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Abstract

Changing in consumers' behavior in using mobile devices enables the opportunity for marketers to reach
their consumers via mobile advertising. The advancement of location-based service technology, which are
more precise, make marketers can send customized messages to consumers based on their locations. Thus,
this research is aimed at studying the factors influencing attitude toward location-based advertisements and
its effects toward the consumers' willingness to buy products. This work applies the quantitative method using
online questionnaires to collect information from the 232 respondents. Samples are the people who have
ever used apps that show advertising based on their location. The data are analyzed by simple linear
regression and multiple linear regression. The results indicate that entertainment is the most influential factor
affecting consumer attitudes toward location-based advertising, followed by the credibility of advertisements
and personal relevance respectively. Attitude toward location-based advertisements also has an influence on
attitude toward brand and customers’ purchase intention. This study demonstrates the role of consumer
attitudes towards purchase intention when the customer received a location-based advertisement. The results
could be applied to guide entrepreneurs and marketers, who interested in advertising through mobile devices,
to design effective advertising messages to attract customers and build a better feeling toward brands. These

could later lead to the purchasing decision of consumers.

Keywords: location-based advertising, mobile marketing, attitude, theory of reasoned action, uses and

gratifications theory
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