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The purposes of this survey were to study: (1) the relationship of consumer's
perception, attitude and behavior toward mobile advertising of products and services, and (2)
the relationship of consumer’s perception, attitude and behavior toward products and services
advertised via mobile phone. Self-administered questionnaires were used to collect data from
426 males and females, 25-34 years old, living in Bangkok who, within the past three months,
received mobile advertising from at least one product (mobile phone or skin care product) or

service (mobile network service or credit card), which are used in this research.

The findings showed that: (1) consumer’s perception, attitude toward service's mobile
advertising, and purchase intention of services advertised via mobile phone were significantly
and positively correlated, (2) consumer’s perception toward service's mobile advertising,
attitude toward the services advertised via mobile phone, and consumer behavior toward
service's mobile advertising were significantly and positively correlated and (3) consumer's
perception toward service's mobile advertising, attitude toward services advertised via mobile
phone, and purchase intention toward services advertised via mobile phone were significantly

and positively correlated.





