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This independent study investigated the attitudes of mobile phone users in Mueang
District, Chiang Mai Province towards Short Message Service (SMS) advertising. The research
collected data by using questionnaires asking 400 mobile phone users in Mueang District, Chiang
Mai Province to respond. For the data analysis, descriptive statistics including frequencies,
percentages and means were used.

The findings revealed that the most questionnaire respondents were female, aged
between 25-33 years old and held undergraduate degree. They were student, earned lower than
5,000 baht per month. Most of them were prepaid users and owned Nokia mobile phone. They
were not heavy users of SMS and the main reason of respondents to use SMS is personal
communications.

Regarding the attitudes of the questionnaire respondents, it found that the most
respondents understood about SMS advertising. The overall average score of opinions towards
SMS advertising was at moderate agreeable level (2.80).

Most of respondents read SMS advertising and kept the SMS advertising texts for
using in the future (47.2 percent) but only 14.25 percent of respondents buy product or service
with the SMS advertisings promoted. They still want SMS advertising but only the specific
categories.

It also found that respondents with higher education had more negative attitude.





