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ABSTRACT

Application of SMS advertising for enhancing communication with the consumers has drawn significant
attention of the contemporary researchers. This study examines whether SMS advertising can be an
effective medium of advertising in Bangladesh. The key ingredient of this research is the perception of
consumers regarding the adoption SMS advertising. Qualitative and quantitative data derived from field
interviews with prospective customers of different business has been used to identify potential relationships
among the impact of SMS advertising adoption in Bangladesh and the perception of the respondents. With
insight from the interviews, hypotheses has been derived and tested with quantitative data gathered via a
direct survey instrument with 160 business stakeholders who has the potentiality to get influenced directly
in if the system can be established across four divisions of Bangladesh. The propositions presented in this
study provide preliminary evidence that consumers has shown positive attitude in accepting SMS ads via
their mobile phones. The study will contribute significantly regarding the policy making of both the
business professionals as well as advertising professionals in selecting and establishing the proper
advertising methods as well as medium in future for operating in the best possible way in the country.
Future researches on this particular field may require to look at issues like cultural factors of the concerned
communities and global phenomenon.
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1. INTRODUCTION
Sending SMS is very cost-effective and it is
Mobile access to the internet and the fast because of this reason companies are using the full
adoption of mobile telephony present another benefits of mobile marketing [3].
interactive medium for advertising. The ubiquity of
the mobile phone extends the traditional media
model of time — space. Mobile advertisers can
deliver timely short message service (SMS) ads to
consumers based on their  demographic
characteristics and  geographic  information.
Worldwide, wireless advertisers have already
integrated SMS into the media mix [1].

According to a technological study the number
of mobile users is more than the number of people
of using personal computers. So, mobile marketing
has got a wider scope than internet marketing.
Since people always keep mobiles with them, so it
is the most ideal tools of sending promotional
messages to people. On the other hand, people do

As the mobiles are in high use, advertising not spend much time on their personal computers.
companies are also running after people who use  The advertising companies which are basically
mobile phones. Mobiles were invented for the paying much attention to Internet marketing are
purpose of communications only but on the way now partly paying attention to mobile marketing
they have got a new dimension. This dimension is  [4].
that mobiles are used for advertisement. Most of the
companies have started sending promotional
messages in the form of SMS to people. Mobile
marketing is the cheapest means of advertisements.

2].

Mobiles are more user-friendly than that of the
computers. As soon as people get messages on their
cell phones they instantly check their messages. If
these messages are in favor of them, then they
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would reply the senders or if these are found to be
useless they would instantly delete them. So, it has
come to knowledge that promotional messages by
means of mobiles reach to people faster than that of
internet marketing. Since mobile marketing save
much time, it has won the favor of many companies
which are into retail sector [5].

Companies which have not undertaken mobile
marketing would be missing opportunities to sell
their products as well as services. Such companies
are highly requested to take up mobile marketing as
most of the small companies have already taken up
this process of marketing. The advantages of
mobile marketing cannot be expressed in a few
words. Companies through these means of mobile
marketing can make people to read their
promotional messages. Hence, we have seen how
advertising has taken a new dimension in the field
of mobile marketing [6].

2.LITERATURE REVIEW

Concerned research coverage

Media have been the most oldest and reliable
means of advertising. Over the years, many
businesses have taken the benefit of this source of
advertising and have gained profits. Businesses
spend a great amount of money for media
advertising but their success also depends on
choosing the best advertising media. It is advisable
to select that type of media that is most suitable to
the product and services offered by a business [7].

Media advertising consists of various ways of
advertising the product. This includes newspapers,
television, magazines, billboards, pamphlets, radio,
Internet, yellow pages, and direct mails. The main
motive of using media for advertising is to attract
audiences and thereby generate more revenue by
increasing the sale of the product [8].

If advertising media in businesses are vitally
important to the business community’s economic
and societal health, the question then becomes
‘How can businesses select the best possible media
to advertise their product or services?”[9]

The goal of this research is to explore whether
SMS advertising can be a viable solution as well as
alternative for business in Bangladesh as an
effective way of advertise their product [10].
Advertising

Whether a business is promoting or
campaigning (or marketing) its merchandise or
service, its offer to the customer should be
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interesting enough to stimulate a want to take an
action. If a business truly want to succeed in this
challenging world of business, it is require that
they should always use a series of promoting
secrets that most people are not using. And one of
the best secrets is -- which sounds truly apparent,
but is still a secret to most people -- is when one is
looking at purchasing newspaper advertising, one
of the things one should do is make a kinship with
a representative 11].

Providing message with the aim to stimulate
consumer minds is commonly referred as
advertising in the field of global marketing.
Advertising, in today’s business world is the most
prioritize filed that a business normally concentrate
and put large emphasize on that [12].

Advertising is any paid form of no personal
presentation and promotion of ideas, goods or
services by any identified sponsor. Advertising can
be used to build up a long-term image for a product
or trigger quick sales. Advertising can efficiently
reach geographically dispersed buyers. Just the
presence of advertising can have good impact on
sales: consumers might believe that heavily
advertised product must offer good value [13].

Advertising Media

Some of the famous ways of media advertising
includes-

Television: Television is one of the most powerful
sources of media advertising. TV has the maximum
capability of reaching almost every home for the
whole of 24 hours.

Newspaper: Newspapers also virtually reaches
every home all around the world and is one of the
major media components.

Internet: Among these, Internet has proved to be

the most opted and successful media. Businesses
can advertise their product through a website and
can thus attract huge traffic to it.
Magazines: Magazines are also a good medium of
media advertising. Magazines are limited to a
specific category of people who buy them therefore
the advertisements in these magazines are for
specific audience only.

Customers easily get the information about the
product through media advertising. Before
advertising the product through media, a business
need to keep in mind certain essential aspects that
helps in attracting audiences. This includes:

- A good media advertisement should consist of a
good content, which should cover the features,
usability, and benefits of the product.
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- The content for media advertisement should be
created by keeping in mind the potential market for
the product.

- Putting a lot of money in advertisement does not
guarantee success of the product. Therefore put a
substantial amount of money only and give priority
to content [14].

Due to the presence various media advertising
means, it becomes difficult for a business to choose
the right medium. This is when the business needs
to hire a business adviser or media advertising
agencies, which help in choosing the best available
media for the business. Over the last few years, the
emergence of media advertising agencies has
simplified the advertising process for the
businesses. Media advertising sources have
changed and developed with time. Previously, TV
and newspapers were the most sought out ways of
promoting a product. Today Internet, telemarketing,
and SMS advertisements have brought a drastic
change in media advertisement scenario[15].

SMS Advertising

In this competitive world, where in each step you
will find competition. In order to have win win
position in this competitive world there should be
some strong weapons to be used to have winning
edge. One of the strong weapons is advertising
through SMS. In the current scenario people are
lacking time, there is a very urgent need for quick
and effective communication system. Bulk SMS
Solutions are considered as the safest and quickest
mode of communication [16].

The GSM specification which is part of Short
Message Service or SMS is also commonly referred
to as text messaging or “texting" as well. SMS can
be sent with the help of mobile phone to another
mobile phone, a regular land line, a handheld
device such as a personal digital assistant (PDA), or
a computer connected to the Internet. The marketers
have found a new way of advertising to reach the
consumers with the growth in the cellular market.
Millions of SMS or more are sent in a month. SMS
advertising has emerged as the most suitable and
effective medium for advertising due addiction
towards SMS and its popularity among youths [17].

SMS has brought a new way of doing marketing
communication for the advertisers to reach their
clients in any part of the world at any time. With
the minimum possible costs one can easily use
SMS gateways to generate the maximum awareness
in client's mind. For brand recalling the SMS
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gateway can also be used. Today companies are
using this method to reach out to their clients’ base.
The clients' can be inclined to purchase by boosting
with the text messages [18].

From mobile phones we can send and receive
Short Message Service. Content of Short Message
Service is limited to 160 ASCII characters. SMS
can be sent to mobile phones and pagers with the
help of SMS Gateway. Bulk SMS can be sent with
the advances in SMS technology, through which it
has become easy to send around the world, whether
it will be a single message, or a multiple message
i.e. the list containing millions of numbers [19].

SMS can be sent via a web based interface or
connecting the own application direct to their
gateway via the internet depending upon the need,
company can select a SMS solution. One can
deliver bulk SMS quickly, cheaply and reliably by
using bulk SMS [20].

Studies on SMS Advertising

Worldwide, wireless advertisers have already
integrated SMS into the media mix. 1 — 3 SMS has
started its ascent toward reaching critical mass as a
direct marketing medium. In the US, over 70 per
cent of the population owns a mobile phone 4 and
53 per cent of them has never sent a text message. 5
In contrast, mobile phone subscribers in Taiwan
have reached 100 per cent and most of them
embrace SMS technology. 6 Compared with Asian
consumers, American consumers do not embrace
SMS technology. An emerging field of mobile
marketing research shows that the cultural
orientation of a country influences its people’s
adoption of wireless technology. The fast adoption
of mobile phones in Asia is cultural, not
technological. While attitude towards SMS
advertising has been receiving increasing attention
from both academics and practitioners, little
research has attempted to examine the cultural
impact on adoption of SMS advertising between
countries [21]

SMS allows mobile phone users to send text
messages of up to 160 characters to and from each
other. American advertisers use a short code (five-
digit) call-in system to make responding to SMS
ads easier. To obtain a mobile coupon, consumers
dial a short code to a company, who in turn can text
them back via their mobile phones. A study by
Harris Interactive, a research firm, showed that
about 7 per cent of the American mobile phone
users would be interested in receiving SMS ads
[22].
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Marketing is important to publicize about the
company, its product, brand name and services and
every business men wants his business to grow.
Today, using Bulk SMS has become a wide choice
with the world of business to spread a word about
their company globally. And this is happening with
the eventual change in the mobile technology.
Mobiles have become life of people as wherever
they go they carry it, this is because mobiles are
cheap and can be used anywhere [23].

There is group SMS which is rising in the
entrepreneurs as sending SMS to people are quick
and easy in it. And SMS can be transmitted to a
group of people at once. This is a global service
used by many enterprises for different reasons.
Anyone can send SMS through it and avail the
benefit. For sending SMS mobile database is very
useful which has phone numbers of people[24].

The free bulk SMS software solves everybody’s
problem of sending messages. You just need to
know how to use it. It s use depends on excel sheets
and mobile phone. When you are through with your
message typing and importing automatically the
software will send message to everybody in your
mobile phone book list and that to free of cost.
SMS Gateway which literally means a passage or
portal to send and receive messages between the PC
and the phone. It is very helpful as it does not allow
any hampering to the message [25].

SMS advertising is another benefit of this
medium through which you can tell your customers
about the various offers, discounts etc. As well as it
can be used to play the role of a reminder. With
bulk SMS advertising you save a lot of money and
time as in it you just need to choose your target
audience, the creative idea i.e. your campaign and
sent it to a number of customers in one go which
will instantaneously increase your sales or build up
your reputation in the market Barnett (E. and
Storey, J. 2000).[26]

3. THEORITICAL
HYPOTHESIS

The GSM specification which is part of Short
Message Service or SMS is also commonly referred
to as text messaging or "texting" as well. SMS can
be sent with the help of mobile phone to another
mobile phone, a regular land line, a handheld
device such as a personal digital assistant (PDA), or
a computer connected to the Internet. Mobile
messaging is becoming faster integral part of the
lifestyle of youth as shown by new research.
Around forty text messages a day per cellular
connection are currently sent by Indian youth and

EVIDENCE AND

this volume will grow by more than two hundred
percent [27].

Short message service is a mechanism of delivery
of short messages over the mobile networks [28]. In
SMS, messages are sent with a "store-and-forward"
mechanism. In order to provide a service to a
business home a central data base can be store in
the SMSC center. This data base contain which
kind of information the business home want to
provide to the user. When a request comes from
the users, at first the SMSC find out which service
it’s want. Then its follow the following procedures.

1. At first, the request comes to the wireless service
provider’s SMS centre.

2. Once the request internally processed the centers
through an appeal to the home location register and
gets the routing information of the receiver of the
SMS.

3. The SMS centre then sends the text to the MSC
(Mobile Switching Centre).

4. The MSC then sends the text to the mobile.
Following figure shows how SMS mechanism
works.[29],[30].
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The marketers have found a new way of
advertising to reach the consumers with the growth
in the cellular market. Millions of SMS or more are
sent in a month. SMS advertising has emerged as
the most suitable and effective medium for
advertising due addiction towards SMS and its
popularity among youths. SMS has brought a new
way of doing marketing communication for the
advertisers to reach their clients in any part of the
world at any time. With the minimum possible
costs one can easily use SMS gateways to generate
the maximum awareness in client’s mind. For brand
recalling the SMS gateway can also be used. Today
companies are using this method to reach out to
their clients’ base. The clients’ can be inclined to
purchase by boosting with the text messages [31].

According to the research the mobile market in
India is expected to reach to 1.67 billion users in
2008 and the value of mobile commerce is expected
to reach $88 billion by 2009. With the growth in the
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cellular market, the marketers have found a new
way of advertising to reach the consumers [32].

According to the GSM association, the cellular
phone users send 10 millions or more SMS in a
month. The addiction towards SMS and its
popularity among youths has contributed to SMS
advertising to emerge as the most suitable and
effective medium for advertising [33].

The SMS has emerged as marketing
communication phenomenon for the advertisers to
reach their clients anywhere, anytime. One can use
SMS gateways to generate the maximum awareness
in client’s mind with the minimum possible costs.
The SMS gateway can also be used for brand
recalling [34].

The SMS marketing provides a sure shot method
for reaching a wide base of clients; more and more
companies are using this method to reach out to
their client base. According to the research the text
message advertisements have found to boost the
clients’ inclination to purchase by 36% which
explains its popularity among marketers [35].

Hypothesis

In review of the above-mentioned research
outcomes the study anticipates the following
hypotheses:

H1: SMS advertising adoption in Bangladesh is
positively related to accessibility.

H2: SMS advertising adoption in Bangladesh is
positively related to applicability.

H3: E SMS advertising adoption in Bangladesh is
positively related to lifestyle pattern.

H4: SMS advertising adoption in Bangladesh is
positively related to attraction of youth segment.
H5: SMS advertising adoption in Bangladesh is
positively related to new way of operation

H6: SMS advertising adoption in Bangladesh is
positively related to cost effectiveness.

H7: SMS advertising adoption in Bangladesh is
positively related to generating awareness.

H8: SMS advertising adoption in Bangladesh is
positively related to boosting clients.

H9: SMS advertising adoption in Bangladesh is
positively related to brand recalling.
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4. MATERIALS AND METHODS

As the title suggested, all the population in
Bangladesh is the population of interest of this
study. Four divisional headquarters of Bangladesh
namely Dhaka, Khulna, Sylhet and Rajshahi were
chosen as sub population. The logics behind
choosing these four cities are because of their size
effects. These four cities are ranked as first, third
and fourth and fifth largest cities of Bangladesh.

Though the initial target was to collect 40
respondents from each of the four cities, from both
city, but due to unavailability as well as
unwillingness of the respondents to answer the
questions, 50 from Khulna (area 1) and 48 from
Rajshahi (area 2) 42 from Dhaka (area 3) and lastly
20 from Sylhet (area 4) SME participants were
interviewed. A set of structured questionnaire was
designed to collect the data. Initially the researchers
developed 13 variables and 39 questions, but after
some analysis and modification and downsizing
finally, 9 variables and 27 questions were finalized.
The questionnaire was designed incorporating
those. A 7 point Likert scale was administered in
the questionnaire to identify the level of perceptions
associated with the above stated variables. The
concerned variables are accessibility, applicability,
lifestyle patter, attraction of youth segments, new
way of operation, cost effectiveness, generating
awareness, boosting clients and brand recalling.

A descriptive research design was used to test the
hypotheses, proposed for examining the effects of
various factors to the stakeholders’ intention with
data collected from different parties in Bangladesh
through a self administered structured survey
instrument. The survey questions were adopted
from the literature and exploratory techniques. A
convenient sampling method was used to select the
sample considering the total citizens of Bangladesh
as population of the study. The sample for this
study is selected from the prospective stakeholders
of 4 divisions in Bangladesh such as Dhaka,
Rajshahi, Khulna and Sylhet. Different types of
people have been included in the sample, which is
stated in the sample profile, to make the sample
representative. A total of 140 surveys were
conducted from May, 2009 to July, 20009.

Data Analysis

To address nine independent variables of the
study 26 items were generated, that were purified
and validated through the factor analysis and
internal consistency of the items were examined
using cronbach alpha. For the purposes of this
study, items measuring the independent variables
were simultaneously subjected to a principal
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components factor analysis with varimax rotation.
The result yielded a 9 factor solution with Eigen
values greater than 1.0 (as shown in Table 2). The
factor analysis further reveals that all the items
were retained within the 9 factors those are
anticipated for the study that cumulatively
explained 72.49% of the total variance.

5.RESEARCH FINDINGS
Table 1 shows the demographic profile of the
respondents.

Description F  Percent
Respondents Age

Below 25 years 25 15.62
25 to 45 years 95 59.38
46 to 60 years 30 18.75
Above 60 years 10 6.25
Occupation

Student 45 28.12
Government Job 35 21.88
Private Job 50 31.25
Business 20 125
Others 10 6.25
Gender

Male 122 76.25
Female 38 23.75
Marital Status

Married 110 68.75
Single 50 31.25
Education

HSC or below 35 21.88
Graduate 85 53.12
Post Graduate 40 25
Area

Dhaka Division 42 26.25
Rajshahi Division 48 30
Khulna Division 50 31.25
Sylhet Division 20 125

Table: 2 Regression Statistics Discusion
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Variables Standardized Alpha
Accessibility 360 .652
Applicability 281 .521

Lifestyle 321 .. 705
Attraction of 362 .626
New way of 2908 498
Cost 358 .660
Generating 236 498
Boosting 268 .765
Brand 198 532

R® 305

F Value 4.758

Durbin-
Watson 2.103
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Table: 3 Factor Matrix:
Component
Accessibility Applicability Lifestyle | Attracti New Cost Generating Boosting Brand
Pattern on of way of | effective awareness clients recalling
youth operati ness
on

1 Q11 .587 .303 122 561 421 .081 121 .145 .650
2 Q16 .332 125 .350 . 395 221 .489 .004 .323 121
3 Q02 .251 .359 .120 .314 .356 331 431 448 .165
4 Q13 .320 .520 .231 . 254 .030 147 .262 211 .048
5 Q12 415 .357 .019 651 144 .182 .328 .028 .265
6 Q21 .485 .626 .087 . 649 321 .222 115 .016 .298
7 Q14 .285 .618 .062 .347 541 .050 .105 481 212
8 Q10 322 .510 .156 .686 .285 .225 .078 .223 .368
9 Q07 .044 .042 115 .532 181 .324 .058 .058 .059
10 Q09 131 .088 .020 469 .256 .048 .180 .236 132
11 Q19 .072 .189 .220 331 .335 .096 441 412 .262
12 Q17 .648 .210 .063 .233 .382 .032 221 .232 .097
13 Q18 .364 .020 .130 411 .622 114 .354 .256 .078
14 Q09 447 .075 .154 .252 .094 .568 .185 321 .099
15 Q05 .354 .223 .052 522 .622 .006 121 412 .031
16 Q04 . 262 009 .654 441 430 115 .093 321 .042
17 Q15 .385 .061 .612 .406 .298 .332 11 .362 .168
18 Q22 .508 .252 125 .693 .602 .184 144 .986 .096
19 Q27 .458 .008 .515 .545 411 121 .036 121 .049
20 Q21 .226 .014 321 .326 .365 .365 454 .324 .067
21 Q20 .368 .050 .254 .621 .645 221 .635 .012 159
22 Q24 .027 .057 .226 515 .225 422 126 .044 231
23 Q23 .160 .196 .318 418 .335 .357 .340 .302 .301
24 Q01 .233 .109 .169 661 .160 .166 11 .223 .307
25 Q02 .079 .066 .159 511 .718 135 139 .145 .607
26 Q25 .279 .256 .215 .323 480 .058 212 .302 .301
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6. DISCUSSION AND

INTREPRETATION

The purpose of the research was to examine the
prospects of SMS advertising in Bangladesh. Nine
factors related to different aspects of SMS
advertising such as, accessibility, applicability,
lifestyle pattern, attraction of youth segments, new
way of operation, cost effectiveness, generating
awareness, boosting clients and brand recalling
were used as indigenous variables where SMS
advertising itself was used as exogenous variable
of the model. As hypothesized, accessibility,
applicability, lifestyle pattern, attraction of youth
segments, new way of operation, cost effectiveness,
generating awareness, boosting clients and brand
recalling have positive correlation with the SMS
advertising application and therefore has positive
probable impact. Here, individual outcome of each
variable has been discussed.

Accessibility

The SMS advertising has become such a tool in
marketing communication phenomenon for the
advertisers that they can reach their clients virtually
anywhere, anytime [32]. By using a bulk SMS, one
can deliver bulk SMS's worldwide quickly, cheaply
and reliably [36] The regression analysis have
indicated  significant  correlations  between
accessibility and the SMS advertising application
which means that the positive perceptions of this
characteristic or attributes will led to higher
outcomes.

Applicability

SMS Marketing is possibly the most effective,
personal and direct marketing tool available to
businesses today. With 95% of the UK population
owning a mobile phone, penetration outstrips the
PC by ten to one and according to the I1AB, 95% of
texts are opened compared with 25% of emails.
These facts, coupled with increasing consumer
acceptance of applications other than voice make
the mobile phone a powerful new channel for
marketers[37]. The survey outcome also produced
quite similar result in case of Bangladesh. The
regression analysis have indicated significant
correlations between applicability and SMS
advertising application which means that the
positive perceptions of this characteristic or which
indicates that this particular media of advertise have
the potentiality to bring new times if it has been
applied.

e
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Lifestyle pattern

Short codes are commonly used in SMS
Marketing and SMS advertising. SMS short codes
are memorable five digit SMS text numbers which
are widely used both as an outbound channel where
companies text people directly from a short code.
SMS short codes are also commonly used as a
Direct Response mechanism for TV, Radio, and
print advertising. The short code is advertised at the
point of display and as it’s a short, memorable
number it’s easy for people to text in. This way of
advertising is more suited with modern lifestyle of
people[22] .The mean score of the factor matrix as
well as the regression statistics convey similar
picture in case of Bangladesh, where it seems to be
that the Bangladeshi people are also getting
accustomed with new way of doing certain things
as well as accepting new modes of operations.
Attraction of youth segments

Global researches on youth show that mobile
messaging is faster becoming an integral part of
their lifestyle. In India over the past few years the
rate has increased drastically. This show the
growing attraction among youth about mobile
messaging. SMS advertising can exploit such
immense attraction and huge media to capture the
eye of the youth segment [38] .This factor also has
proved to be as an important factor affecting the
perceptions of the Bangladeshi stakeholders of
SMS advertising. This is due to the fact that for the
along with global phenomenon.

New way of operation

By using a bulk SMS, one can deliver bulk SMS’s
worldwide quickly, cheaply and reliably. Exemplar
e-solutions is providing this service which helps
other companies to deliver there SMS to there
target market. A company just need few things to
take maximum advantage of IT to enhance there
productivity, an internet connection, PC software
and bulk SMS solution that plugs in to database[38]
.New way of operation has emerged as the one of
the strongest factor in terms of degree and
magnitude affecting the perceptions of the
stakeholders. The issue of creating new way is
significant as people normally reckon that
innovative way of doing things specially in a highly
creative field like advertising will always be
appreciated
Cost effectiveness

What Bulk SMS can do to the business? The first
thing that will be discovered is that one can contact
people who are already on the list. They are going
to be interested in what the business operators have
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to say and they may very well appreciate advance
notice of interesting things that are going on in the
business. In the first place, one can make them
aware of new sales and of new products that you
have going on. This is a great way to give them
coupons and news that might be of additional
importance. And, most importantly all will be done
in the most cost effective manner [38]. The
regression analysis have indicated significant
correlations between cost effectiveness with the
SMS advertising adoption which means that the
positive perceptions of this variable or attribute and
will led to significance decrease in cost level.

Generating awareness

The truth of the matter is that almost no one is
without their cell phone these days, and it is often
listed as their first and most direct method of
communication, short of being there in person and
flagging them down. With the ability to email to
SMS, one will be one step ahead of the game. The
business will find that there are a number of
programs that can get started with its own SMS
gateway[39].The regression analysis have indicated
significant correlations between cost effectiveness
with the SMS advertising adoption which means
that the positive perceptions of this variable or
attribute and will led to significance decrease in
cost level.

Boosting clients

SMS advertising can cover a large territory and
therefore can be used as an effective tool for sales
promotion or boosting the client towards
purchasing the products .[40] .The mean score of
the boosting client variable suggest it as also a
dominant force that will act significantly to build
the base of SMS advertising in Bangladesh if such
event occurs in greater extent.

Brand recalling

According to the contemporary researches SMS
advertising has proved to be a stronghold on
creating brand loyalty as well as can act as a serious
weapon in retaining the customers. The study
outcome also provides sufficient evidence in favor
of those particular standings[40] . The survey
outcome and variable analysis also shows the fact
that the business man will get a huge advantage for
going for advertising through, because the area of
coverage is huge and it will cover almost
everything of relative business boundary that is the
customer segments of all levels. The research study
and its outcome clearly indicate that SMS

advertising adoption can increase the performance
level business drastically. It has a huge prospect in
Bangladesh and requires to be adopted sooner than
later.

7. CONCLUSION
PRESCRIPTION

Over the last few years, the field of advertising in
Bangladesh has changed a lot. The trend is
definitely toward positive direction and shaped
towards a new way. Now a day we have been able
to come out of traditional way of thinking and
doing in the field of advertising. As a result this
particular sector is now been able to flourish and it
is actually flourishing more strongly than ever
[41].Advertising sector also can generate huge
employment opportunities that will ultimately help
develop country’s overall economic environment.
Although this sector has the potentials of
contributing a substantially large amount of money
in national economy, the government’s initiative,
people’s perception on it, and country’s culture
hinder the development of the sector up to a certain
extent in the past [42].

AND POLICY

However, the outcome of this study shows that the
perception and thinking pattern of people has
changed a lot now a day. They are even ready to
accept totally a new mode of advertising in the
form of SMS advertising. The survey and analysis
outcome clearly prove that there is huge prospects
of SMS advertising in Bangladesh. If this new of
advertising can be implemented successfully that
can bring new times

The government should provide a positive look at
developing the human resource infrastructure
required for developing this sector in the country
and should also look at the legislative hindrances if
available. Highly professional and technical human
resource competent in the field of advertising can
contribute positively to satisfy diversified needs of
different requirements of this wonderful art of
business operation. A specialized institution thus
may be established for advertising education in
Bangladesh. Besides the above mentioned supports
and services the entrepreneurs in the field of this
industry should be supported and encouraged by
establishing government’s grants and subsidies and
adopting country’s policy that may be used as the
guideline for the rapid expansion of this sector. The
study is believed to be supported by its academic
proponents and professionals.

8. DIRECTIONS FOR FUTURE RESEARCH

Future researches may look at considering issues
like the cultural and traditional as well as societal
configuration of the country and Other related
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issues like, economic environment, global business
pattern and issues like economic trend can be
considered unto a larger extent for making the
study more practical and diversified.

9.REFERENCES:

[1] Tsang,M.,Ho,S.C.andLiang, T.P.(
2004 ) “ Consumer attitudes toward mobile
advertising: An empirical study ’ ,International
Journal of Electronic Commerce , Vol. 8 , No. 3,
pp. 65 -78.

[2] Tedeschi , B . ( 2007 ) “ Reaching more
customers with a simple text message * , The New
YorkTimes,16July,http://www.nytimes.com/2007/0
7/16/business/media/l6ecom.html , retrieved 16th
July, 2009.

[3] Zanton,E.(1981)‘Public attitudes toward
advertising ’, in Hunt, K. (ed.), * Advertising in a
NewAge , ‘ Proeceedings of the Annual Conference
fo the American Academy of Advertising ’
Brigham Young University Press, Provo , pp. 141 —
146 .

[4] Park, J. S. (2005). ‘Towards a Model of
Opportunity Recognition and Development’, in W.

During, R. Oakey and S. Kauser(eds) New
Technology-Based Firms in the New Millennium
Volume 4: 63-80. Oxford: Elsevier.

[5] Rip, A. and Kemp, R. (1998). ‘Technological

Change’, in S. Rayner and E. L. Malone (eds)
Human Choice and Climate Change. Columbus,
OH: Battelle Press.

[6] Scharl , A ., Dickinger , A . and Murphy , J . (

2004 ) * Diffusion and success factors of mobile
marketing ’* , Electronic Commerce Research and
Applications , Vol. 4 , pp. 159 — 173 . pp. 399 -
420.

[7] Hoffman, K., Parejo, M., Bessant, J. and Perren,
L. (1998). ‘Small Firms, R&D, Technology and
Innovation in the UK: A Literature Review’,
Technovation 18(1): 39-55.

[8] Ho, J. (2004 ) * Yams see bright future for
online adverts’, The Taipei Times :
http://www.taipeitimes.com/News/biz/archives/200
4/01/14/2003087598 , retrieved 20th January, 2009.
[9] Sagar, A. D. and Van der Zwaan, B. (2006).
“Technological Innovation in the Energy Sector:
R&D, Deployment, and Learning-by-doing’,
Energy Policy 34(17): 2601-8.

[10] Brislin , R . W . (11986 )  The wording and

translation of research instruments ’ , in Lonner,
W.J. and Berry, J.W. (eds), * Field Methods in
Cross-Cultural Research ’ , Sage, Beverly Hills ,
pp. 137 - 164 .

[11] International Data Corporation ( 2006 )
Mobile entertainment services not particularly
popular among American consumers ’ ,
http://www.idc.com/getdoc.jsp?containerld=prUS2
0475506 , retrieved 20th May, 2009 .

[12] Neergaard, H. (2005). ‘Networking Activities
in Technology-based Entrepreneurial Teams’,
International Small Business Journal 23(3): 257-8.

[13] Mao , E ., Srite, M ., Thatcher,J. B . and
Yarpark , O . ( 2005 ) “ A research model for
mobile phone service behavior; Empirical
validation in the US and Turkey ’ , Journal of
Global Information
[14] International Data Corporation Aisa-Pacifi ¢ (
2002 ) * Unwiring the internet: An end-user
perspective’,http://www.idc.com.sg/Press/2002/AP-
PR-unwiring.htm , retrieved 24th June, 2009.

[15] Browning, L.D., Beyer, J. M. and Sheltler, J.
C. (2006). ‘Building Cooperation in a Competitive
Industry: SEMATECH and the Semiconductor
Industry’, Academy of Management 38(1): 113-51.

[16] illis, 1. (2004). ‘The Internationalizing
Smaller Craft Firm: Insights from the Marketing/
Entrepreneurship Interface’, International Small
Business Journal 22(1): 57-82.

[17] La Ferle, C ., Edwards, S . and Mizuno, Y .
( 2002 ) “ Internet diffusion in Japan: Cultural
considerations * , Journal of Advertising Research ,
Vol. 42 ,No.2,pp.65-79.

[18] Johannisson, B. (1986). ‘Network Strategies:
Management Technology for Entrepreneurship and
Change’, International Small Business Journal 1:
19-30

[19] .Lumpkin, G. T., Hills, G. E. and Shrader, R.
C. (2001). Opportunity Recognition. Chicago, IL:
Institute for Entrepreneurial Studies & Department
of Managerial Studies, University of Illinois.

[20] FIND ( 2007 ) “ The mobile internet in
TaiwanQ42006’,http://www.find.org.tw/eng/newsp
rint.asp?pos=0 & subjectid=17 & msgi d=294 |,
retrieved 20th May, 2009 .

[21] Mann, C. K., M.S. Grindle and P. Shipton
(1989). Seeking Solutions Framework and Cases
for Small Enterprise Development Programs, HIID
Connecticut: Kurmanina Press.

[22] Mcintire, John (1998). “The Prospects for
Agricultural Growth”. In Farugee, Rashid (ed.).
“Bangladesh Agriculture in the 21th Century”.
Dhaka University Press Ltd.

106



Journal of Theoretical and Applied Information Technology

© 2005 - 2010 JATIT. All rights reserved.

www.jatit.org

[23] De Mooij , M . (1998 ) “ Global Marketing
and Advertising: Understanding Cultural Paradoxes
”, Sage, Thousand Oaks . 39

[24] Dekimpe , M ., Parker , P . and Sarvary , M .
( 2000 ) “ Globalization: Modeling technology
adopting timing across countries ’

[25] Barnes , S . ( 2002 ) “ Wireless digital

advertising: Nature and implications * ,
International Journal of Advertising , Vol. 21, No.
3, pp. 399 - 420

[26] (E. Adams and Storey, Johansson. 2000, “The
art of advertising and effectiveutilization of media”,
Journal of marketing and coomunication.
www.haworthpress.com.

[27] De Jong, J. P. J. and Vermeulen, P. A. M.
(2006). ‘Determinants of Product Innovation in
Small Firms: A Comparison Across Industries’,
International Small Business Journal 24(6): 587—
609.
[28] www.wirelessdevnet.com

[29]http://www.logixmobile.com/fag/show
.asp?catid=1&faqid=3.
[30]http://www.tmcsms.com/how-does-

sms-work.aspx.

[31] Gatignon , H . and Robertson , T . (1991 ) °
Innovative decision processes ’ , in Robertson, T.
and Kassarjian, H. (eds), * Handbook of Consumer
Behavior * , Prentice-Hall, Englewood Cliffs , pp.
316 — 348 . pp. 103 - 114.

[32] Basu, S. (2000). ‘Advertising trend in India”
Scandinavian Journal of Management 3(4): 83-99.
[33] Gibb, A. A. (1993). ‘Small Business
Development in Central and Eastern Europe-
Opportunity for Rethink?” Journal of Business,
Venturing, Vol. 8: 461-486.

[34] Newbery, D. M. and Green, R. (1996).
‘Regulation, Public Ownership and Privatisation of
the English Electricity Industry’, in R. J. Gilbert
and E. P. Kahn (eds) International Comparisons of
Electricity Regulation, pp. 25-81. New York:
Cambridge University Press.

[35] Birch, D. L. (1979). “The Job Generation
Process MIT Program on Neighborhood and
Regional Change, Bambridge, Mass: MIT.

[36] HarrisInteractive ( 2006 ) © About one quarter
of current mobile phone subscribers support
incentive-based advertising ’ http://
www.harrisinteractive.com/news/allnewsbydate.asp
2/

[37] Muk , A . and Babin ,J . B . (2006 ) “ US
consumers ’ adoption — nonadoption of mobile
SMS advertising ” , International Journal of Mobile
Marketing , Vol. 1, No. 1, pp. 21-29.

107

[38] Okazaki , S . ( 2005 ) “ Mobile advertising
adoption by multinationals * , Internet Research ,
Vol. 15, No. 2, pp. 160 - 180 .

[39] Walsh, S. T., Kirchhoff, B. A. and Newbert, S.
(2002). ‘Differentiating Market Strategies for
Disruptive Technologies’, IEEE Transactions on
Engineering Management 49(4): 341-51.

[40] Wells , W ., Burnett , J . and Moriarty , S . (
2006 ) “ Advertising Principles & Practice * , 6th
edn, Prentice-Hall, Upper Saddle .

[41] Ahmed, M. U. (2004). “Promoting Business

and Technological Incubation for Improved
Competitivenessof Small and Medium-sized
Industries Through Application of Modern and
Efficient Technologies in Bangladesh”, Presented
at  General Economics Division, Planning
Commission, Dhaka, Bangladesh on May 05, 2005,
Google Website, Retrieved Augustl13, 2007 from
http://www.gogle.com./
[42] Ahmed, M. U. (1987). “Entrepreneurship
Development  with  Some  Reference to
Bangladesh”. Entrepreneurship and Management in
“Bangladesh, edited by Mannan, A., BBR, Faculty
of Commerce, University of Chittagong,
Bangladesh.




Journal of Theoretical and Applied Information Technology

© 2005 - 2010 JATIT. All rights reserved.

www.jatit.org

108



