 
his survey indicated to that apart from mobile 
shopping, consumers have positive attitudes 
towards mobile advertising, entertainment and 
discount coupons. Tsang  et al .  24   investigated 
consumers ’  attitudes toward mobile advertising 
and the relationship between attitude and 
behaviour. The results of their survey indicated 
that consumers generally had negative attitudes 
towards mobile advertising unless they had 
specifi cally consented to receive the advertising 
messages. The objectives of this study are to (1) 
investigate the market status of mobile commerce, 
(2) bring to light mobile phone users ’  attitudes 
towards mobile marketing tools and (3) determine 
the target segment / segments and the best 
demographic characteristics of mobile phone 
users for such tools. Research questions and 
hypotheses are formulated to shed light on 
mobile phone users ’  attitudes towards mobile 
marketing ( Figure 3 ). 

  H 1   :  Mobile phone users have positive 
attitudes towards mobile marketing 
tools. 

  H 2  :  There are differences between 
respondents ’  demographics characteristics 
and attitudes towards mobile marketing 
tools. 

  H 3   :  There are differences between 
respondents ’  shopping orientations and 
attitudes towards mobile marketing 
tools. 

Differences between Consumers’ Attitudes
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Shopping Orientations

Internet User or Not

Consumers’ Attitudes towards Mobile Marketing Tools

a. Mobile Advertising
b. Mobile Discount Coupons
c. Mobile Entertainment
d. Location-Based Services
e. Mobile Internet
f. Mobile Banking
g. Mobile Shopping
h. Overall Mobile Marketing

H1

H2

H3

H4

  Figure 3  :        Research framework for consumers ’  attitudes towards mobile marketing tools  
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  H 4   :  There are differences between non-
internet users ’  and internet users ’  
attitudes towards mobile marketing 
tools. 

 All these hypotheses are based on a combination 
of seven sub-hypotheses. For example, in 
hypothesis H 1 , they have positive attitudes towards 
mobile advertising (H 1a ), mobile coupons and 
discounts (H 1b ), mobile entertainment (H 1c ), 
location-based mobile services (H 1d ), mobile 
internet (H 1e ), mobile banking (H 1f ), mobile 
shopping (H 1f ) and overall mobile marketing (H 1 ). 
These alternative hypotheses and sub-hypotheses 
are tested below.  

 Research methodology 
 Data for this research were collected through 
a questionnaire survey. The questionnaire and 
attitude statements were developed from the 
existing literature  12,23,25   and self-created. The 
survey questionnaire consisted of 32 questions. 
The fi rst fi ve questions were designed to elicit 
the demographic characteristics of the respondent. 
One question was related to determining whether 
the respondent is an internet user or not. 
One question was related to categorising the 
respondents in terms of their shopping 
orientations, and 20 questions were intended to 
investigate mobile phone users ’  attitudes towards 
mobile marketing tools. The last fi ve questions 
(not analysed in this paper) were related to the 
products and services marketed via mobile 
phones. Attitudes towards mobile marketing 
services were measured by means of 20 questions 
(eg  ‘ I fi nd receiving advertisement via the mobile 
phone positive ’ ,  ‘ I fi nd mobile shopping suitable ’  
and  ‘ My general intention to shop via mobile 
phone is very high ’ , etc) that the respondents 
marked using a fi ve-point scale (1 strongly 
disagree; 2 disagree; 3 neither disagree nor agree; 
4 agree and 5 strongly agree). 

 The questionnaire was pre-tested by 12 mobile 
phone users in order to construct the validity of 
the measurement scale. In the sampling stage, 
systematic sampling was implemented for selecting 
respondents and judgment sampling was 
implemented for selecting shopping centres. A 

total of 440 questionnaires were distributed 
randomly in the 11 shopping centres in four 
cities (Ankara,  I

. zmir, Eskişehir and Denizli). SPSS 
13.0 for Windows was used to analyse the data. 

 The reliability of the questionnaires was 
assessed by the Cronbach alpha reliability 
coeffi cient. Reliability value was calculated as 
0.8273 and exceeded the suggested value of 0.70. 
 Table 1  summarises all the properties of the items. 
The Cronbach alpha values indicate that all 
measures have good internal consistency with 
values above 0.70. The reliabilities of the measures 
of the constructs, ranging from 0.7630 to 0.9513, 
were good. 

  Table 2  indicates the correlation matrix of 
mobile marketing services, where correlation 
coeffi cients between variables that belong to the 
same constructs are clearly higher than others, 
suggesting the internal consistency of multi-item 
measures. The survey results demonstrated in 
 Tables 1 and 2  have high reliability and there are 
grounds for further analysis. 

 In the data analysis, the mean and standard 
deviations (SD) of questions used in the fi ve-
point scale were calculated. In order to test H 1 , 
H 2 , H 3  and H 4  hypotheses and determine the 
target groups characteristics who have more 
positive attitudes towards mobile marketing tools, 
one-sample  T -test, independent-samples  T -test 
and one-way analysis of variance (ANOVA) were 
used. The LSD (Least Signifi cant Differences) test 
for  post hoc  comparisons was also chosen. Before 
the independent-samples  T -test analysis, whether 
the dependent variable is normally distributed, 
and whether or not two variables (between 
non-internet users and internet users or females 

  Table 1 :      Summary of items ’  measures 

  Mobile marketing tools    Number of 
questions  

  Cronbach 
alpha  

 a. Mobile advertising  4  0.9276 
 b. Mobile discount coupons  2  0.8545 
 c. Mobile entertainment 

services 
 3  0.8011 

 d. Location-based mobile 
services 

 3  0.7630 

 e. Mobile internet  2  0.8792 
 f.  Mobile banking  3  0.9513 
 g. Mobile shopping  3  0.7953 
 h. Overall mobile marketing  20  0.8273 
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and males) have approximately equal variance on 
the dependent variable were checked by looking 
at Levene ’ s Tests that were not signifi cant 
( p >0.05), and the variances of independent 
variables were approximately equal.   

 Research results 
 Among the 440 questionnaires returned, 22 were 
not used due to their incompleteness. The 
remaining 418 questionnaires were analysed by 
SPSS and included in the fi nal data analysis, 
thereby yielding a usable response rate of about 
95 per cent. 

 As can be seen in  Table 3 , among the 418 
respondents, 35.4 per cent are females and 65.6 

per cent are males. In terms of the respondents ’  
employment, 35.4 per cent work as offi cers in 
public institutions, 30.1 per cent work in their 
own business and 13.6 per cent work in private 
companies, 8.9 per cent are tradespeople and 
merchants. 43.3 per cent of the respondents have 
high school degrees, 34.7 per cent have primary 
school degrees and 22.4 per cent have 
undergraduate or graduate degrees. Thirty-nine 
per cent of the respondents ’  command a monthly 
salary of  $ 751 – 1,500; 32.3 per cent of the 
respondents of between  $ 351 and 750, and 15.3 
per cent  $ 350 or below. Of all the 418 
respondents, 42.6 per cent connect the internet 
from their homes, businesses or offi ces and  —  

  Table 2 :      Correlation matrix 

  Mobile marketing tools    a    b    c    d    e    f    g    h  

 a. Mobile advertising  1               
 b. Mobile discount coupons  0.636**  1             
 c. Mobile entertainment 

services 
 0.727**  0.619**  1           

 d. Location-based mobile 
services 

 0.738**  0.904**  0.733**  1         

 e. Mobile internet  0.232**  0.096*  0.156**  0.105*  1       
 f.  Mobile banking  0.442**  0.371**  0.561**  0.117*  0.356**  1     
 g. Mobile shopping  0.258**  0.201**  0.267**  0.282**  0.123*  0.486**  1   
 h. Overall mobile marketing  0.785**  0.775**  0.765**  0.841**  0.477**  0.339**  0.511**  1 

       *Correlation is signifi cant at the 0.05 level (two-tailed).   

       **Correlation is signifi cant at the 0.01 level (two-tailed).   

   Table 3 :      Respondents ’  profi les 

  Variable    Frequency    (%)    Variable    Frequency    (%)  

  Gender        Education      
    Female  148  35.4     Primary School  24  5.7 
    Male  270  65.6     High School  181  43.3 
  Age          College  76  18.2 
      �        20  36  8.6     Undergraduate or Graduate  137  32.8 
    21 – 30  143  34.2   Employment      
    31 – 40  156  37.3     Offi cial (Public)  148  35.4 
    41 – 50  62  14.8     Worker (Private)  57  13.6 
     � 51  21  5.0     Self-employed  126  30.1 
  Monthly income          Tradespeople and Merchant  37  8.9 
        �     $ 350  64  15.3     Students  33  7.9 
     $ 351 – 750  135  32.3     Others  17  4.1 
     $ 751 – 1,500  163  39.0   Shopping orientations      
     $ 1,501 – 3,000  41  9.8     Price-conscious customers  307  73.4 
     �  $ 3,001  15  3.6     Involved customers  43  10.3 
  Internet usage          Distinctive customers  32  7.7 
 Internet user  178  42.6     Recreational customers  26  6.2 
 Non-internet user  240  57.4     Uninvolved customers  10  2.4 
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importantly  —  57.4 per cent do not have any 
access to the internet. Currently, 240 respondents 
are non-internet users. In terms of the 
respondents ’  shopping orientations, among 418 
respondents, 73.4 per cent are price-conscious 
customers who are interested in getting the 
lowest prices for their shopping; 10.3 per cent are 
involved customers who spend many times and 
compare the characteristics of products and 
services for their shopping; 7.7 per cent are 
distinctive customers who prefer shopping at 
special places and receive personalised service; 6.2 
per cent are recreational customers who derive 
pleasure in shopping around; and 2.4 per cent are 
uninvolved customers who do not compare 
products and services ( Table 3 ). 

 According to the 20 attitude statements 
towards mobile marketing tools, the respondents 
have positive attitudes towards mobile advertising, 
mobile discount coupons, mobile entertainment 
services, location-based mobile services, mobile 
internet and mobile banking. They have negative 
attitudes toward mobile shopping. They do not 
fi nd mobile shopping useful. Provided that they 
have enough time, they prefer traditional 
shopping. Moreover, the respondents are of the 
opinion that mobile shopping poses some security 
problems. For those who use mobile phones for 
shopping, the price of products and services is 
their primary shopping motivation ( Table 4 ).   

 Hypothesis testing 
 Hypotheses H 1  – H 4  are now empirically tested, 
with  Tables 5 – 8  summarising the results of the 

one-sample  T -tests, independent  T -tests and one-
way ANOVA. 

  H 1   :  Mobile phone users have positive 
attitudes towards mobile marketing tools. 

 H 1a , H 1b , H 1c , H 1d , H 1e , H 1f , H 1g  and H 1  are 
separately tested. Because consumers ’  attitudes 
towards mobile marketing tools are measured in 
several questions, the average scores of the attitude 
statements are calculated for hypotheses testing. 
According to a sample  T -test, respondents have 
positive attitudes towards mobile advertising 
( t     =    20.866,  p     <    0.05), mobile discount coupons 
( t     =    12.531,  p     <    0.05), mobile entertainment 
( t     =    13.776,  p     <    0.05), location-based mobile 
services ( t     =    13.779,  p     <    0.05), mobile internet 
( t     =    7.004,  p     <    0.05) and mobile banking ( t     =    6.052, 
 p     <    0.05). Nevertheless, they have negative 
attitudes towards mobile shopping ( t     =        −    44.689, 
 p >0.05). If all mobile marketing activities are 
evaluated, they seem to have positive attitudes 

  Table 4 :      Descriptive statistics of attitude statements 

  Mobile marketing services    Mean    SD  

 a. Mobile advertising  4.2967  0.61402 
 b. Mobile discount coupons  4.1627  0.80382 
 c. Mobile entertainment 

services 
 4.1256  0.67617 

 d. Location-based mobile 
services 

 4.1854  0.76475 

 e. Mobile internet  4.06  1.152 
 f.  Mobile banking  3.9836  0.75342 
 g. Mobile shopping  2.6694  0.45778 
 h. Overall mobile marketing  3.8069  0.47134 

  Table 5 :      One-sample  T -test for mobile phone users ’  attitudes towards mobile marketing 

  Mobile marketing tools    Test value = 3.67    Alternative 
hypotheses  

    Mean     t      p  (Sig. 2-tailed)    

 a. Mobile advertising  4.2967  20.866  0.000*  H 1a  (Accept) 
 b. Mobile discount coupons  4.1627  12.531  0.000*  H 1b (Accept) 
 c. Mobile entertainment services  4.1256  13.776  0.000*  H 1c  (Accept) 
 d. Location-based mobile services  4.1854  13.779  0.000*  H 1d  (Accept) 
 e. Mobile internet  4.06  7.004  0.001*  H 1e  (Accept) 
 f.  Mobile banking  3.9836  6.052  0.001*  H 1f  (Accept) 
 g. Mobile shopping  2.6694      −    44.689   —   H 1g  (Reject) 
 h. Overall mobile marketing  3.8069  5.095  0.003*  H 1  (Accept) 

        *p     <    0.05.   
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towards mobile marketing tools ( t     =    5.095, 
 p     <    0.05), except for mobile shopping ( Table 5 ). 

  H 2   :  There are differences between 
respondents ’  demographics characteristics 
and attitudes towards mobile marketing 
tools. 

 Each of the demographic characteristics (gender, 
age, income, education and employment), internet 
usage and shopping orientation of respondents 
were analysed separately using independent-

samples  T -tests and one-way ANOVA for each 
of the dependent variables. However, for reasons 
of space, only one table ( Table 6 ) (analysing 
customer attitudes toward mobile entertainment 
services) is presented in detail. The results of 
independent-samples  T -tests and one-way 
ANOVA are presented in  Tables 7 and 8 . 

 There are some signifi cant differences between 
respondents ’  profi le and attitude towards mobile 
entertainment services. The results of the LSD 
helped to see exactly which groups were 

  Table 6 :      Variance analysis of respondents ’  profi le for mobile entertainment services 

  Respondents ’  profi le      Mean     F       p      Post hoc  tests 
(LSD test)  

  Alternative 
hypotheses by  

  Gender     0.932  0.352   —   H 2c  (Reject) 
    Female  4.1672         
    Male  4.1028         
            
  Age     4.137  0.003*    H 2c  (Accept) 
       �  20  4.0347      (1,2)   
    21 – 30  4.2430      (2,1) (2,3) (2,4) (2,5)   
    31 – 40  4.0962      (3,2)   
    41 – 50  4.0081      (4,2)   
     � 51  4.0476      (5,2)   
            
  Monthly income     1.546  0.168    H 2c  (Reject) 
       �   $ 350  4.1222         
     $ 351 – 750  4.1227         
     $ 751 – 1,500  4.1445         
     $ 1,501 – 3,000  4.1062         
    �    $ 3,001  4.0691         
            
  Education     2.379  0.037*    H 2c  (Accept) 
    Primary School  3.7033      (1,2) (1,3) (1,4)   
    High School  4.1031      (2,1)   
    College  4.1456      (3,1)   
    Undergraduate or Graduate  4.2183      (4,1)   
            
  Employment     2.615  0.017*    H 2c  (Accept) 
    Offi cial (Public)  4.1741      (1,3) (1,4)   
    Worker (Private)  4.1127         
    Self-employed  4.0301      (3,1) (3,5)   
    Tradespeople and Merchant  4.0552      (4,1) (4,5)   
    Students  4.3681      (5,3) (5,4)   
    Others  4.1378         
            
  Shopping orientations     1.328  0.272    H 3c  (Reject) 
    Price-conscious customers  4.1194         
    Involved customers  4.0806         
    Distinctive customers  4.1741         
    Recreational customers  4.2397         
    Uninvolved customers  4.0567         
            
  Internet usage         −    0.264  0.792   —   H 4c  (Reject) 
    Internet user  4.1135         
    Non-Internet user  4.1346         

        *p     <    0.05.   
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signifi cantly different as follows: respondents who 
are 20 – 30 years old, have undergraduate or 
graduate degrees and are students have more 
positive attitudes than other groups towards 
mobile entertainment services. The results showed 
no signifi cant differences between respondents ’  
gender, age, income, education, employment, 
shopping orientations and internet usage and 
their attitudes towards mobile advertising, mobile 
discount coupons and mobile shopping ( p >0.05), 
thereby rejecting hypotheses H 2a , H 2b  and H 2g . 
Nonetheless, there are statistically signifi cant 
differences in location-based mobile services, 
mobile internet, mobile banking and overall 
mobile marketing. In other words, in some age, 
income, employment and education groups, the 
mean value of attitudes towards mobile internet, 
mobile banking and overall mobile marketing was 
signifi cantly different ( p     <    0.05), thereby 
confi rming hypotheses H 2c , H 2d , H 2e , H 2f  and H 2 . 

 Respondents over 31 have more positive 
attitudes towards location-based mobile services. 
Respondents who receive  $ 751 – 1,500 and 
 $ 1,501 – 3,000 monthly incomes have more 
positive attitudes towards mobile internet and 
mobile banking, respectively. Respondents who 
have primary and high school degrees have less 
positive attitudes towards mobile entertainment 
services and the mobile internet. Respondents 

who are offi cials in public institutions and who 
are self-employed (accountants, doctor, engineers, 
etc) have a more positive attitude towards the 
mobile internet and mobile banking ( Table 7 ). 

  H 3   :  There are differences between 
respondent ’ s shopping orientations and 
attitudes towards mobile marketing 
tools. 

 In testing H 3 , the results displayed signifi cant 
differences between respondents ’  shopping 
orientations and their attitudes towards mobile 
advertising, mobile discount coupons, mobile 
banking and mobile marketing ( p     <    0.05), thereby 
accepting hypotheses H 3a , H 3b  and H 3f  and H 3 . 
The results of the LSD suggest that respondents 
who are price-conscious, and  ‘ involved ’  customers 
have a more positive attitude towards mobile 
advertising, mobile discount coupons, mobile 
banking and mobile marketing ( Table 8 ). 

  H 4   :  There are differences between non-
internet users ’  and internet users ’  
attitudes towards mobile marketing 
tools. 

 In testing H 4 , to compare mobile phone users ’  
attitudes who have a fi xed-line internet 
connection and those who do not, independent-

  Table 7 :      Differences between demographic characteristics of respondents and their attitudes towards mobile marketing tools 

  Demographics 
characteristics  

  Gender    Age    Income    Education    Employment  

  Variables     t  **    p      F      p      F      p      F      p      F      p   

 a. Mobile 
advertising 

     −    0.567  0.571  1.125  0.344  1.172  0.333  1.017  0.310  1.457  0.145 

 b. Mobile discount 
coupons 

     −    0.264  0.792  1.868  0.115  1.674  0.127  1.129  0.284  1.441  0.169 

 c. Mobile 
entertainment 
services 

 0.932  0.352  4.137  0.003*  1.546  0.168  2.379  0.037*  2.615  0.017* 

 d. Location-based 
mobile services 

 0.142  0.887  4.253  0.002*  1.424  0.204  1.004  0.413  1.193  0.417 

 e. Mobile internet  1.820  0.069  0.971  0.423  2.985  0.028*  3.487  0.007*  2.313  0.024* 
 f.  Mobile banking      −    0.530  0.596  1.672  0.101  2.647  0.036*  0.974  0.541  3.617  0.005* 
 g. Mobile 

shopping 
 0.342  0.733  1.013  0.400  1.216  0.314  1.185  0.258  0.742  0.486 

 h. Overall mobile 
marketing 

 0.568  0.591  3.268  0.012*  1.461  0.214  0.951  0.514  2.416  0.021* 

       * p     <     0.05.   

       **Equal variance is assumed.   
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samples  T -tests were performed to determine the 
differences between them. The results of testing 
the mean differences of the internet users and 
non-internet users are reported in  Table 8 . The 
statistics suggest that internet users and non-
internet users ’  attitudes towards mobile tools 
appear to display notable differences. Non-
internet users have more positive attitudes towards 
the mobile internet ( t     =    3.698,  p     <    0.05), mobile 
shopping ( t     =    3.019,  p     <    0.05) and mobile 
marketing tools overall ( t     =    2.568,  p     <    0.05), while 
showing much the same attitudes as those with 
fi xed-line internet access towards mobile 
advertising, mobile discount coupons, mobile 
entertainment, location-based mobile services and 
mobile banking. As a result, H 4e , H 4g  and H 4  are 
accepted ( Table 8 ). 

 Consequently, as the statistics make clear, price-
conscious customers have more positive attitudes 
towards mobile advertising, discount coupons, 
banking and mobile marketing tools overall, and 
respondents without fi xed-line internet access 
differ considerably in terms of their attitude 
towards mobile advertising, entertainment and 
shopping.   

 Managerial implications 
 Developing successful marketing strategies requires 
identifying and focusing on the right target 
customers because mobile marketing programmes 
are characterised by fi xed and variable costs. 
Given this fact, it is essential to designate 
customer profi les holding a more positive attitude 
towards mobile marketing tools in order to bring 

down marketing costs and boost effi ciency, rather 
than carrying out mass mobile marketing 
programmes. In the light of these characteristics, 
the target mobile segment / segments should be 
selected, and customised marketing strategies for 
these customers ’  groups should be tailored. 
Independent-samples  T -test and one-way 
ANOVA were used to determine which mobile 
phone users within this study demonstrated the 
most positive attitudes towards mobile marketing 
tools. 

 While the overall respondent profi le held a 
positive attitude towards mobile marketing tools 
and services, they had negative attitudes towards 
mobile shopping (which might be countered by 
offering lower prices and discount coupons). 
Generally, the mobile phone users who are young 
and middle-aged, receive a high income, work as 
offi cials in public institutions, are self-employed, 
have an undergraduate or a graduate degree, are 
price-conscious and currently non-internet users 
are the most important target customers for 
overall mobile marketing. Specifi cally, a sharp 
contrast is drawn between current non-internet 
users and internet users. Mobile phone users with 
no internet connection turn out to be more 
enthusiastic about the mobile internet and mobile 
shopping than internet users. But all mobile 
phone users are target customers for mobile 
advertising and mobile discount coupons. Further, 
mobile phone users who are 20 – 30 years old, 
have undergraduate or graduate degrees and are 
students appear to be the most outstanding target 
customers for mobile entertainment services. 

    Table 8 :      Differences between non-internet users and internet users and between their shopping orientations and attitudes 
towards mobile marketing tools 

  Demographics characteristics    Shopping orientations    Internet users or not  

  Variables      F      p      t  **    p   

 a. Mobile advertising  6.478  0.000*      −    0.454  0.611 
 b. Mobile discount coupons  2.143  0.024*  0.967  0.303 
 c. Mobile entertainment services  1.328  0.272      −    0.264  0.792 
 d. Location-based mobile services  1.253  0.142  0.211  0.719 
 e. Mobile internet  1.109  0.413  3.698  0.004* 
 f.  Mobile banking  4.137  0.003*      −    0.819  0.457 
 g. Mobile shopping  1.364  0.237  3.019  0.017* 
 h. Overall mobile marketing  3.827  0.013*  2.568  0.129 

       * p     <     0.05.   

       **Equal variance is assumed.   
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Mobile phone users over 31 with undergraduate 
or graduate degrees are the most important target 
customers for location-based mobile services. 
Mobile phone users who work in public 
institutions, are self-employed, work as merchants, 
are price-conscious and recreational customers 
and non-internet users are the target customers 
for mobile internet and mobile banking.    

 CONCLUSION 
 The internet has proven to be an effi cient way of 
communicating, marketing and selling products 
and services. In parallel with the internet, mobile 
communications and 3G (Third Generation) 
technologies have emerged to play a key role in 
business, and notably direct marketing, and so 
emerging wireless mobile technology has been 
expected to bring several opportunities for 
marketers. If mobile commerce is adopted by 
mobile phone users, mobile retailers will gain a 
new revenue-generating direct marketing tool, 
in succession to the internet. 

 Even though it is too early to decide whether 
mobile commerce and mobile marketing services 
will be adopted or not in Turkey, the results of 
the survey help in establishing that mobile 
commerce acceptance level is low, and that 
mobile phone users are not ready to embrace 
mobile marketing in its fullest sense. Specifi cally, 
mobile phone users have a negative attitude 
towards mobile shopping and are found to be 
somewhat ignorant of it. Because mobile 
commerce is a very recent concept, mobile phone 
users have not adopted mobile shopping in 
combination with the mobile phone. On the 
other hand, mobile advertising, mobile discount 
coupons, mobile entertainment services, location-
based mobile services, mobile internet and mobile 
banking are more positively accepted by mobile 
phone users. 

 There are factors that may play a role in 
improving attitudes towards and increasing the 
take-up of mobile commerce. For example, if 
mobile phone users are convinced of the 
usefulness and utility of using mobile phones for 
mobile shopping, the acceptance level of mobile 
shopping will probably be increased. Besides 
mobile service quality, Bauer  et al .  12   emphasise 

that entertainment value, information value and 
advertising content communication are some of 
the strongest drivers of the acceptance of the 
mobile phone as a marketing tool. One of the 
ways to convince mobile phone users of the 
benefi ts of mobile commerce is the price of 
products and services. One of the implications of 
this survey suggests that potential mobile 
commerce users have price sensitivity, and that 
the lower price turns out to be the most critical 
factor that motivates mobile phone users ’  
adoption of mobile commerce. Therefore, lower 
price strategy is the key to convince them of 
mobile commerce and to get their acceptance 
level increased. 

 At the market level, future growth in mobile 
commerce depends on (1) creating a favourable 
shopping environment by GSM operators or 
companies, (2) increasing mobile phones ’  
operational effi ciency and customer interaction, 
(3) reducing the potential risks for credit card 
security, fraudulent sales and order fulfi lment and 
(4) targeting the mobile phone users who have 
more positive attitudes towards mobile marketing 
tools. As long as these requirements are fulfi lled, 
the acceptance level of mobile commerce will 
keep increasing. In further research, target mobile 
phone users, their demographic characteristics and 
which products and services are preferred for 
mobile shopping should be identifi ed in new 
surveys in different areas, cities and countries, and 
the strategies for implementing mobile commerce 
and mobile marketing should be analysed as well.                  
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