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ABSTRACT

The objectives of the study on “Types of Advertising on Cell Phones Influencing
the Buying Decision Making of Consumers in Bangkok” are to examine the types of
advertising on cell phones that influence the buying decision process of consumers in
Bangkok and to compare the influences of different types of advertising on consumers
across various age groups. Using questionnaires, a survey of 400 consumers aged

between 18 to over 40 was conducted to collect information for this quantitative research.

The results reveal that each type of advertising on cell phones has different
influence on the buying decision process of consumers in Bangkok with the messaging
application LINE having a greater influence on consumers’ buying decision than Short
Message Service (SMS). According to the respondents, the comments on the
advertisement on LINE help create greater brand awareness, provide more detailed
information, and add reliability to the product advertised. Demographically, it is found that
advertising on cell phones has influence on the buying decisions of consumers. Short

Message Service (SMS) has a stronger influence on consumers aged 18-24 and over 40



than those aged 25-29. In contrast, the advertisement on LINE has a greater influence on
(1) consumers with a high school diploma than those with a junior high school diploma or
a bachelor degree, and (2) consumers with a vocational certificate or a diploma than those

with a bachelor degree.
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AL WAZ TrueMove NANNTN 20.89 A1UAL AILNUNING 1.1

WUNNA 1.1 A lduinednidena lasunausnilsyantl w.e.2556

oo 81.89 Million Mobile Subscribers in
@ Thailand, 2013

fl"‘

43.6% 30.9% 25.5%
35.7M 25.3M 20.89M
Prepaid: 32M Prepaid: 22.5M Prepaid: 18.35M
Postpaid: 3.7M Postpaid: 2.8M Postpaid: 2.5M
™ 18M
TM-H 2.89

N http://www.veedvil.com/news/thailand-mobile-in-review-2013
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Thailand Market:

67.9 Million Population
89 Million Total Mobile Devices

39.1M

’
Als Prepaid:

Postpaid: 4N

VEEDVIL

Tech News & info.

27.4M

'1 .
Ol Prepaid: 24.1M

Postpai

As of end of Q3 2013, the total number of

mobile subscribers reached 88.9 million,

Over 120% mobile penetration from total true
population of 68mn

A http://www.veedvil.com/news/thailand-mobile-in-review-q3-2013
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Smartphone,/Tablet Users Worldwide Whose Devices
Have Replaced Other Types of Media, by Age, May

2014
% of respondents

18-34 35+ Total
Tablet
Printed newspaper 53% 9% 50%
Printed magazines 51% A45% 47%
Laptop 29% 21% 23%
Desktop 18% 17% 17%
™ 3% 12% 4%
Smartphone
Printed newspaper A% 38% A%
Printed magazings 9% 30% 33%
Laptop 16% 129, 13%
Desktop 14% 14% 13%
T 15% 7% E e

Note: read chart as saying fabiets have replaced printed newspapers for
50% of total respanderts

Source: IDG Global Solutions, "Global Mobile Survey 2014 Mobile
Ewvglution,” fune 2074

176330 winielarketer.com
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SEO agency ALUEUUNEINIIRAARATIA

White water rafting (aimed at teams)
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WHUNTNA 2.3 1 nazLnunsindularesiiislnaatinadie
(A simple model of consumer decision making )

External Influences

i Firm’s Marketing Efforts Sociocultural Environment i
! 1. Product 1. Family !
Input : 2. Promotion 2. Informal sources !
' 3. Price 3. Other noncommercial '
| 4. Channels of distribution sources |
i 4. Social class i
! 5. Subculture and culture !
Consumer Decision Making
i Need Psychological Field i
: recognition 1. Motivation !
| < 2. Perception !
Process i Prepurchase 3. Learning !
! search 4. Personality |
! 5. Attitudes i
: Evaluation of i :
| alternatives !
i »  Experience |
| 7'y i
Postdecision
Behavior
i Purchase !
! 1.Trial |
Output : 2.Repeat purchase :
| Postpurchase Evaluation i

N : Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior (9th ed.). Upper Saddle River,

NJ: Pearson Education, Inc., p. 513.
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US Internet Users Who Prefer a Discount* vs. Free
shipping When Making a Purchase, by Age, Q2 2014
% of respondents in each group

18-24

29.8%
27 4%

]

5-34

26.5%
18.5%

9.7%
21.7%

I

:

&b

75
15.1%

M Discount® W Free shipping

Note: n=1,308 ages 16-75, *percentage discount .

Sotvce: BlusHorne!, "2014 Consumer Wiews of Email Marketing” conducted
by Flagship Research, Aug 27, 2014
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Information/Offers in Retail-Related Mobile Ads to
Which US Mobile Device Users Are Likely to Respond,
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% of respondents

Discounts/sales

Product reviews

Product information

34%

25%
Directlons to the nearest store location
21%
Offers/information about other products | might like
13%

Style tips
T

hote: includes smartphones and tablets ] ]

Source: Ninth Decimeal (farmerly Wwire), "Mobile Audience Insights Repart:
G2 2014 spatlight an Retail,” Sep 14, 2014
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A http://www.emarketer.com/Article/Mobile-Affects-Purchases-Way-Before-

Store/1011235/7
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