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Abstract
Purpose: To explore what are the consumers’ attitudes towards mobile advertising in a
social media context.
Research questions: What are the consumers’ attitudes towards entertainment,
credibility, irritation and informativeness in mobile advertising?
What are the consumers’ attitudes towards permission-based advertising and incentivebased advertising in mobile advertising in social media context?
Theoretical framework: This study was based on theories that helped to understand
what are the consumers’ attitudes towards mobile advertising, what are the attitudes
towards the dimensions of mobile advertising and the types of mobile advertising. A
model was presented in order to have a clear picture of the existing theories in this field.
Methodology: The authors used a qualitative research and the method chosen for data
collection was semi-structured interviews and a case study, Snapchat (mobile
application).
Conclusions: After this process the authors could conclude that consumers’ attitudes
towards mobile advertising in social media were negative. The strongest feeling among
consumers that would influence their attitudes was irritation. The consumers’ negative
attitudes can be related to control. When giving them control their attitudes can be
positive. Rewards can positively influence consumers’ attitudes as well. According to
the findings in this study high rewards should be given to consumers in high
engagement situations.
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1 Introduction
This chapter includes an overall presentation of the subject mobile advertising and
social media, a problem discussion as well as a stated purpose and research questions.

1.1 Background
Mobile advertising can be defined as advertising or marketing messages delivered to
portable devices, cell phones, personal digital devices etc. (Rosenkrans & Myers, 2012).
Mobile advertising involves ads and all marketing processes regarding advertising
through mobile devices in order to communicate commercial information to consumers
(Gao et al., 2010A). Advertising in this form is known to be web banners and posters,
but it also includes ads in mobile form such as MMS, SMS, mobile videos and gaming
ads (Rosenkrans & Myers, 2012).
Mobile devices enable communication in a personal and interactive way and Gao et al.
(2010A) stated that with the use of mobile devices it is easier for companies to get a
response from consumers since the interactivity is ubiquitous and intensive (Gao et al.,
2010A). According to Kaplan (2012) mobile devices are becoming more powerful and
used, as a result a lot of social media have gone mobile. This phenomenon, mobile
social media has been described by Kaplan (2012) as “a group of mobile marketing
applications that allow the creation and exchange of user-generated content” (Kaplan,
2012, p. 131). Mobile social media allows real-time communication at anytime,
anywhere (Kaplan, 2012). Since users always have their mobile devices, social media
such as Facebook, Twitter, Tumblr, Youtube, Instagram, is easy to access and therefore,
provides an “always-on” environment for information exchange (Kane et al., 2014;
Katona & Sarvary, 2014; Xu et al., 2015).
Internet is thought to be entertaining and informative, therefore the consumers attitude
towards mobile advertising is often positive (Tsang et al., 2004). Mobile advertising has
also opened up the advertising options for marketers, they can now send out diversified
messages to groups of people based on the products characteristics. However, it is
important that marketers understand how to use it, otherwise the effectiveness of the
advertisement will be affected (Chen et al., 2014). Research has shown that there is a
correlation between mobile advertising with a higher rate of interactivity and positive
attitude towards that advertisement and brand. It also results in a higher purchase
intention by the consumer (Gao et al., 2010A).
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Because the usage of mobile devices has increased at the rate it has, advertising in this
form has increased as well and gotten a significant role for companies (Rosenkrans &
Myers, 2012; Beneke et al., 2010; Tsang et al., 2004; Bart et al., 2014; Chowdhury et
al., 2006; Goh et al., 2015; Korgaonkar et al., 2015). According to Bart et al. (2014), an
increase in global spending on mobile advertising is predicted to occur from $16.7
billion by 2013 to $62.8 billion by 2017 (Bart et al., 2014).

1.2 Problem Discussion
Advertising in mobile devices is more effective in results than non-mobile advertising,
however, marketers have not fully embraced mobile advertising (Okazaki & Barwise,
2011; Rosenkrans & Myers, 2012). According to Bart et al. (2014) marketers are not
satisfied with what mobile advertising gives as a result and therefore, marketers’
attitudes towards it have been negative. Despite that, marketers have a strong interest in
mobile advertising and continue to search for ways to successfully use it (Bart et al.,
2014; Wais & Clemons, 2008). Attitudes are considered to be useful and decisive for
consumers’ intentions and acceptance of mobile advertising (Izquierdo-Yusta, et al.,
2015).
According to Tsang et al. (2004) some consumers might have negative attitudes
regarding mobile advertising, since they find them irritating when interrupting their
personal private nature of their mobile devices (Tsang et al. 2004). Since consumers can
see mobile advertisements while doing other things, it may not be efficient because the
consumers will not be completely focused on the content. However, if mobile
advertisements are larger-sized they are perceived in a negative way by consumers since
the whole screen will be occupied by the advertisement leading to irritation (Bart et al.,
2014). When a consumer gives the company consent to send him/her messages in a
marketing purpose, it is called permission-based advertising (Barwise & Strong, 2002).
Consumers are positive towards mobile advertisements that are sent with permission
which shows that permission-based advertisements are very important in the mobile
device environment (Tsang et al., 2004). Bauer et al. (2005) stated that more research
on permission-based advertising is needed because it is prerequisite in marketing for
companies (Bauer et al., 2005). According to Tsang et al., (2004) incentive-based
advertising is another type of advertising that consists of financial rewards for the
consumers. It is related to mobile advertising since it directly influences consumers’
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attitudes towards it (Tsang et al., 2004). It influences consumers’ intentions and
positively affects their attitudes towards mobile advertising (Drossos et al., 2013).
Previous research has been mostly focused on the relationship between mobile
advertising and technology rather than focusing on what affects consumers’ attitudes
toward the mobile advertising itself. This means that there is a need for research
regarding the factors that affect consumers’ attitudes towards mobile advertising and
especially the factors that affect them positively (Nittala, 2011; Jay, 2013). On the other
hand Tsang et al. (2004) highlight in their seminal article that it would be interesting to
investigate the factors that negatively affect consumers’ attitudes toward mobile
advertising (Jay, 2013; Tsang et al., 2004). Companies should try to offer a mobile
experience through new and innovative social media that provides with new views and
contents since consumers expect to see something different from other tools such as TV.
This is a challenge for companies to use the development of technology to bring
creative opportunities (Majority, 2014).
The dimensions of mobile advertising that affect consumers’ attitudes, have been
previously studied and are noticed to have different results. For example, Tsang et al.
(2004) and Okazaki (2004) explained that there are four important dimensions:
entertainment, informativeness, credibility and irritation. While Leung and Chang
(2004) only mentioned informativeness and entertainment. Chowdhury et al. (2010)
considered only credibility as an important factor and Bauer et al. (2005) considered
entertainment and informativeness as important factors. These four dimensions are the
most mentioned ones in many articles (Bauer et al., 2005; Bojin, 2006; Choi et al.,
2008; Chowdhury et al., 2010; Goodrich et al., 2015; Hongyan et al., 2014; Leung &
Cheung, 2004; Ma et al., 2009; Okazaki, 2004; Okazaki et al., 2007; Shavitt et al., 1998;
Tsang et al., 2004; Zha et al., 2015).
Okazaki and Barwise (2011) discussed that consumer-generated content, such as social
networking sites, will increase in importance and therefore more research is needed
within that field (Okazaki & Barwise, 2011). Many researchers within the field of
mobile advertising in regards to consumers’ attitudes have used a quantitative method
(Bart et al. 2014; Bauer et al. 2005; Bojin, 2006; Choi et al., 2008; Chowdhury et al.,
2010; Goodrich et al., 2015; Hongyan et al., 2014; Izquierdo-Yusta, et al., 2015; Jay,
2013; Leung & Chang 2004; Ma et al., 2009; Nittala, 2011; Okazaki 2004; Okazaki et
al., 2007; Tsang et al., 2004; Wais & Clemons, 2008; Zha et al., 2015). Therefore, a
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qualitative research can benefit this field by providing a broader understanding in the
attitudes consumers have towards mobile advertising. In difference to those articles, this
study will also provide knowledge about it in a social media context which is
considered by Okazaki and Barwise (2011) to increase in importance. By involving the
four dimensions of entertainment, informativeness, credibility and irritation as well as
the permission-based and incentive-based advertising this study is going to investigate
consumers’ attitudes towards mobile advertising in a social media context.

1.3 Purpose
The purpose of this study is to explore what consumers’ attitudes are towards mobile
advertising in a social media context.

1.4 Research questions


What are the consumers’ attitudes towards entertainment, credibility, irritation
and informativeness in mobile advertising?



What are the consumers’ attitudes towards permission-based advertising and
incentive-based advertising in mobile advertising in social media context?
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2 Theory
This chapter includes theories and information about consumers’ attitudes towards
mobile advertising that were chosen as a base for the study; entertainment,
informativeness, credibility, irritation, permission-based advertising and incentivebased advertising.

2.1 Consumers’ attitudes towards mobile advertising
According to Solomon et al. (2010) attitudes are a person’s thoughts of another person,
topic, object or even marketing. In a place of market and marketing, attitude is
something that could be considered as a helpful tool for companies (Solomon et al.,
2010). With social media, a company can communicate their brand towards current and
possible consumers; they can then in their turn communicate this to their friends and
acquaintances. This is an effective way of influencing the attitude of the consumers that
they may have of the company and its products. Most potential consumers for
businesses are operating online and the online audience for advertising is an upcoming
market all around the world (Vinerean et al., 2013). Different factors can affect the
attitude consumers have towards mobile advertising, social influence being an example.
A study made by Wong et al. (2015) showed that there is a relationship between
behavior intention for consumers to use mobile advertising and their social influence.
According to them, social media and social connections (such as family and friends),
have an influence on the consumers use and attitude towards using mobile
advertisement. Influenced by social means could therefore positively impact consumers
who use mobile devices to be more acceptable towards this type of advertising and
therefore also read the marketing message (Wong et al. 2015).
There are different types of advertisement on mobile devices that can be perceived in
various ways by the consumers. When mobile advertisement is sent out massively, it
may have a negative effect on the attitudes by the consumers. They may not even open
these messages and only consider it to be some form of “junk” (Izquierdo-Yusta, et al.,
2015). The attitude for the consumer is affected depending on what business the
marketing is coming from, and also how it is formed. For example; if it is coming from
a bank it is seen as more negatively than if it would be from a beer company (Dickson,
et al., 2013). Okazaki et al. (2007) concluded that consumers’ attitudes towards mobile
advertising campaigns can vary depending on what product or service it is that the
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company is advertising. For example, the attitudes towards durable goods were more
positive than towards non-durable ones (Okazaki et al., 2007).
The consumer’s attitude towards mobile advertising is also affected by how the
advertisement is displayed. Park and Ohm (2014) proved that attitudes towards a brand
can be more positive if the media in the advertisement is moving, than if it is a still
picture (Park & Ohm, 2014). Bart et al. (2014) wrote that this type of mobile
advertisement usually contains small information such as logos, slogans or very short
messages, and thereby it can be quickly received even over a weak connection.
However, mobile advertising sometimes might not be efficient (Bart et al., 2014).
Yousif (2012) stated that consumers find it most important that the advertisement is
easy to access while doing other things (Yousif, 2012). According to Beneke et al.
(2010) mobile advertisements can be innovated and personalised through the use of text,
sound or video which attracts consumers and make them accept this type of advertising.
It is a challenge to send the right message to the right person, at the right time through
the right channel. They also stated that this is one of the reasons that mobile advertising
is efficient since consumers can check their mobile devices all the time, even on the
move and can therefore reach information wherever they are (Beneke et al., 2010). Chen
et al. (2014) concluded in their study that in order to make mobile advertising work, the
message should involve and emphasise the unique characteristics of the product/service
which may increase consumers purchase intention and highlight the image of the
product or brand (Chen et al., 2014).
A factor that mobile advertising differs from traditional marketing is how consumers
can choose and respond, and thereby interact with the company. The interactivity can
benefit both the sender and the receiver of the marketing message (Chowdhury et al.,
2006). Goh et al. (2015) concluded that some consumers see a mobile advertisement
and turn away at first sight of it, but for the consumers who choose to stay, the result of
the advertisement will be good for the company. They argued that the consumers that
stay and take in the information from the advertisements will respond to the brand and
company with some form of interaction, hence the consumer’s engagement increases by
the use of mobile advertising (Goh et al., 2015).
2.1.1 Entertainment
In marketing literature, consumers’ attitudes toward mobile advertisements are usually
based on four dimensions which are, entertainment, informativeness, credibility and
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irritation. These four dimensions influence consumers’ attitudes differently (Altuna &
Konuk, 2009; Hongyan et al., 2014; Park et al., 2008). According to Tsang et al’s article
the four dimensions can influence the consumer’s attitude to accept mobile
advertisements (Tsang et al., 2004). Hongyan et al. (2014) wrote that the four
dimensions can be used as measurement to all advertisements, in order to see what the
consumer attitude towards it is. It is common that researchers only choose to focus on
one or two of the dimensions and therefore state that they are important in different
ways (Hongyan et al., 2014).
Entertainment refers to people’s feelings of enjoyment associated with the advertising
(Shavitt et al., 1998). McQuail (2005) stated that entertainment can fulfill a customer's
need for emotional release, diversion and aesthetic enjoyment (McQuail, 2005). It is the
dimension that affects consumers’ attitudes towards advertising the most (Shavitt et al.,
1998; Tsang et al., 2004). The results from the study by Tsang et al. (2004) showed that
entertainment and credibility affect consumers’ attitudes towards mobile advertising
rather than informativeness and irritation do. Ma et al. (2009), wrote in their article
about a study conducted by Xu and Gutierrez, which concluded that informativeness
and irritation does not influence consumers’ attitudes towards mobile advertising (Ma et
al., 2009). The results in Ma et al. (2009) study support that entertainment affects
consumers’ attitude towards mobile advertising. They stated that consumers are more
likely to have a positive attitude towards mobile advertising if the advertisement is
enjoyable which Bauer et al. (2005) and Jung (2014) also concluded in their study
(Bauer et al., 2005; Ma et al., 2009; Jung 2014). Martı´Parreño et al. (2013) stated that
entertainment and irritation were two of the main drivers of consumer’s attitudes
towards mobile advertisement. The perceived entertainment by a consumer was proved
to have a direct relation to his or hers attitude of the mobile advertisement
(Martı´Parreño et al., 2013).
According to Blanco et al. (2010) entertainment is important for the effectiveness of
mobile advertising. The entertainment in the adverts also affects how the consumers see
and perceive the company (Blanco et al., 2010). Bauer et al. (2005) found that
entertainment and informativeness are the strongest drivers of consumers’ acceptance
towards mobile advertising. In their study, Bauer et al. (2005) mentioned that only if the
mobile advertisements are creatively designed and entertaining or if they provide high
information value, consumers will have positive attitudes towards those. Marketers
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should avoid using impersonalised mass messages as those usually do not offer
entertainment or information value and will most likely lead to negative reactions from
consumers (Bauer et al., 2005). According to a study conducted by Yoo Jung and
JinYoung (2014) entertainment, information and credibility has a positive relationship
with personalised advertising. Entertainment is a factor that can increase the value
customers see in advertisements they are exposed to in their mobile devices (Yoo Jung
and JinYoung, 2014). Entertainment can also, in addition to adding value for the
consumer, also increase the consumer loyalty. An effective way to attract and keep
consumers is by providing games and prizes to the consumers’ mobile phones
(Chowdhury et al., 2006). Choi et al. (2008) proposed in their study that through
promoting a product or service through a game, it can increase entertainment in mobile
advertisements. Another thing to make a mobile advertising more entertaining is by
including audio or video features to the message (Choi et al., 2008).
Bojin (2006) argued that since mobile phones are sensitive private devices, consumers
may not be as concerned with entertainment in advertising, but more concerned with
useful and relevant information instead. He also stated that if a consumer does not trust
a marketing promotion, the consumer will not respond or purchase it even if the
promotion is personalised, entertaining etc. (Bojin, 2006). Even if there are some
inconsistencies in research to which factors are the most influential when it comes to
consumers’ attitudes towards mobile advertising, entertainment is usually one of them
(Bauer et al., 2005; Ma et al., 2009; Tsang et al., 2004).
2.1.2 Informativeness
The increase in mobile usage has made it possible for companies to send out
personalised and more informative messages to their consumers (Sabuncuoglu Aybar &
Gokaliler, 2011). Leung and Cheung (2004) studied the four dimensions and stated that
consumers’ attitudes towards a mobile advertising are impacted by his or hers beliefs of
its informativeness (Leung & Cheung, 2004). It is important that informativeness
includes everything from information and accuracy to convenience and relevance
(Leung & Cheung, 2004; Milne & Gordon, 1993; Siau & Shen, 2003) this is mainly
because consumers expect advertisements to include information that is relevant for
them (Milne & Gordon, 1993). Informativeness can also influence a consumer’s
acceptance and the degree of it towards a specific mobile advert (Hongyan et al., 2014).
According to Blanco et al. (2010) informativeness is, as they stated with entertainment,
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important for the effectiveness of mobile advertising and affects how the consumers see
and perceive the company itself.
When it comes to marketing towards a specific person and playing on their persona,
such as their interests for example, it is important that the consumer has given consent.
When presenting consumers with advertisements that include information that is close
to them, it will affect the outcome of the marketing if the questions prior to this are not
portrayed in the right way (Vlad, 2011). How a consumer experiences an advert, and
thereby the effectiveness of it, is dependent on how informational the content of it is.
According to Goodrich et al. (2015) it is common that an advertisement that is more
informative and helpful is considered to give a less intrusive impact. Informativeness is
therefore important to consider when thinking of the receptivity of a campaign.
Goodrich et al. (2015) also wrote that making an advert good in an informative way can
also raise its rating and that information is associated with positivism from the
consumers perspective (Goodrich et al., 2015). However, researchers do not agree on
the importance of this. According to Tsang et al. (2004), as stated before in this chapter,
wrote that informativeness does not affect a consumer’s attitude as much as
entertainment and credibility do (Tsang et al., 2004). However, Goodrich et al. (2015)
concluded that the longer an advertisement is, if it is in motion, and therefore the more
information the company can fit into it, the less intrusive the consumers find it towards
them. The higher intrusiveness, the higher the negative attitude that in its turn reflects
on the brand because consumer’s attitude towards it becomes less favorable as well
(Goodrich et al., 2015).
2.1.3 Credibility
Credibility towards advertising in general refers to the perceptions that consumers have
about truthfulness and believability of an advertisement (Ma et al., 2009). Credibility is
one of the most important elements of mobile advertising. It has a significant role since
it influences consumers when making decisions especially when information is not
certain. It is possible that consumers open mobile advertisements only because they are
curious to see them but in order to take further action on them, consumers need to trust
the advertisement itself or the brand behind it. Consumers seek credibility from the
advertised brand and/or the mobile advertising in order to open the advertisement
(Okazaki et al., 2007). According to Nantel and Sekhavat (2008) the perceived
credibility of the mobile advertisement affects the attitude of the consumer both towards
the company and the product in question (Nantel & Sekhavat, 2008). To create a
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convenient advertisement that will positively affect consumer’s attitudes, marketers
should develop the credibility in mobile advertising. One way is to customise the
advertising for certain target consumers and try to fulfill their needs and wants. Using a
credible spokesperson in mobile advertising is another way considered to be efficient
(Choi et al., 2008).
Ma et al. (2009) considered credibility as one of the most significant aspects of mobile
marketing. Consumers perceive mobile advertising as risky therefore companies should
focus on the credibility factor in order to build their credibility and trust among
consumers (Ma et al., 2009). According to Tsang et al. (2004) credibility is the second
major element that affects consumer’s attitudes after entertainment (Tsang et al., 2004).
If a message comes from a source that the consumers considers to be credible, they may
see the message, that is initially written with coded language, as entertaining anyways
(Nantel & Sekhavat, 2008). Credibility has a direct positive influence on consumers’
attitudes regarding mobile advertising (Jung, 2014; Chowdhury et al., 2006). Credibility
is the most important factor that has the biggest impact on consumers’ attitudes towards
mobile advertising (Chowdhury et al., 2006; Nittala, 2011). Bojin (2006) showed that
the personalisation feature of mobile marketing is a synonym for the delivery of trust. In
order to create a personalised message, it is crucial for companies to provide consumers
with credible and reliable information (Bojin, 2006).
However, advertisements differ from various cultures hence consumer attitudes change
as well. Based on the study that Choi et al. (2008) have conducted, it is presented how
the dimensions of mobile advertising vary. Even though there are differences regarding
informativeness and irritation aspects, entertainment and credibility are still the most
important ones. This means that if an advertisement involves fun and credibility
elements, consumers will be positive towards mobile advertising (Choi et al., 2008).
2.1.4 Irritation
Irritation is another dimension that influences consumers’ attitudes towards the mobile
advertising. The intrusiveness that consumers might perceive occurs when
advertisements contain some irritating elements that might offend, annoy, or look too
manipulative or provocative to consumers (Chowdhury et al., 2006; Li et al., 2002).
Irritation shows the negative reactions that consumers have towards mobile advertising
(Zha et al., 2015). For these reasons consumers might have negative attitudes towards
mobile advertising. Some other reasons that cause irritation can be that some mobile
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advertisements have complex, destructive or too much information and consumers feel
confused. When mobile advertising are elusive or difficult to understand, consumers
will be negatively influenced (Chowdhury et al., 2006).
In the study by Yoo Jung and JinYoung (2014) they concluded that irritation is a factor
that has a negative relationship to the perceived advertising value that the customer
experience (Yoo Jung & JinYoung, 2014). However, irritation is considered to be a
significant factor in mobile advertising after entertainment and credibility (Tsang et al.,
2004; Choi et al., 2008). Irritation states for the negative evaluation that consumer have
for mobile advertising. The irritation among consumers is different in each culture, this
maybe a result of different experiences regarding mobile advertising (Choi et al., 2008).
As stated before in this chapter, Martı´Parreño et al. (2013) found that irritation was one
of the main drivers of consumer’s attitudes of mobile advertisement. They also found
that irritation is an important factor to consider in order for a mobile advert to be
successful (Martı´Parreño et al., 2013). According to a study by Jung (2014), irritation
is the most powerful influence factor on consumers’ attitude towards mobile advertising
and that the push-type of marketing that can be intrusive may be the reason towards
this. If the adverts are pushed on to the consumers instead of being pulled in by
themselves, it can result in irritation. Generally consumers have a negative perception
and attitude towards mobile advertising (Jung, 2014).
2.1.5 Permission-based advertising
Permission-based advertising is when the consumer gives consent to the company to
send them marketing messages. If permission is not given, unauthorised messages, such
as spam, may be sent out (Barwise & Strong, 2002). Spamming of mobile
advertisements is risky because it is intrusive since consumers think of mobile devices
as personal items and therefore, they will get annoyed and immediately delete it without
reading it which can negatively affect the brand in question (Barwise & Strong, 2002;
Kolsaker & Drakatos, 2009; Watson et al., 2013). Some companies choose to advertise
in a massive way without segmenting target groups that can influence consumers,
especially experienced ones to not even consider opening the messages leading to
consumer dissatisfaction hence irritation (Hongyan et al., 2014; Izquierdo-Yusta et al.,
2015). Therefore, marketers should try to find an appropriate approach to reduce the
irritation level among consumers. Permission-based advertising is a good marketing
approach to reduce irritation (Hongyan et al., 2014). The frequency of mobile
advertising can result in more awareness of a brand. However, in order to avoid
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irritation among consumers and hence negatively affect the brand, the number of
advertisements sent out should be limited otherwise it will negatively affect the
consumer’s attitudes (Izquierdo-Yusta et al., 2015; Smutkupt et al., 2011).
Mobile advertising can be highly personalised but it requires specific information from
the consumer and it may therefore become intrusive which can be avoided if the
consumer gives consent to it (Cleff, 2007). Vlad (2011) suggested that companies
should display a few campaigns before asking the consumer for more information, in
order to get as good outcome as possible when it comes to the consumers attitude (Vlad,
2011). Mobile advertising has presented a great opportunity for companies that allow
them to create a relationship between them and the consumer, however it can become a
problem of privacy (Akpojivi & Bevan-Dye, 2015). Consumers do not always have
control over mobile advertising and their data privacy can be interrupted and disturbed
since they perceive mobile devices as a private way of communication, this would result
in them getting annoyed (Izquierdo-Yusta et al., 2015; Park et al., 2008). Therefore, it is
important for companies to establish trust between them and the consumers. A way of
doing this is by letting the consumers participate in advertising by sharing and providing
their personal information (Bauer et al., 2005). However, consumers want to be aware
of how their personal information will be used by companies otherwise they will have
more negative attitudes towards mobile advertising, the less control they have (Beneke
et al., 2010). It is therefore important for companies to make their mobile
advertisements with respect to their consumer’s privacy in mind (Smutkupt et al.,
2011). Because there is an opportunity in mobile advertising, marketers should not be
afraid of applying and using it but it is important to be cautious in order to receive the
consumer’s acceptance of it (Carroll et al., 2007).
In a study by Maneesoonthorn and Fortin (2006) they argued that in order to enhance
consumers’ attitudes towards mobile advertisements the concept of permission is crucial
and should be put into practice (Maneesoonthorn & Fortin, 2006). Consumer’s attitudes
are positive when receiving permission-based advertising (Bauer et al. 2005; Hongyan
et al., 2014; Park et al., 2008; Tsang et al., 2004; Watson et al., 2013). According to
Siyavooshi (2013) it is important to have the consumer's permission and consent in
sending them mobile advertisement, in order for the advertisement to be successful.
There is evidence that shows that if advertisement is sent out without consumer’s
permission, it can harm the attitude of that industry or company (Siyavooshi, 2013). In a
study by Carroll et al. (2007) it was concluded that permission-based mobile

12

advertisements are considered to be more acceptable than other types of advertising
since consumers can control the communication (Carroll et al., 2007).
When advertising the same information to all consumers, it might lead to consumer
dissatisfaction hence irritation. Therefore, marketers should try to find an appropriate
approach to reduce the irritation level among consumers. Permission-based advertising
is a useful marketing way that is concentrated only on specific consumers that want to
receive the advertisement. In this way the irritation can be reduced compared to
traditional advertising marketing (Hongyan et al., 2014). There is a lack of research
concerning this issue (Tsang et al., 2004; Hongyan et al., 2014). However according to
Hongyan et al. (2014), permission-based advertising is positively related to consumers’
attitudes (Hongyan et al., 2014).
2.1.6 Incentive-based advertising
Incentive-based advertising refers to financial rewards that consumers can get when
receiving promotions or campaigns. This affects consumer’s intention by increasing the
level of consumer’s participation in mobile advertising. The consumers expect to get
something in return when taking actions on mobile advertising. They need to control
their mobile devices where permission-based advertisements become important (Nittala,
2011; Tsang et al., 2004). By rewarding consumers for receiving the mobile
advertisement, they might be more willing to receive such advertising and therefore,
will have a more positive attitude towards it (Karjaluoto & Alatalo, 2007). Incentives
and discounts are a useful way to convince consumers to accept the advertising and
reward them since they are allowing companies to communicate with them (Richard
and Meuli, 2013). Incentive advertising can engage consumers in active processes and
even enable them to overcome the uncertainty feeling about unknown products and
make them more credible.

Consumers expect to get a reward for accepting and

receiving the mobile advertisement hence when companies apply this form of
advertising they can positively influence consumers’ attitudes (Drossos et al., 2013).
Brands can be damaged if marketers do not involve incentives for consumers to act on
mobile advertising. This is one of the ways to engage consumers whom can benefit
from special offers and competitions via mobile devices. Some other incentives can be
gifts and discounts. However, the most popular ones were free ringtones and air time
minutes followed by music, gifts, and access to internet (Hanley et al., 2006).
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When mobile advertising involves incentive elements it is more effective than the
advertisements that do not include any incentive element or any other response.
Incentive-based advertising can decrease the intrusiveness, which a negative factor is
caused by annoyance that negatively affects consumer’s attitudes (Rettie et al., 2005).
The use of incentive advertisements can decrease the effects of consumers’ negative
attitudes and increase the consumer’s acceptance (Rettie et al., 2005; Nittala, 2011).
When the advertising does not contain any specific information people tend to not focus
on that especially in high involvement situations. In this case they might consider some
elements as secondary since they are not related to the content such as cognitive
elements of the advertisement or incentive elements. However, in low involvement
situation, consumers tend to process these elements which can influence and change
their attitudes (Lohtia et al., 2003).

2.2 Summary of the theoretical framework
The figure below summarizes the theory chapter and shows how the chosen theories are
related to consumers’ attitudes towards mobile advertising.

Figure 1, “Summary of the theoretical framework”
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3 Method
In this chapter the authors present the method used in this paper as well as the
theoretical information about it. The chosen research approach, data sources, data
collection method, sampling method, research design and the data analysis method.
Quality criterias and ethical aspects are also presented in this chapter. At the end, a
methodology summary model can be found.

3.1 Research approach
When researchers are entering into conducting a business research, they have to
consider what approach the research should have, and this is commonly chosen between
quantitative and qualitative. The research approach is determined by what approach to
work with depending on the problem, design and purpose that has been chosen by the
researcher (Bryman & Bell, 2011).
3.1.1 Qualitative vs. quantitative
The main difference between quantitative and qualitative researches is that quantitative
studies revolves majorly around numbers, while a qualitative study is more concerned
with words (Bryman & Bell, 2011; Gray, 2009). That means that a quantitative study is
more focused on facts and confirming the data, rather than finding the meaning within
the data, which a qualitative study works towards doing. In a qualitative study, this can
result in a research of deeper and richer data (Gray, 2009). A quantitative study
measures a subject, reports results and involves sampling the units/respondents for it
randomly. The samples are supposed to be able to represent a population. When the data
is collected in such a study, it is analysed with statistical methods, and through that the
researchers can generalise the results to their defined population (Smith, 2008).
A researcher working with a qualitative study can have a closer relationship with the
subject, and the participants in the study, than what a researcher for a quantitative
research does and therefore get an inside view of it (Gray, 2009). While working on the
study, a qualitative researcher is subjective and sees things through the respondent’s
eyes and operates in a case study, rather than a study trying to represent a population
(Smith, 2008). In order to collect material for a qualitative study there are five main
methods that can be used. These are ethnography/participant observation, qualitative
interviewing (which in its turn involve different interviewing types), focus groups,
language based approach, collecting and analysing text and documents. A qualitative
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study can provide a holistic understanding for the chosen and specific area, rather than
working with an analysis of variables and they are dependent of one another, as in a
quantitative study (Bryman & Bell, 2011). This type of study can also give a deeper
knowledge about human behavior than a quantitative study can (Clayton, 2010; Bryman
& Bell, 2011). Another important difference that there is between these two approaches
is the relationship to the theory that they have, whether it is inductive or deductive
(Gray, 2009).
For this study a qualitative approach is chosen since the researchers want to explore
the attitudes of the consumers and therefore want to work with words rather than
numbers, which qualitative studies do. A qualitative study will give the researchers a
chance of a closer relationship with the participants, which is considered to be
beneficial for this study. Additionally, a qualitative approach will also benefit the study
through providing it with more depth in the subject instead of an overview that a
quantitative study would do. According to the purpose and research questions that this
study has, a qualitative research is seen as a better approach since it can enable
researchers to answer them in a better and deeper way. The researchers aim to explore,
which means that a qualitative approach enables them to get a deeper answer to the
purpose. The authors made a model that showed what method the previous studies used,
this can be found in appendix B. Out of 48 sources, 44 of them used a quantitative
method and this was also a reason for the authors to choose a qualitative study in order
to get a deeper understanding of consumers’ attitudes towards mobile advertising.
3.1.2 Inductive vs. Deductive
For a qualitative study it is most common for researchers to describe theory as
something that emerges for their data, and that is what inductive means. While
deductive means that the data emerges from the theory (Bryman & Bell, 2011). A
deductive study does testing of hypotheses, then principles can be confirmed from that
and in an inductive study data is collected and analysed in order to explore relationship
and patterns between variables (Gray, 2009). The hypotheses in the deductive study has
been taken from already existing theories and the purpose is therefore to take that
research area a step forward (Ghauri & Gronhaug, 2005).
In an inductive study, the researcher alternates between previous theories and takes that
together with data in order to establish patterns, it is therefore false to say the inductive
researchers do not consider any already existing theories (Gray, 2009). The researchers
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then draw conclusions from their empirical material that can however create a problem.
Since inductive researches results are based on a certain amount of observations or
interview, for example, which means the results may be mistaken and also different if
conducted with other respondents (Ghauri & Gronhaug, 2005). The process of induction
is connected to the qualitative way of doing research, just as deductive is connected to
quantitative studies (Smith, 2008). When it comes to presenting the conclusion, the
inductive and deductive ways work differently as well. In a deductive study conclusions
are presented by “Conclusion because Fact + Fact + Fact + Fact” (Gray, 2009, p. 556).
Inductive conclusions are presented as “Fact + Fact + Fact + Fact therefore conclusion”
(Gray, 2009, p. 556), that means that the presentation of the results is more interesting.
An inductive research focuses on exploring pattern and since the qualitative study
approach is chosen, it works in an inductive way as well, since those two are connected
approaches. However this study has a character of a deductive nature as well which
can be seen in the theory chapter where authors collect data as a basic material.
Conclusions are drawn from the empirical material together with the chosen theories.

3.2 Data sources
There are two types of data, secondary- and primary data. The distinction between the
two is in regards to when, how and why it was collected (Christensen et al., 2010;
Larsen, 2009).

Secondary data
Secondary data refers to data that has been previously collected, compiled in a different
context and with another purpose than the current research (Christensen et al., 2010;
Lantz, 2014). Basically, according to Cowton (1998) it is data that the researcher has
not himself collected. The main advantage with secondary data is that since it already
exists, it is usually less expensive than primary data. Other advantages are that it is
usually less time consuming and there is a large selection of sources (Christensen et al.,
2010; Cowton, 1998). However, a disadvantage is that the researcher does not have any
control over the content and therefore, effort is needed in order to understand the nature
of the data (Cowton, 1998). Another disadvantage is that the data may be outdated
because newer data is more valuable especially in regards to industries that quickly
develop. Since secondary data is usually not sufficient in order to get answers, the
researcher has to gather more information which is known as primary data (Christensen
et al., 2010).
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Primary data
Primary data is the opposite of secondary data. It refers to data that has been collected
for the first time and for the purpose of the actual research. In order to gather primary
data, different types of questionnaires, interviews and direct observations can be
conducted (Lantz, 2014). With the help of primary data, the researcher can collect
various types of information such as demographic, social and economic characteristics.
As well as information about a person’s interests and values. Additionally, information
can be gathered about people’s opinions, knowledge and attitudes towards products and
advertisements etc. (Christensen et al., 2010). A benefit with primary data is that it is
generally perceived as being more reliable since secondary data is based on others’ data
(Kylén, 2004). Other advantages with primary data are that the data fits the research’s
purpose and the information is current. However, the negative aspects of primary data
are that it is usually time consuming and costly (Christensen et al., 2010). According to
Larsen (2009) even if a research is based on primary data, it is important to also include
previous research within the studied field.
In this study the authors have chosen to include primary data. The reason for this is that
the authors need to collect new data in order to meet the purpose, which is to explore
what consumers’ attitudes are towards mobile advertising in a social media context.
The empirical material represents the primary data collection in this study. Secondary
data could have been used, but it was chosen not to be a part of this study in order to
get a deeper understanding in consumers’ attitudes towards mobile advertisements and
to meet the purpose. This way, it allows the authors to ask the consumers their own
questions and follow up questions in interviews.

3.3 Data collection
3.3.1 Research design
A research design is the framework that researchers choose for the collection and
analysis of data. The choice is made based on what the priorities of the research process
are. This means that it should be taken into account the connections between variables,
consideration of the participations of the investigation in a more general perspective,
understatement of behaviour and its connection to a certain social context and
appreciation of social phenomena. There are five research designs that can be used
when preparing a framework: experimental design, cross-sectional or social survey
design, longitudinal design, case study design and comparative design (Bryman & Bell,
2011).
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Case study
The case study is used as a useful approach to explore a phenomenon within a context
through different data. It enables researchers to explore the phenomenon not only in one
perspective but in many perspectives therefore it is easier to get a deep understanding.
This research design can be used when the study consists of “how” and “why”
questions, researchers cannot change and manipulate the behavior of the individuals that
are being investigated, the focus is covering some contextual conditions when they are
relevant for the study or when the phenomenon and context are not obviously
distinguished (Baxter & Jack, 2008). The case study is mostly connected to qualitative
method especially through unstructured interviewing and participant’s observation since
they provide with deep and detailed data regarding a specific case (Bryman & Bell,
2011).
A very important key in this design is that after defining the research question which
will be best answered, the researchers should also define what the case is. The case
refers to the phenomenon which occurs linked to a context and it is the unit of analysis.
It can be determined with the help of some questions like: ‘‘Do I want to analyse the
individuals, a program or any other phenomenon?’’. After determining what the case
will be, it is needed to choose a case study type: explanatory, exploratory or descriptive
(Baxter & Jack, 2008). The explanatory case study is one of the most difficult types
since it is used to explain how and why certain events occur (Yin, 2013). The
exploratory case study seeks to explore the situations and investigate the phenomena
when there is no clear, single set of outcomes. The descriptive case study is used to
describe a phenomenon connected to the social context where it occurs (Baxter & Jack,
2008).

The chosen case study - Snapchat
Snapchat is a mobile application where one person can send a photo or video to friends
who in their turn are able to view it but only for a few seconds, after that the snap
disappears from the screen. The sender is the one who chooses for how many seconds
the receiver is going to be able to view the photo/video. There is also the possibility to
post photos and/or videos to “My Story” which are available to be seen by the receiver
as many times as they want until it disappears after a day (Hempel et al., 2014; Itunes,
2015). Snapchat has therefore, created a new form of communication (Hempel et al.,
2014). This application is only available to download in apple store or google play
(Snapchat, 2015), in difference to Facebook and Instagram which are available on
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computers as well (Facebook, 2015; Instagram, 2015). According to the list of most
popular applications in the social category on google play, Snapchat comes in third
place after Facebook and Instagram (Google play, 2015).
This study is to be conducted with the case study design because it is considered to be
the most appropriate. This design provides the research with a deeper understanding
and can enable exploration (which is the purpose of this research) of the chosen
phenomena. The authors therefore decided that the case study will work favorable with
the qualitative inductive study. The researchers consider this as the best approach to
use since consumers’ attitudes towards mobile advertising (Snapchat) can be the case
which is linked to a certain context, which is the social media context. The authors do
not consider involving more than one case study since they can get the relevant
information only from one. Snapchat is chosen as a case study since it is a popular
application in a social media context and it can only be used in mobile devices. This
means that consumers’ attitudes can be only focused on mobile devices and will not be
influenced by their experience with other devices which would be irrelevant for the
study and could change the results.
3.3.2 Interviews
A focus group is a type of interview where several people are interviewed on a topic or
issue at the same time (Bryman & Bell, 2011; Christensen et al., 2010). The group
interview is guided by a moderator and it is usually unstructured or semi-structured. The
focus group is more of a discussion between the participants than an interview
(Christensen et al., 2010). Therefore, the interaction between the participants is also of
interest to the researchers (Bryman & Bell, 2011). Focus groups help researchers to
understand why people feel the way they do, are cheap and fast to conduct (Bryman &
Bell, 2011; Christensen et al., 2010). However, there are issues with focus group such as
in selecting the participants, the researcher has less control, the group dynamic as they
might influence each other and some may speak over others (Bryman & Bell, 2011).
One of the most common methods for collecting data is interviews (Christensen et al.,
2010; DiCicco-Bloom & Crabtree, 2006).
According to Gray (2009) conducting an interview is the most logical research
technique and the best approach when the objective of the research is exploratory that
for example involves the examination of people’s attitudes. Advantages with interviews
are that it allows the respondent the opportunity to reflect on events without having to
write it because they might feel that the information they share is confidential. For
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example in questionnaires, the respondent has not met the researcher and may therefore
be concerned about how the information they share is going to be used. Another thing is
that in a questionnaire, questions may not be clear but with an interview if that problem
occurs, it can immediately be clarified (Gray, 2009).
Conducting an interview is a method that can be used in both qualitative and
quantitative research. For qualitative research, the interview questions can be openended and the interviewees respond in their own words while the questions are closed in
quantitative (Doody & Noonan, 2013). The purpose of using interviews depends on the
research question of the research as well as the perspective of the researcher (DiCiccoBloom & Crabtree, 2006). In qualitative research the aim is to understand people and
therefore, interviews are mostly used. Interviews generate deep knowledge about the
participants’ experiences and interpretation. Usually for quantitative research, structured
interviews are used because the questions and analyses are standardised. Whereas in
qualitative research, the interviewee is encouraged to share rich information and the
analysis is left to the researcher (DiCicco-Bloom & Crabtree, 2006). Interviews can
differ a lot from each other depending on how it is structured and formulated. There are
three different types of interviews, structured, unstructured and semi-structured
(Christensen et al., 2010; Doody & Noonan, 2013).
Structured interviews consist of asking the same questions with the same wording and
order to every interviewee. The strength with this type of interview is the time
efficiency. It also limits the subjectivity of the researcher, who is in control of the topics
of the interview which makes it easier to code, compare and analyse. However, a
weakness is that it can be seen as a ‘spoken questionnaire’ where there is no room for
the interviewee to elaborate his/her answer (Doody & Noonan, 2013). Unstructured
interviews usually begin with a broad, open question that covers the topic of the
research with following questions depending on the answers of the interviewee.
However, the researcher follows an interview guide that includes themes but not
questions. The strength of unstructured interviews is that it does not restrict the
questions asked but the disadvantage is that it is difficult to code and analyse the data as
the interviewees may talk about irrelevant topics (Doody & Noonan, 2013). The
unstructured interview can generate information about the meaning of for example
observed behaviour and interactions (DiCicco-Bloom & Crabtree, 2006). A semistructured interview is the most common type to use for a qualitative research and is

21

non-standardized. It consists of predetermined questions along with an interview guide
which helps to collect similar data from all interviewees. The questions are open-ended
and depending on what direction the interview takes, both the wording and order of the
questions can change. Other questions can also emerge from the conversation between
the interviewer and interviewee (DiCicco-Bloom & Crabtree, 2006; Doody & Noonan,
2013; Gray, 2009). According to Gray (2009) semi-structured interviews allow
researchers to explore more detailed responses where the interviewee is asked to clarify
what they have said. Additionally, because the respondents are asked to expand on their
answers it can lead into new pathways which can help towards meeting the research
objective. The responses can be documented by note-taking and/or tape-recording
(Gray, 2009).
Christensen et al. (2010) discusses advantages and disadvantages with recording
interviews. The advantages according to them are that you can play it as many times as
you wish, it gives correct and the exact information as well as the questions that may
emerge from an interview can be used for other interviews. Another advantage is that
the interviewer can concentrate on asking the questions and listen to the respondent.
The negative side is that it can negatively affect the respondent, technical issues may
occur and it takes time to transcribe the interviews. It is very important to ask the
respondent beforehand if it is okay that you record them and explain why you want to
do it (Christensen et al., 2010). Personal interviews, which is the most common type
consists of one interviewer and one interviewee. The interviewer controls and leads the
conversation but the respondent also has the responsibility to make the interview good.
Both parties have distinct roles but share the responsibility (Christensen et al., 2010;
Kylén, 2004). Some disadvantages with personal interviews are high costs, risk for the
interviewer to influence the respondent and that it is not suitable for sensitive questions.
Advantages however, are that the interviewer can ask complicated questions, ask follow
up questions, has big control over the interview situation (Christensen et al., 2010).
Since this study is of qualitative nature, conducting a questionnaire was ruled out. The
researchers then evaluate different qualitative methods and decide that for this study
the most appropriate method is personal semi-structured interview. The main reason for
that is because semi-structured interview allows the researchers to explore more
detailed responses since the interviewee is allowed to expand their answers. Another
reason is because the respondents’ answers can lead to new pathways. Structured
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interview is not chosen because the authors do not want to conduct a “spoken
questionnaire” but want the interviewees to be able to elaborate their answers.
Unstructured interview is also ruled out because the authors of this study want to have
questions to ask the interviewees in order to not collect irrelevant data. The reason why
a focus group is not chosen as a method is mainly because the researchers of this study
want to deeper explore consumers’ attitude towards mobile advertising and not a
discussion about it. The interaction between the participants are not of interest for this
study either and therefore, focus group is not considered to be of relevance to the study.
Another reason as to why a focus group is not chosen is because the researchers want
the individual interviewee to be able to speak and share his/her thoughts without being
interrupted or influenced by other people.
3.3.2.1 Operationalisation

Concept

Conceptual
definition

Operationalized
Definition

Questions

Consumers
attitude towards
mobile
advertising

Attitudes are a person’s
thoughts of for example
a topic, object or
marketing (Solomon et
al., 2010). Mobile
advertising is
advertising and
marketing messages
delivered to portable
devices such as cell
phones for example
(Rosenkrans & Myers,
2012).
Permission-based
advertising refers to the
degree of which the
consumers give consent
in receiving marketing
messages (Barwise &
Strong, 2002).
Entertainment refers to
consumers' feelings of
enjoyment in advertising
(Shavitt et al., 1998).

This concept is of relevance
because it contributes to creating
an understanding for consumer’s
attitudes towards mobile
advertising.

Nr. 1-15

This concept helps to understand
what the consumers think is
important in mobile advertising.

Nr. 3, 7 & 10

The questions from this concept
are important in order to extract
information about what the
consumers think is entertaining
and why.
The questions from this concept
are important in order to
understand what the consumers
considers to be credible, and

Nr. 1, 5, 11 &
13

Permissionbased
advertising

The four
dimensions:
Entertainment

The four
dimensions:
Credibility

Credibility refers to the
perceptions consumers
have about truthfulness
and believability of an
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Nr. 2, 5 & 14

The four
dimensions:
Irritation

The four
dimensions:
Informativeness

advertisement (Ma et al.,
2009).
Irritation refers to the
intrusiveness that
consumers perceive
happens when an
advertisement contains
irritating elements that
might offend, annoy,
look too manipulative
and provocative to them
(Chowdhury et al., 2006;
Li et al., 2002).
It is information,
accuracy, convenience
and relevance in
advertisement (Leung &
Cheung, 2004).

why, in mobile adverting.
The questions from this concept
are important in order to extract
knowledge of the consumers
consider irritating and why.

Nr. 3, 5 & 12

The questions from this concept
are important in order to extract
understanding in what the
consumer considers as relevant
information, and why, in mobile
adverting.

Nr. 4, 5, 11 &
13

3.3.2.2 Interview guide
According to Bryman and Bell (2011), an interview guide is a structured list that
presents the questions that the researchers will ask their respondents in the semistructured interviews. The theories that the researchers have chosen helps them to
formulate the questions and the interview guide revolves around the questions and
works as a base for it. The person who is conducting the semi-structured interviews
does not, however, have to ask the questions in the order they are stated in the guide to.
Questions that are not in the interview guide, but that may have a connection to the
respondent's answer, may also be asked in the interview (Bryman & Bell, 2011).
The interview guide can be found in appendix C. The questions for the interviews in this
study are based on and connected to the theoretical concepts that are presented in the
theoretical chapter. The theoretical concepts are the four dimensions (entertainment,
informativeness, credibility and irritation), permission-based and incentive-based
advertising. These are the themes that some of the questions revolve around and the rest
of the questions are based on the case study of Snapchat and the author's written
propositions (see chapter 4). Thereafter, the interview questions were formulated with
the help of the operationalisation. This interview guide is to be used as a base during
the interviews, and follow-up questions may occur along the way.
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3.3.2.3 Sample selection
According to Cleary et al. (2014) it is important for researchers to think of the size and
selection of the sample when conducting a study, whether it is of data or participants.
When it comes to studies involving participants, the researcher’s decision around them
needs careful consideration. To include too few can result in a study without breadth or
width, however including too many could in its turn result in a superficial study. The
participants that are chosen for the study should provide the researchers with rich
information that will help them to answer the research questions (Cleary et al., 2014).
According to Bryman & Bell (2011) there are two different kinds of sampling methods,
probability and nonprobability. Probability is a sample selection that involves using the
participants randomly, that means that everyone has the same chance of being part of
the study (Bryman & Bell, 2011).
Non-probability is the opposite of that; it indicates that some persons or units of the
population are more likely to be selected than others. If the opportunity of studying a
specific group presents itself, non-probability is the sampling method to use. There are
three different non-probability type of sampling methods. Convenience sampling means
that the researchers chose the participants that are easily available for them to access. In
Snowball sampling, the researcher reaches out for contact with a small group of people
and with them the researchers can reach others. Lastly there is quota sampling that
involves creating a sampling group that represents a large population. By thinking of the
age group, ethnicity, gender and region of residence for example, this can be operated
(Bryman & Bell, 2011). A qualitative study often requires the researcher to be flexible
when it comes to the sample selection, but a random sampling is not to be suggested
either. Sampling randomly could give information those results in generalised
conclusion, which is not, according to Marshall, (1996), suitable for a qualitative study
that aims to understand human behavior (Marshall, 1996).
Since this study is qualitative, the researchers chose to use the non-probability sampling
method. This is because they need participants that all use and know what Snapchat is
and therefore they cannot randomly select them. The snowball sampling method within
non-probability is chosen. In order to reach participants that all use Snapchat, and not
people who do not, the authors will begin with contacting three persons that they know
use the application Snapchat and through them they can find the other participants.
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3.3.2.4 Plan for conducting of the interviews
The authors plan to do personal semi-structured interviews. In the beginning the
researcher will introduce himself/herself and present the subject of the study. After that,
the researcher will follow the interview guide and ask follow up questions, if needed, in
order to get deep data. Each interview will be asked if the researcher can record it and
the researcher will take notes during each interview. The environment for each
interview is planned to be the same for all. How the interviews were actually conducted,
can be found in appendix D together with the answers.
3.3.2.5 Pilot study
When researchers are dealing with interviews there is a chance that persistent problems
may arise after one or a few of the interviews have been conducted. Conducting a pilot
study will therefore ensure that the interview operates well (Bryman & Bell, 2011). A
pilot is a small scale form of the actual study and its planned method, in order to guide
the research in the right direction. It helps the researchers to prepare for the main
conduction of the study and ensure that it will work. After having conducted a pilot
study, researchers have the opportunity to make adjustments if needed (Yujin, 2010). A
pilot study can help the researchers to detect if any questions make the respondents
uncomfortable or if their interest in the study is to be lost somewhere along the
interview. Questions that may not become answered or understood by the participant in
an interview should be made clear and therefore be helpful for the researcher. The
researchers can also get information on whether the interview as a whole has a good
flow. According to Bryman & Bell (2011) it is important that the pilot sample is not
included in the main sample for the study later on (Bryman & Bell, 2011).
A pilot study is supposed to help the authors in finding out if conducting a semiinterview is the right approach, if the operationalisation helped as well as the interview
guide. With a pilot study the authors will test the interview questions in order to modify
them to get the best results from the interviews. It will also help to test if the sample
selection is of relevance and if the plan of conducting the interviews works or not.

3.4 Data analysis method
Through qualitative research a lot of rich information can be gathered, however it is
difficult to find an analytic path through the richness. In order to make a good analysis,
the researcher should make sure to not fail and be captivated by rich data. There are two
approaches to data analysis that should be considered when trying to analyse qualitative
data: analytic induction and grounded theory (Bryman & Bell, 2011).
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3.4.1 The grounded theory
This theory is supposed to explain the development of the concept more than the
theories itself. In this theory researchers refer back to previous academic studies to
show the reader the legitimacy of the work (Bryman & Bell, 2011). Data analysis in
qualitative consists of working with words, language and their meanings which results
in deep rich understanding and analysis of social life. However, there is a large amount
of empirical data that researchers have to handle and consider multiple meanings at
individual and social perspectives. This theory consists of two data analysis phases. The
first one refers to coding all the data and the second part is the analysis in a systematic
way and the development of the theories (Walker & Myrick, 2006). The tools of this
theory are the theoretical sampling, coding, theoretical saturation and constant
comparison (Bryman & Bell, 2011).
Theoretical sampling is an ongoing process of collecting data to elaborate and develop
the theories. The analyst should collect, code and analyse the data in order to enable the
theories to emerge. The object of sampling can be people, places, events and so on that
makes it more possible for analysts to categorise the concepts in different properties and
dimensions. Coding is the most crucial part in this theory. All the data will be divided
into component parts named differently according to the researcher’s interpretation. The
data can be divided in many different types of coding (Bryman & Bell, 2011). Cleary et
al. (2014) means that when to choose to stop with the gathering of material from
interviews can be determined by either redundancy or saturation. When after each
interview the result is analysed and when all concepts and themes have been mentioned
and repeated multiple times, that’s when redundancy has been achieved. Saturation
means that the researcher continues to interview participants until all of the questions
involved in the study has been explored thoroughly (Cleary et al., 2014). When a
research has reached saturation, that mean it has the widths, breaths and depth of
information required (O’Reilly & Parker, 2013). It is related to the coding process
where the researcher reaches a point where no more data review is needed regarding the
concepts and categories. It is also related to the collection of data where no more data is
needed to elaborate a concept (Bryman & Bell, 2011). Constant comparison is a process
that connects the data and concepts in order to not lose the indicators of concept and
categories. In other word it is the constant comparison of the coded phenomena under a
specific category in order to emerge the theories of the concept (Bryman & Bell, 2011).
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Coding
Coding is a useful way for researchers to organise, manage and reduce the amount of
gathered data by exploring some parts of the information that data provide. In order to
apply this theory, it is needed to distinguish similarities and differences between all the
parts of data and after that researchers may be able to categorise and label them. This
process can be done after breaking down the data into different parts, comparing and
categorising them. This is the first stage of the coding process and it is called the open
coding (Bryman & Bell, 2011; Cooper et al., 2012; Walker and Myrick, 2006). In this
phase researchers are opened to find and discover concepts and they can consider the
research question as a guide to identify the relevant concepts for the study (Cooper et
al., 2012). Coding is a crucial part of this theory since it is considered to be much more
than only a part of data analysis. It organises, reduces the data and it leads researchers to
emerge and develop a theory (Walker & Myrick, 2006). In the second step called the
axial coding, researchers try distinguish the relationship between related concept that
were determined in the first stage (Bryman & Bell, 2011; Cooper et al., 2012). They can
analyse the connections between different concepts. The similar parts can be placed in
the same category and the different ones can create new categories (Walker & Myrick,
2006). The final stage in the coding process is the selective coding which refers to the
selection of the core category taking into account the connection to other remaining
categories that can affect the analysis (Walker & Myrick, 2006; Bryman & Bell, 2011).
The researchers of this study are going to be inspired by the grounded theory and
coding will hopefully help to analyse the data since it enable them to emerge the
theories and develop concepts. The authors of this study also chose to apply the
theoretical saturation approach since they need to gather all the possible data until no
more will be needed to elaborate the theories. Since it is very difficult to analyse large
amount of data, this theory helps the authors to reduce and organise all the gathered
material which makes it easier to analyse.

3.5 Research quality
Reliability and validity indicates the quality of the data collected in a study (Kylén,
2004). In order to analyse the results and conclusions of the research, the data has to be
both reliable and credible. The reliability and validity must be treated differently
depending on if the research method is quantitative or qualitative. In a qualitative
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research, the researcher is the instrument to measure the reliability and validity when
the data is analysed (Christensen et al., 2010).

Reliability
The reliability of a study refers to what degree a study’s result can be repeated (Bryman
& Bell, 2011; Christensen et al., 2010). However, there are some issues with this
approach because it is closely related to the measuring instrument’s consistency and
capacity to get the same result if the study is repeated. When collecting the data an
interaction between the interviewer and respondent occur in a specific context, time and
space. Therefore, because reality changes all the time, it is impossible to collect
identical data every time. Another issue is of course that the analyst and measuring
instrument is the same thing, meaning that the reliability can only be connected to the
original researcher as another researcher cannot be the original one. These issues show
that it is impossible for any researcher to repeat the study and get identical results
(Christensen et al., 2010). According to Kylén (2004) reliability of a study can increase
if the data collected is extended with more information. It is however, important to not
collect “too much” data because the more data you have does not mean it is more
reliable (Kylén, 2004). However, Christensen et al. (2010) argue that the traditional
concept of reliability is irrelevant to determine the quality of a qualitative research.
They stated that there are other criterias to determine the quality that are more
connected to the concept of validity (Christensen et al., 2010).

Validity
The validity of a study refers to the credibility and relevance of the collected data
(Christensen et al., 2010; Kylén, 2004). Validity measures how the study’s results
correspond to the reality; this is also known as internal validity (Christensen et al.,
2010). On the other hand, external validity refers to what degree the study’s results can
be generalised (Bryman & Bell, 2011; Christensen et al., 2010). In a qualitative study,
the validity is about credibility which is based on how the data has been collected,
analysed and presented. The researcher can enhance the credibility of the study during
the research design and implementation (Christensen et al., 2010; Noble & Smith,
2015). The credibility (internal validity) is also related to if the researcher has reached
theoretical saturation, meaning that the researcher has not drawn hasty conclusions but
has collected the needed data. To achieve this, it is important that the researcher
carefully presents the process of the gathered data, results and conclusions. When it
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comes to the external validity, if the research is applicable to other entities and cases,
the research has a good external validity. It is possible to increase the external validity
by establishing to what extent and limitation the result of the research is applicable to
other entities that have not yet been researched (Christensen et al., 2010).
The concept of reliability in a qualitative study has been criticized as irrelevant and
therefore, the authors of this study decide to focus on validity instead as it is more
connected to the qualitative approach. In order for the study to reach credibility, the
authors of this study will carefully describe the process of how the data is collected,
their results and conclusions. All choices that will be made in this study will be justified
by the authors to enhance the credibility. The authors will not draw any hasty
conclusions as they will interview people until they reached saturation.

3.6 Social and ethical issues
When conducting a business research, ethical issues arise at different stages as it
evolves (Bryman & Bell, 2011). Business ethics provides researchers with guidance in
business and in society, it also seeks to impact how they work and act. In the latest years
there has been an increase in the attention that has been paid to business ethics
(Brenkert, 2010).
According to Bryman and Bell (2011) and Gray (2009) there are four different ethical
principles that should be thought of and used in business researches. The first is harm to
participants, which indicates that no harm to the participants in the study should be
made and harm here includes physical harm, harm to their development and harm to
their future career prospects. Secondly there is lack of informed consent which states
that the participants of the study should be given as much information as needed and
possible and also the choice to decline participation. Invasion of privacy means that
researchers should not invade participant’s privacy, and not abandon what is seen as
common courtesy either. The final ethical principle is deception, it indicates that
deception and fraud should be minimized as much as possible in a business research.
This is when the research is presented as something it is not and thereby making the
participants believe they are a part of something else then the actual research (Bryman
& Bell, 2011; Gray, 2009).
While conducting this research, the authors keep the four ethical principles, as stated
above, in mind and follow them. The participants will be informed about the purpose of
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the study while they will also have the choice of not being part of the study. They will be
more informed that their participation in the interviews is not a must and that it is
voluntary. By giving the interviewed people fictional names, the authors do not go into
the participant's personal life and also do not include any personal information about
them in this study. Through doing this and being honest and truthful in the process, the
four ethical principles that are previously mentioned, are considered fulfilled.

3.7 Methodology framework summary
The table below shows a summary of the methodology chapter and the researchers
chosen approaches.

Method

Chosen method

Research Design

 Qualitative
 Inductive
 Case study (Snapchat)

Data Sources

 Primary data

Data Collection

 Semi-structured interviews

Sample Selection

Data Analysis

 Non-probability
 Snowball sample
 Population: people who use
Snapchat.
 Grounded theory

Research Quality

 Validity

Research Approach

Table 1, “Methodology framework summary”
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4 Empirical
In this chapter the propositions written by the authors are presented and explained, as
they were explained to the respondents. Then the empirical material is presented
interview by interview with fictional names. The structure of the interview is based on
the prepared interview guide. The data collected consists of nine personal and semistructured interviews. Each interview was with the permission of the interviewees
recorded and notes were taken during. In order to respect each respondent's anonymity,
fictional names were created to represent each interview.

Propositions
For the interviews, the researchers of this study presented various examples of how
mobile advertising might work on Snapchat. When creating propositions the researchers
of this study took into account the theories mentioned before in the paper and three
other factors that are important regarding advertising. The first factor is interactivity,
which is a prominent characteristic of mobile advertising and considered to be a salient
feature for communication. In order for mobile advertising to be useful, advertisers
should focus on advertising design and event planning, this in order to develop an
interpersonal dialogue between the consumer and the company (Gao et al., 2010B). The
second factor is one of the most efficient ways to promote products, attract old and new
consumers which is through temporary price discounts and attractive bonuses. This
approach can increase sales, motivate and engage consumers to act (Putten et al., 2013).
The third factor is creativity. The most efficient way is to make creative advertising
since they last longer, are more memorable and attract consumers. It is important to
involve artistic values which consist of aesthetically appealing verbal, visual or sound
elements such as colours or memorable music (Reinartz & Saffert, 2013).
The first proposition is that the company is going to send a code through Snapchat
consisting of letters and/or numbers in order for consumers to get a discount. To engage
and motivate consumers to act on Snapchat, the code will be sent in different stages.
Firstly, the company will post a video on their “My Story” with the instructions. Then
every follower of the Snapchat account will get the first letter/number and an instruction
on what to do in order to get the second letter/number. One example could be that the
users should send back a snap of them with a product of the company, and they would
then get back the second part of the promotional code. Thirdly, the top 10 out of those

32

photos would also get the third and final part of the code. However, the promotion
would go on for a week which would mean other possible consumers would still have a
chance every day throughout the week to get a promotional code.
Another way for a company to use Snapchat is through proposition number two, in their
marketing, could be to simply post a 24 hour promotional code. This code would then
be visible for all the followers of that company and the “my story” post would only be
up for 24 hours. Since this code would be usable for all followers, it could have a lower
discount rate than the previous competition. Proposition three refers to that the
companies can also use Snapchat for one-way communication through posting in “my
story”. The aim is to share information to all the followers about different events,
campaigns etc. Another factor of the authors’ proposition is that companies will be able
to apply for verification by Snapchat. This would imply that they get a verification
symbol by their account name, meaning that it is the official account of the company.

4.1 Elisabeth
When asked what entertainment in social media mobile advertising meant for this
interviewee, the response was that adverts were not entertaining at all since pop ups is
the most common kind and those were only said to be annoying. The interviewee also
said that with banners, there is nothing wrong but it is not considered as entertaining
anyways. Credibility for this interviewee was when there were reviews regarding the
product and the company, except for that credibility was said to be a factor hard to find.
Interviewee stated that when it comes to irritation in social media, it was again the pop
ups that were the most irritating with mobile adverts, the person never wanted to see
them or be delayed in the phone because of them. When asked what information meant
in this type of mobile advertising, the answer was “The ad needs to be informative” and
that it is important that it is clear what they are advertising. For this person, information
was the most important factor, after which irritation came.

Entertainment was

considered the least important because mobile advertisement was, again, not considered
as entertaining at all. According to this person the content of a mobile advert in whole
was effective on the attitude towards it, and when asked why the answer was “If I find it
interesting the attitude will be more positive than if it’s not something that I can relate
to or something that is a part of my interests”.
As interview question seven was asked, what the interviewee thought of personalised
social media mobile advertisements, the answer was that it was unpleasant. That was
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followed up by asking what was positive about it, when the person stated “It can be
nice when you get for example discount on the products you usually spend money on,
that kind of information is ok for them to have I think. Introduced to the idea of
companies having Snapchat accounts and uploading “My Story” pictures and videos,
the respondent was “not super interested in the idea” but also stated, after a follow up
question, that it depends on if it regards a company of already existing interest, which
would mean bigger chance of follow, or not. The fact that you have to authorise the
companies in Snapchat by following them, was considered to be a good thing. Since
there are websites that can provide discount codes already, the interviewee stated that
those factors were not interesting, but except for that it sounded good and “if they could
give an insight into the business that would be cool”. If getting an insight to the
business was an option that would also catch the respondent’s attention even while on
the move and if so, the frequency of the upload of pictures or videos could also be more
than otherwise. The informative proposition was considered the most appealing because
“I don’t have to interact and the discount factor doesn’t really do it for me”. When
asked if the verification factor would help in trusting the advert, the interviewee stated
“Yes definitely, but the ads in its turn would also show that it comes from the right
place”. Finally, 20% was considered appropriate for the first proposition and 12% for
the second one.

4.2 Isabelle
This interviewee considered social media advertisements interesting things the person
already had an interest in, to be entertaining, and pictures were more appealing because
they require less attention and consists without noise. The respondent said that when it
comes to credibility, trust for an advert happens when there is trust for the company.
The most irritating factor was stated as noise that appears without consent, because
mobile advertising should not disturb. Noise was also the factor that made the
respondent say that pictures were preferred over videos. Considering information, it was
seen as more important if the person had not heard about the company before, rather
than if it was a well-known one.
Entertainment in social media was mentioned as the most important factor because
“…adverts should be fun”, while “lastly irritation because all adverts are irritating
basically”. The respondent’s thoughts towards personal social media mobile advertising
was stated that it was not that annoying as long as they are sent out massively while also
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saying “It should also be to a certain degree, not too much!”. The person also thought
that if a company can deliver advertising messages within the frame of Snapchat that
would definitely be positive and the factor of the consumer having to authorize the
company by starting to follow them, was seen as both positive and negative, while
positively was from the consumers perspective. The latter two propositions that were
presented was considered as interesting and the interviewee said “…I think they could
fit a broader target group”, than the first proposition could. The first one was not as
interesting because “I’m not that active in that way…”. When being asked how often
the messages could be sent out, the person said “One picture is a bit short but a few is
good and not every day either! At the point of the ad it’s better to fully commit and post
more things and then wait a bit until next time, instead of short uploads often”. This
respondent like the idea of getting a discount code for 24 hours the best, i.e. the second
proposition and that this would probably have to be around 5-10% since everybody can
access it but it still needs to be usable. The respondent also stated that the verification
factor would help to trust the advertisement, because if Snapchat can verify it, then it
would be trustworthy.

4.3 Mohammed
By this respondent, videos were considered as entertainment and more entertaining than
pictures, because of the movement and opportunity of more creativity. If a brand is
well-known or not was stated as important to if the advertisement was credible or not in
social media, but also the looks of it, “If it looks tacky I won’t trust it as much”. It was
also mentioned that it does not always have to be very informative if it came from a
company the respondent knew well, “if Nike has a new product release, maybe it’s
enough with only the date and their brand name for me to react “. If an advert had noise
that started automatically, or it was a banner or pop up advert the respondent said they
were annoying and “they seem “B” and not trustworthy either”. When asked what the
respondent meant with “B”, it was stated that it was meant as giving the advertisement
an amateur impression. Out of the four dimensions, the interviewee said credibility was
the most important because “…I want to know where it comes from”. Information in
social media was considered just a bit more important than entertainment while also
stating “…I feel like information and entertainment go hand in hand…”, and lastly
irritation because “I think the other factors can overcome the irritation if they are
thought of”. But all in all, the content in whole was seen as effective on the attitude
towards mobile advertisements.
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In this interview, personal social media mobile advertising was found to be annoying
and irritating, it was also stated “If it happens then I want to be able to unsubscribe
from it, that’s important!”. When asked what the thoughts towards companies having
Snapchat accounts and uploading pictures and videos to “My Story”, the respondent
said to not know how to follow companies in the application but also that “if the
company is something that interests me then definitely!”.
Having to follow companies on Snapchat was something that was considered very
positive, because that would eliminate annoying things that are viewed to the consumer
without consent. The first proposition was seen as “too complicated” and also difficult
administratively for the company, however, the second and third proposition was seen
as interesting and the persons stated that those could probably work. The third was the
most appealing one as well. The pictures and videos should not be uploaded too often
according to the interviewee which also stated “…I think every day is about too much.
Upload a few more whenever they do it instead”. As stated before, videos was seen as
entertaining and as long as the company thought of the fact that everyone might not be
using sound, videos was seen as the best to catch attention as well, even if the person
was on the move. The respondent stated that the verification factor would definitely
help trust the advert because “I like knowing that the information is coming from a
secure source”. Lastly the question about the different discount rates was brought up
and the response was that the first proposition should have the highest rate because of
how complicated it was and that people need to work for it. The first one that I thought
was a bit complicated should have the most discount since the consumers need to work
more for that one.

4.4 Esmeralda
The first respondent had never seen a fun mobile advertisement in social media. Pop up
ads are “...just irritating” and the interviewee hates when the mobile advertisements
disturb what the person is trying to do on the phone stating “...I hate them with
passion!” Pop up ads were also brought up when irritation was discussed. Discrete
advertisements such as the ones Twitter has were preferred. In regards to credibility the
interviewee said reviews from people, because they are not trying to sell things like
companies do. Another thing that adds to the credibility social media mobile advertising
was how it looks, that it should look professional and not cheap. The respondent said
that social media mobile advertisements that you get without your consent are irritating.
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Information was considered as important by the interviewee but it should not be too
much because the interviewee would get lazy and not read it, “...I think a good way is to
use keywords instead”. Irritation was the most important factor for the respondent and
stated “...if you are irritated you immediately lose interest”. The respondent said that if
the advertisement is not irritating and has the right information, then credibility
becomes important.
Entertainment according to the interviewee was not a critical factor but just a plus.
Another factor that would affect the respondent’s attitude towards mobile advertisement
is the frequency because “...it should not come up too often otherwise it gets irritating”.
The interviewee liked personalised mobile advertisements in social media because it
catches the interviewee’s attention, company has nice customer service, make the
person feel exclusive and that the company cares. “My attitude towards personalised
advertisements depends a lot on the company behind it and my feeling for it”. About
companies having Snapchat accounts, the interviewee said it depends on how the
company enters, stating “...if you choose what company to follow then I would be
positive towards it!” The interviewee did not like to be forced to watch advertisements
or follow companies and therefore authorisation was considered as very important.
When the propositions were discussed, the interviewee thought they were all good.
About the first proposition, the respondent thought it requires too much engagement and
it would depend on the company and reward. The interviewee preferred the third
proposition the most because it was considered to be the less irritating and most fun.
However, the respondent thought the second one was good as well. Entertaining
advertisements would catch the attention of the respondent if she was on the move. In
regards to frequency, the respondent said that not more than five snaps per day because
“...if there are too many then you won’t have the patience to look at them”. To see
backstage footage from the company was mentioned and the respondent said that would
be interesting and fun to see. The verification of companies’ accounts would absolutely
help to trust the advertisement and know it is real. Lastly, discount rates were discussed
and for the first proposition the interviewee stated it should be 50% or above because
otherwise “...it would not be worth it”. For the second proposition, around 10% was
considered to be appropriate because “...you don’t have to do anything to get it”.

37

4.5 Steven
Entertainment in social media mobile advertising for the respondent was behind the
scenes and relatable footage which would also add credibility, “I would want to see real
stuff!”. The respondent also stated: “...I find a video more entertaining than a photo
because a video tells you more”. The feeling of irritation was then discussed and music
or noise in an advertisement was considered as annoying and make the person not watch
the advertisement. Another thing that contributes to irritation according to the
interviewee was “If there is too much going on in the ad that does not make sense,
irritates me”. In regards to information, it should not be too much but just enough to
make the person want to know more and see the product in real life. The respondent
stated: “It [the information] depends on the product, but just something small to get my
attention!” Entertainment was considered to be the most important factor in social
media mobile advertising because it would catch the interviewee’s attention while on
the move especially videos. The respondent also stated that if it looks fun you want to
be a part of it and get more drawn to the company/product. Irritation was also important
because “...if it is something irritating then I won’t read or watch it”. According to the
interviewee information is more important when the person is on the computer than it is
in mobile advertisements because “there (in mobile) you want to get quick ads and not
read too much”. Credibility was seen as the least important since mobile advertisements
should be quick and relatable, “...as long as it (advertising) is not irritating, if they are
faking it until they make it then I am not really concerned about credibility at that
moment...”.
Personal social media mobile advertisements were then discussed and the interviewee
liked them. The reason for that was because the advertisement is directed to you, makes
the person feel like the company made an effort and feel appreciated as a consumer. In
regards to companies having Snapchat accounts, the respondent thought it was a “good
thing”. The aspect of the company uploading behind the scenes footage was mentioned
again, “...that would be good advertisement for the company as well as good for the
consumers”. When it came to authorisation and choosing to follow accounts, the
interviewee said that it would be a positive thing because you would follow accounts
depending on your own interest and “I would not want to watch any random company
but a company I am familiar with...”. However, the respondent also mentioned that it
could be negative because “...I might miss out on a great company that I know nothing
about.” and mentioned that sometimes being ambushed on “My Story” could be good.
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The marketing propositions were later discussed and the interviewee though they were
“great”. The first one would be for those who want to do something in order to get a
discount, however the respondent would not do it. The second and third proposition
would according to the interviewee be something for those who follow the company on
Snapchat and get something in return for following them. The respondent stated that as
a loyal consumer and therefore following the company on Snapchat, you as a consumer
should get something in return. The respondent also mentioned: “...I wish you could
replay videos and photos more than one time a day” because sometimes the respondent
would not be concentrated while opening the snap and would miss it. Frequency was
then talked about and the respondent said maximum five times a day because if it is too
much, the respondent would stop watching and find it irritating, stating “Less is more in
my book and it would also make you more intrigued because you would keep wondering
what they will upload next”. The proposition that was most appealing to the interviewee
was number two because it was considered as fun and interesting since you only have
24 hours to use it. The verification of companies’ accounts would be a big part because
the respondent wants to know that it is the company for sure in order to not
“...embarrass myself trying to use a discount”. The appropriate discount rate for
proposition number one should be the highest discount because it requires the follower
to do something, 50% was suggested. For the second proposition 20% since a person
has to use it within a time frame.

4.6 Erik
Entertainment for the interviewee was considered to be videos because they can
“...convey more feelings than a picture”. When an advertisement can be fun was
considered to be a good thing. The feeling of credibility in social media mobile
advertising would be an advertisement “...that is not too colorful or flashy”. For a
mobile advertisement to be considered more credible it should look professional and
have a clean look. Irritation was then discussed and the frequency of advertisements
was mentioned by the respondent. Another irritating aspect in this type of mobile
advertising was “...when you can’t close the advertisement”. Flashy texts were also
something that would cause the respondent to feel irritated. The respondent then stated:
“...I find most advertisements irritating”. Information for the interviewee was “not that
important”. The reason for that was because if an advertisement has too much
information it looks bad and would not look professional, “Less information, the
better!” It should be short information to catch the respondent’s attention. Credibility
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was considered as most important to the interviewee because if it looks real then it
would catch the respondent’s attention and interest. The respondent stated: “...I’ll
probably click on it”.
Later, it was asked if there is another factor that would affect the interviewee’s attitude
towards social media mobile advertising and the response was that automatic sound
makes an advertisement “...a lot worse and irritating”. The respondent added: “...the
automatic sound is not something you want or chose!” In regards to personalised social
media mobile advertisements, the interviewee thought they were good because “...they
are tailor made for my needs and wants so I might find an offer of what I am exactly
looking for”. The bad thing about personalised advertisements is the privacy issue, “...it
is a bit creepy that they know my age, my interest etc.” The answer in regards to
companies having accounts on Snapchat was: “I would love that! It would be a nice,
quick and personal way for companies to send information and updates because I feel
like emails are boring and outdated”. The respondent thought that if following a
company is not a choice then it would be irritating because then the company and
advertisements would “...just pop up without my consent”. The marketing propositions
were then discussed and the interviewee thought they were all good since the company
can communicate with their followers and give the follower something in return. The
first proposition was the interviewee’s favorite stating: “I like a challenge and I think it
is cool that there are different stages you have to go through in order to get the code, I
would feel like I earned it”. The respondent is always focused when opening Snaps in
order to not miss anything, “If I follow a company, I would be focused”. The frequency
of advertisements was then asked about and the answer was a couple of times a week
and not every single day. The verification of a company’s account on Snapchat would
100% help the respondent to trust in the advertisement. Discount rates for each
proposition was then discussed and for the first one, the interviewee thought 25% and
for the second one it should be a low number such as 5%, “...because they give it out for
free”.

4.7 Kim
When asked about entertainment in social media mobile advertising, the interviewee
considered it as fun, laughing, something that gives positive feelings and referred to
games. Regarding the question about credibility the interviewee related that to
exaggeration and this would result in irritation stating: ‘‘Credibility is honesty above all
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and if I feel like companies are trying to fool people then I don’t trust them.’’. Another
point that caused irritation was the tracking that companies do. Information was
considered to be the ‘‘...advertisement itself’’ but it was needed to be short. Sometimes
the information was enough then the credibility was not needed. The respondent did not
think of any other factor that could affect the social media mobile advertising in social
media context since he/she thought that the previous mentioned factor involved
everything that affected him/her. When asked about personalised social media mobile
advertising the respondent felt like company took care of loyal customers and
appreciated them. It was also stated that: ‘‘I think it’s only positive about that.’’. The
interviewee thought the idea of companies having Snapchat accounts was interesting
and mentioned the fact that everything would disappear hence would not cause
irritation. However, the respondent would follow companies of his/hers interest. When
it came to propositions, the first one was very appealing to the respondent since it was
considered to be ‘‘smart’’, ‘‘unique’’, ‘‘motivating’’. According to him/her the first
proposition would be for people that like discounts but mostly for them that want to
have fun: ‘‘There will be people that participate because of the discounts but most of
them I think will participate to have fun.’’. ‘‘I think I would follow more companies that
use these kind of strategies.’’ stated the respondent. Positive feelings were towards
other propositions even though they were known as strategies. The respondent said that
would open all the advertisements if companies would send them twice per week.
Regarding the verification question the interviewee thought it was very good since: ‘‘Of
course you trust it if it’s reliable and credible. For the first proposition the discount
would be 50-60% and for the second it should started by 10%.

4.8 Fernando
In social media mobile advertising, entertainment was seen as fun and attracting even
when the respondent was not focused on the advertisement. Credibility was related to
information since the interviewee stated that information should be: ‘‘...plain, clear and
modern/fun without adding too much exaggerations.’’. Everything that was ‘‘...long, not
concrete, boring and obviously exaggerated.’’ was irritating. Regarding irritation it was
mentioned pop up advertisements and their sound as annoying. Information had to be
short and it was very important but without credibility it was considered as nothing and
no focus would be on that. When asked if the respondent could think of any other factor
that would affect mobile advertising in social media, the interviewee mentioned the
frequency since it would cause irritation if advertisements would be overdone: ‘‘Doesn't
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matter how good the product is or how good the intentions are.’’ stated the respondent.
The word ‘‘hate’’ was used when advertisements would interrupt what the respondent
would be doing.
Regarding the personalised mobile advertising in social media two sides were
presented. The negative side was about missing out some offers that not everyone
would get and the positive side were the offerings that someone could get through the
personalised advertisement. It was a ‘‘cool’’ idea the fact that companies could have
Snapchat for as long as the interviewee could follow the accounts. ‘‘But if they overdo it
with 300 seconds long stories I will unfollow really fast.’’ was another statement by the
interviewee. If it was too long the respondent would ‘‘lose the interest and get tired of
advertisements.’’. Verification was considered positive by the respondent since
credibility was very important. Proposition number one was according to the
interviewee ‘‘a brilliant idea.’’ since it was ‘‘interesting’’, ‘‘fun’’, ‘‘engaging’’ and
‘‘challenging’’. ‘‘I think I would always participate in things like this.’’ stated the
respondent. The other propositions were perceived as positive as well however, the first
one was more appealing. As for the second one the discount rate could start by 10%
while the first one should have a high discount. The frequency to receive advertisements
was once in a few hours.

4.9 Jasmine
The interviewee did not consider entertainment as something important in social media
mobile advertising and it was stated that: ‘‘I do not bother open an advertisement only
because it entertains me.’’ or ‘‘It’s not important at all.’’. When asking about
credibility it was stated that when companies send something without permission it
looks ‘‘unserious’’ and ‘‘not credible’’. When companies send the same thing many
times it would be irritating for the respondent since the person would get confused so it
would be better ‘‘...less things in a dense way.’’. Information was considered to be a
good start to know more but the respondent needed to check reviews to see if the
information was credible. Credibility was related to the information a lot and if they did
not work together, it would lead to irritation.
Regarding the personalised mobile advertising in social media, the respondent thought
that: ‘‘I think they are made up and it’s hard to believe they don’t do the same thing for
all people. However I don’t think something negative can be about that’’. Positive
thoughts were toward companies that have Snapchat accounts as well, for as long as the
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respondent could choose what to follow and the advertisements would be short.
‘‘Otherwise the application would be irritating I would just delete it from my phone.’’
stated the respondent. When the interviewee could get irritated from one company, the
person could also miss or unfollow other companies as well in order to avoid more
irritation. Regarding the propositions, the first one was perceived as premium
advertisement. The interviewee thought that: ‘‘I would never participate on that but if
there would be a discount I would of course.’’. The first proposition was ‘‘memorable’’
and would make the respondent feel more connected to the brand or product. Positive
thoughts towards other propositions were showed as well since less effort was about
them and they were for free. As for the information, it was mentioned again that it
would be better to be short and not sent very often. The respondent thought that people
could benefit from all the propositions and that all of them were interesting. The
frequency for receiving advertisements was twice per week. Verification would
influence the interviewee positively as well and it would make the advertisement more
credible since it had ‘‘Huge importance for the respondent!’’. For the first proposition,
the respondent thought that the discount rate should be 50% and for the second one
maybe 10%.
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5 Analysis
In this chapter the researchers analyse all the gathered data from the interviews based
on the theoretical framework. Authors have analysed the data according to the order
that the theories are presented in the theory chapter. A model is shown to summarise
the results from the analysis.

Entertainment is the feeling of enjoyment in mobile advertising (Bauer et al., 2005;
Jung, 2014; McQuail, 2015; Shavitt et al., 1998). This can be supported by the findings
in this study because the respondents interviewed in this study state that entertainment
for them is associated with positive feelings as well as referring to it as fun. However,
according to consumers in this study, they do not find mobile advertisements
entertaining because of pop up adverts being irritating and annoying. Hence it can be
stated that entertainment is not seen as the main influence factor towards a consumer's
attitude in mobile advertising, since advertisements are not perceived as entertaining or
entertainment was perceived only as an added value to it.
In the empirical data it was found that videos are preferred instead of pictures because
videos convey more feelings and are more creative and moving. This can be supported
by Bauer et al., (2005) which states that positive attitude comes from creative,
informative and entertaining mobile adverts (Bauer et al., 2005). Even though there are
no positive feelings about picture’s entertainment elements, it is noticeable that pictures
are rather chosen than videos because pictures do not have annoying elements such as
automatic sounds and high engagement by the consumer. The reason for this can be to
avoid irritation because the feeling of irritation is stronger than the influence factor of
entertainment elements. When presented with the different propositions, the reactions
and responses are strong towards enjoyment and them being fun. A reason for this can
be seen as the factor of the consumers receiving something from the mobile
advertisement in these cases, because they then benefit from it. Therefore, this
strengthens that entertainment does affect the attitude even if it is not the main factor.
When it comes to both videos and pictures, consumers consider the information in them
important and this is because they consider that to be the main part of the advertisement
and the advertisement itself. If the content of the advertisement is related to something
that the consumer already has an interest in, hence the attitude towards it will be
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positively affected. That can be supported by Milne and Gordon (1993), that consumers
expect mobile advertisements to include information that is considered relevant for
them (Milne & Gordon, 1993). Consumers want the advertisement to catch their
attention by having information that is short and clear, with the use of keywords
together with entertaining elements. In this way consumers will have positive attitudes,
as Goodrich et al. (2015) has stated, that can be the result if information in an
advertisement is presented in a good way (Goodrich et al., 2015). According to the
respondents in this study, the presented propositions were considered to have “smart”,
“interesting” and “simple” information which contributed to a positive attitude. If the
product or company is unfamiliar to the consumer, more information is considered
needed, the authors think that the reason for this is that the consumers need facts to be
able to trust the information. However, Tsang et al. (2004), stated that the feeling of
credibility has a stronger influence than the feeling of informativeness (Tsang et al.,
2004), this can be connected to this study, if advertisements do not give the consumers a
credible and trustworthy feeling, then the information and content of it does not matter.
According to the respondents, the information and looks, in other words the content, in
an advertisement is found to be a critical factor when considering the advertisement to
be credible or not. In order for consumers to have a positive attitude towards trusting the
advertising it should contain certain elements. Plain, clear, short information that is also
fun and not exaggerated, together with a mobile advert that looks serious and clean,
gives a professional rather than cheap impression. As a result of that, it can be
considered to positively affect the attitude towards credibility. Too flashy or colourful
advertisements are instead seen as negative aspects that can lead to giving the
consumers a non-credible and non-trustworthy impression. The authors believe that if
the previously stated positive elements are incorporated, and the negative elements are
avoided, in a mobile advertisement, it will lead to positive consumer attitude towards it.
This supports that credibility factors have a direct positive effectiveness on the
consumers’ attitudes towards mobile adverts, which Jung (2014) and Chowdhury et al.
(2006) stated. According to Okazaki et al. (2007), consumers can open mobile
advertisements but if it is not trustable they will not go further into it and read it
(Okazaki et al., 2007). That can be supported in this study, because when it comes to
giving a professional impression, consumers usually feel that long information cannot
contribute to that, hence that can result in them choosing to not read it instead. Nantel
and Sekhavat (2008) argued that credibility affects the attitude consumers have towards
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the company and product (Nantel & Sekhavat, 2008). The content of the advertisement
contributes to the credibility and therefore it can affect the attitude towards not only the
mobile advertisement but also towards the company and product.
While credibility is important in the attitude towards an advertisement, it can also be
considered to be a less important factor if the advertisement is already irritating. In
order to completely trust a brand or company, the empirical data shows that people need
additional information regarding the advertisement they get. An example of that type of
information is reviews where other people share their experiences of the company or
product. The verification factor presented with the propositions is another example of
the additional information, which is seen as a crucial factor that shows that the
application trusts the company as well. The positive attitude towards this is expressed
through words such as “very positive”, “absolutely” and “important”, which supports
that the verification can help consumers feel more secure and distinguish the fake from
the real. Consumers consider others outside the company to sometimes be a more
credible source than the company itself, especially when they deal with unfamiliar
companies. As stated by Okazaki et al. (2007), when facing uncertain or insecure
information, credibility becomes significant (Okazaki et al., 2007).
When consumers perceive information to not be credible, they feel irritated and
according to Chowdhury et al. (2006) and Yoo Jung and JinYoung (2014) the feeling of
irritation results in a negative attitude towards mobile advertisements (Chowdhury et al.,
2006; Yoo Jung & JinYoung, 2014). The case of pop up advertisements is the factor
that is considered to be the most irritating by consumers. This type of advertisement in
mobile devices is seen as something that is a delaying factor as well as “disturbing” and
“B” that can result in feelings of not being able to trust the mobile advertisements the
consumers are then exposed to. Another important factor of mobile advertising, when it
comes to irritation, is the frequency of the advertisements. According to Barwise and
Strong (2002), Kolsaker and Drakatos (2009) and Watson et al. (2013) if an advert is
sent out too much, it will be considered as spam which contributes to consumers having
negative attitudes towards the ads (Barwise & Strong, 2002; Kolsaker & Drakatos,
2009; Watson et al., 2013). In this study, the consumer’s attitude towards the frequency
in the presented propositions is that it should be at least more than one message and on
special occasions they can consider allowing the company to send them more than
usual. However, consumer’s attitudes are negatively affected when the frequency is
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high, and repetitive. As one respondent stated, “less is more” is thought of as the better
alternative in order to avoid the irritation. Jung (2014) stated that the general feeling
towards mobile advertisements is irritation (Jung, 2014). Hongyan et al. (2014) states
that working with an appropriate approach in mobile advertising, can reduce the
irritation (Hongyan et al., 2014). The researchers of this study believe that by
incorporating “less is more” as an appropriate approach, this can provide consumers
with a positive attitude instead. If it is not avoided, that can result in the consumers
unsubscribing, or in the Snapchat case not even opening the messages, because they
lose interest in the advertisement.
As stated before, sound is an example that shows how the consumers can be more
influenced by irritation than entertainment. They rather choose to ignore entertainment
elements when the advertisement is perceived as annoying. The reason for the irritation
towards sounds and noise, is that it can come up automatically and hence the consumers
cannot control it. If mobile advertisements are considered as long, unreal, boring and
not concrete, consumers can get irritated and lose interest in the product or the
company. It is understandable that consumers are positive when they can have control
over the mobile advertisements which means that they can avoid the previous stated
elements, rather than for example, being tracked by companies in social media. A
positive way to let consumers control what mobile advertisements they receive, is by
letting them follow companies, and thereby authorising the messages on social media.
Therefore, consumers are positive towards companies advertising in Snapchat as well, if
they can control the following process. This factor is thought of as very positive and
“absolutely”/”definitely” appealing, by consumers in this study. Hence, the authors
consider the permission as a factor that can change their attitude from negative to
positive.
Consumers may feel as if they are missing out on companies that they are unfamiliar
with since they tend to follow companies that they already have an interest in.
Regarding mobile advertisement in Snapchat, it is considered positive that the messages
are “fast” and “nice”, compared to other advertising methods such as emails and text
messages. Consumers are positive towards personalised advertising because it makes
them feel exclusive, like the company cares and appreciates them. However, the
negative aspects of it is that some think of it as “creepy”, “annoying”, “too much” or
“too personal”. As Izquierdo-Yusta et al., (2015) and Park et al., (2008) have

47

presented, when the consumers feel their privacy is disturbed they will get irritated
(Izquierdo-Yusta et al., 2015; Park et al., 2008). If a consumer gives permission to a
company to send them mobile advertisements, hence making it more pull-marketing
rather than pushed, that means, according to Jung (2014), the attitude will be more
positive (Jung, 2014). The reason for that is because then the mobile advertisements will
be received under the terms of the consumer and will give them a feeling of control.
For the first proposition in this study, consumers expected to get a high reward since it
required them to be highly engaged. However, for the second proposition it was
acceptable for the reward to not be as high since the consumers do not need to put as
much effort. The positive attitudes are related to the feeling of getting something in
return for every type of participation in social media even when only following a
company since that is seen as a loyalty act from consumers. This is similar to what
Nittala (2011) and Tsang (2004) have stated about the rewards that consumers expect
when taking actions (Nittala, 2011; Tsang et al., 2004). Since they need to work for the
reward in the first proposition, the consumers see it as something they have earned
instead of something they only get. Therefore, it can be seen as them receiving a good
feeling, hence positive attitude from earning the reward. The second proposition still
received positive attitudes from the consumers, because they do not have to do anything
to get the reward. This can also be seen in connection to the third proposition, which
also received a positive attitude, where the consumers do not have to work for it but
they still appreciate what they get from the company.
When it comes to the propositions in general, the rewards itself are the main factor that
positively affects consumers’ attitudes towards incentive-based advertisements. It is
also needed to involve the other factors that affect consumers’ attitudes toward mobile
advertising such as entertainment: fun, interesting, memorable and information: short,
no interaction and behind the scenes elements. Regarding the mobile advertising there is
a possibility for consumers to not perceive the advertising as entertaining, but in the
incentive-based advertising it is noticed that they do not have these kind of feelings.
This can be considered to be because when consumers get rewards they will have
positive attitudes and therefore leading them to be more opened to other positive
elements that mobile advertising has.
According to Nitalla (2011) and Tsang (2004) incentive-based advertising is financial
rewards (Nittala, 2011; Tsang et al., 2004), which can be connected to the discount
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factors in the propositions, that both received positive and negative attitudes. However,
in this study another form of reward that was mentioned was seeing behind the scenes
footage from the company. It is supported by Hanley et al. (2006) that said rewards can
be different things (Hanley et al., 2006). High engagement incentive-based advertising
may not be appealing for everyone because it is also seen as complicated. With
advertisements that require less engagement, it might be suitable for a larger target
group as well as it can easier catch the consumer's attention while on the move. Drossos
(2013) stated that engagement can result in a more credible feeling for the consumers
(Drossos, 2013) and incentive elements can reduce irritation according to Rettie et al.
(2005). This shows that incentive-based advertising and the positive attitudes in the
propositions can enhance the feeling of credibility and also reduce the feeling of
irritation. Incentive-based advertising contributes to more positive attitudes, not only
from the rewards, since it has already been stated that credibility and irritation can
strongly affect their attitudes.
The figure below shows a summary of the analysis and how the theories and their
elements influences attitudes towards mobile advertising in social media.

Figure 2, “Summary of analysis”
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6 Conclusion
This bachelor thesis aimed towards exploring what consumers’ attitudes are towards
mobile advertising in a social media context. The conclusion that the authors have
reached after this study is that consumers’ attitude towards mobile advertising in social
media is negative. Consumers ignore other elements that may make their attitude
positive when the feeling of irritation is reached. The elements that are irritating to the
consumers and affecting their attitude negatively can be concluded to be related to
control. The consumers must feel in control of when and how the mobile advertisement
is sent to them.
By giving the consumers control, that can be provided by two-way communication in
social media, their attitudes are positively influenced. However, even if the consumer is
in control of the mobile advertisement, that does not automatically result in a positive
attitude. Then the attitude is highly influenced by the content of the mobile
advertisement. Social media context can make it possible for mobile advertising to
include all the needed elements to give consumers a positive attitude and to be
considered a good advertising. Consumers’ attitudes is positive when getting something
in return even when the engagement is low hence it should be taken into consideration
that they want higher rewards in higher engagement situations.
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7 Research contributions
For marketers and companies this study has contributed with knowledge about what
consumers’ attitudes towards mobile advertising are. What is of interest for marketers
and companies is how to avoid consumers’ negative attitude towards it. The content has
an important role in affecting their attitudes. If a mobile advertisement consists of
content that is easily perceived, understandable and involves information that is relevant
to the consumer, their attitude of the advertisement will be more positive. Elements such
as too much color, high frequency, long information and lack of control will give the
consumers the impression of unprofessionalism and will as a result make the consumer
feel annoyed. Therefore, if those factors are not avoided by marketers and companies,
consumers’ attitudes towards the mobile advertisement will be negative and there will
be a risk of them avoiding the advertisement. Since consumers have positive attitudes
towards companies advertising on Snapchat, it would be interesting for companies to
use the results of this study regarding this type of social media in order to positively
affect the consumers’ attitudes.
The qualitative approach used in this study gave a deeper understanding of what
consumers’ attitudes are and why that is. In this study it was concluded that the
entertainment dimension is seen as an added value, information as the main factor or the
advertisement itself, credibility as a dimension that goes hand in hand with information
and irritation as the strongest feeling. When consumers feel irritated they do not
consider other dimensions that affect their attitudes towards mobile advertising. These
results differ from previous research that mostly are done in quantitative way and state
that entertainment and information are the most important ones. This qualitative
research results in a different conclusion compared to what has previously studies have.
Through this type of research, deeper understanding regarding consumers’ attitudes
towards mobile advertising is investigated. Another contribution is regarding the
incentive-based advertising since previous researchers (Nitalla, 2011; Tsang et al.,
2004) refer to this type of mobile advertising as related to financial rewards. Based on
the findings of this study it is concluded that incentive-based advertising is not only
related to financial rewards but other types of rewards such as behind the scenes that
can be perceived by the consumers as rewards which supports the study by Hanley et al.
(2006).
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8 Reflections
The researchers did keep in mind that the respondent could be influenced by the
interviewer in the process, but they still considered semi-structured interviews together
with the qualitative method to have been a well-chosen approach for the study that the
researcher are pleased with. However, if the questions would have been asked in a
different order, than they were now in each interview, that may have change the
outcome and saturation could have been reached earlier in the interview process. The
researchers did, however, keep in mind that the respondent could be influenced by the
interviewer in the process. Regarding the pilot study, three pilot interviews were
conducted in a personal semi-structured way. The results from this helped the researcher
in preparing for the main interviews, this way they got information on which questions
should to be deleted. They deleted two questions that they realised they got the answers
to in other questions, but except for that the interviews stayed the same. The chosen
analysis approach, of grounded theory and coding, is considered to have been helpful
for the researchers. This resulted in them being able to create the model at the end of the
analysis chapter as well.
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9 Limitations & Future research
The credibility of this research can be questioned on the grounds of the sample group
used. The age, gender and location of the respondents could possibly have affected the
results. Since this study does not aim to generalise a certain population, it was chosen to
not keep those factors in mind in the sampling of respondents. The researchers instead
chose to focus on that the respondents in the interviews should be familiar with the use
of Snapchat, in order to get more information from the questions about the propositions.
Because of this, how old they were, their gender and where they came from was
considered as irrelevant.
Choi et al. (2008) stated that depending on consumer's culture differences, their
attitudes and irritation can differ in the results (Choi et al., 2008). Different cultures
were not taken into account by the researchers, therefore future research is suggested to
take those factors into account when doing their sampling. Another suggestion for
future research is that since this study is based on a small number of people, more
research with a larger sample should be conducted. That could mean the results and
contributions to the field could be different and expanded further.
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11 Appendices
11.1 Appendix A

Source Criticism
There are many different ways to find information for a research, there are also different
types of information to gather, but the researchers need to know that the sources are
reliable. According to Denney and Tewksbury (2013), academic journals can provide
information in a safe and reliable way. Academic journals are considered to be strong
because they include academically published information (Denney & Tewksbury,
2013). Coniam (2012) has stated that one factor called peer review is a must have for
articles in order to be published as scientific. Manuscripts are submitted to a group of
quality agents within the specific field of that article and journal. If the editor thinks it is
suitable for publishing, then it is sent through to an expert reviewer who then returns it
with notes to the editor. The editor then gets to decide whether it should be published or
not (Coniam, 2012). When researchers use articles, the articles need to be evaluated if
they are reliable, in this process everything from the author and the language to the
information and the appearance needs to be taken into consideration. For example, the
author of the article should either be researchers, scholars, academics or professors
(McEwan University, 2015). According to Coniam (2012) the following criterias are to
be taken into consideration in that process (Coniam, 2012).

Figure 2, “Exploring Reviewer Reactions to Manuscripts Submitted to Academic
Journals” (Coniam, 2012).
There are other types of sources to be critical to as well, such as websites on the
internet. Both legitimate and non-legitimate organisations, for example, can have
websites that gives a credible impression. The internet also does not have a
“gatekeeper” like newspapers do. The gatekeeper chooses what is worth publishing and
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not, therefore it is important that researchers are critical to sources on the internet as
well. In order to know if an internet source is, Robert Harris from the Southern
California College suggests to firstly use the sources that has a lot of information about
who wrote the information and secondly to choose the sources that seem the most
neutral and objective on the chosen subject. While doing this it is also important to
prospect for clues on whether the author of the online information is knowledgeable and
credible in him or herself (Leth & Thurén, 2000). In order to give a source relevance,
Friberg (2012) suggests that attention is given to who the source is from, why it was
written and from when it was written. If a source proves to not be scientific, it is
important for researchers to take these factors in mind and clarify the choice in using the
specific source (Friberg, 2012).
These articles are in journals that are not peer reviewed: Altuna, O.K. & Konuk, F. A.
(2009); Beneke, J; Cumming, G; Stevens, A & Versfeld, M. (2010); Bojin, P. (2006);
Goodrich, K. Schiller, S. & Galletta D. (2015); Hanley, M., Becker, M. & Martinsen, J.
(2006); Jung, J. H. (2014); Leung, F., & Cheung, C. M. (2004); Lohtia, R., Donthu, N
& Hershberger, E. (2003); Shavitt, S., Lowrey, P. & Haefner, J. (1998); Okazaki, S.
Katsukura, A. & Nishiyama, M. (2007); Siyavooshi, M., Sanayei, A., & Fathi, S. (2013);
Smutkupt, P., Krairit, D. & Do Ba K. (2011). However, their structure contains the
standard elements of a scientific article such as abstract, introduction, theory, method
and so on. The information in these articles is relevant for the study hence the
researchers decided to use them. Articles that can be considered as old are: Milne, G.
& Gordon, M. E. (1993) and Shavitt, S., Lowrey, P. & Haefner, J. (1998). Those
articles were used because they provided relevant, good and not outdated information
for this study. The authors carefully selected articles and took the criterias by Coniam
(2012) into consideration through the process of finding reliable sources.
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11.3 Appendix C
Interview questions and purpose

Questions

Purpose

1. What does entertainment in social
media mobile advertisement mean for
you?
2. When it comes to mobile advertising in
social media, what gives you the feeling of
credibility?
3. When it comes to mobile advertising in
social media, what gives you the feeling of
irritation?
4. What does information in social media
mobile advertisement mean for you?

In order to understand the participant’s
attitude towards entertainment in mobile
advertising.
In order to understand the participant’s
attitude towards credibility in mobile
advertising.
In order to understand the participant’s
attitude towards irritation in mobile
advertising.
In order to understand the participant’s
attitude on information in mobile
advertising.
To understand which one of the
dimensions is the most important to them
and why.
To see if there is another factor that can
influence a consumer’s attitude towards
mobile advertising.
To be able to see what the consumer’s
attitude towards personalized mobile
advertising is.
In order to know what the consumer’s
attitude towards this type of marketing is.

5. Which one is the most important
previously mentioned dimension
according to you and why?
6. Is there another factor that would affect
your attitude towards social media mobile
advertising?
7. What are your thoughts towards
personalised social media mobile
advertisements?
8. What is your attitude towards
companies having Snapchat accounts and
uploading “My Story” pictures and
videos?
9. Is it positive or negative for you that
you have to choose to follow the accounts
on Snapchat and thereby authorise them to
send you the messages? Why?
The following questions were asked after
the propositions were presented to the
participants.
10. What are your thoughts towards this
marketing proposition?

To see what the consumer’s attitude
towards permission-based advertising is.

In order to get an understanding to what
the consumer thinks about these marketing
propositions.
To gather information about what the
possibilities are for this advertisement
proposition, since it is known that mobile
advertising can be difficult because
consumers are on the move.
To gather knowledge on how much a
company could use this type of marketing
and how to be able to avoid irritation
among consumers.

11. What kind of mobile advertising
through Snapchat could catch your
attention if you are on the move?

12. How frequently would you want
companies to upload videos and pictures,
in order for you to open them all?
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In order to get feedback on the authors’
marketing propositions and why the
consumer preferred one proposition over
the others.
To gather knowledge if the verification
would increase the consumer’s attitude of
credibility.
To get an idea if the discount rate can
affect a consumer’s attitude towards
mobile advertising.

13. Which one of the three propositions is
the most appealing to you and why?

14. Would the verification of the
companies account help you to trust in the
advert?
15. What would be the appropriate
discount rate for each of the propositions?
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11.4 Appendix D
Conducting of the interviews
Each interview started with the interviewer introducing the subject and thesis by giving
the respondent a brief description of the study, its purpose and how the interview would
proceed. The respondents were also told that their participation would contribute to the
study and help the researchers meet the purpose. Because of snowball sampling, the
researchers contacted three persons that used Snapchat and asked them to find three
persons each, that all used Snapchat. All twelve people were then told a different time to
be where the interviews would take place. They were also told that there might be a
chance they did not need to come to the interview, if the researchers felt they had
collected enough data along the way. Then they would be contacted and told that their
participation was appreciated but not needed at that point.
The interviews were held in a group room of the Linnaeus University library. In order to
give the respondents equal conditions, they were held the same day, in the same room
and by the same interviewer. Each interview took around 30 minutes each to conduct.
At the start of each interview, the interviewer presented herself and asked if the
respondents if they would accept the dialog to be recorded. All the respondents agreed
on that. After that followed all the 15 questions, which were asked in somewhat the
same order each time, after some questions and for some participants, follow up
questions were asked in order to get a broader understanding of the answers. All three
researchers were at the place of the interview but only one of them was in the room and
conducted the interviews. After each interview, the answers were looked over together.
This way they could detect a pattern, and know that it was enough to elaborate on the
theories after nine interviews. The rest of the voluntary participants were then contacted
and thanked for their possible participation but also told it was not needed.
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Interviews and answers
Text in cursive is follow up questions that were asked during the interview.

Elisabeth:

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?
2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?

I don’t think it’s entertaining at all, pop ups is probably the
most common and it’s not nice at all, just annoying. There’s
nothing wrong with banners but it’s not entertaining.
Reviews about the product and the company, together with
comments etc. Otherwise it’s hard to find credibility.

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?

Again, it’s the pop ups that I find the most annoying, I never
said I wanted to see them but they’re there all the time. I don’t
want my things to do in my mobile to be delayed because of
ads.
The ad needs to be informative, I really want to know what
they are doing advertising for, it should be clear.
Information, irritation, credibility and entertainment. I think
the information is the most important and after that it’s very
important as well that it’s not annoying. And as I stated
before, I don’t consider advertisement to be entertaining at all
so therefore this is in the last place for me.
The content of the ad is very effective on my attitude. Why? If
I find it interesting the attitude will be more positive than if
it’s not something that I can relate to or something that is a
part of my interests.
I find it unpleasant, them monitoring what I like and do is not
ok and text massages (SMS) is just annoying. And what do
you find positive about it? I can be nice when you get for
example discount on the products you usually spend money
on, that kind of information is ok for them to have I think.
That’s absolutely something they should be able to do but I’m
not super interested in the idea. It depends on what company it
is as well. Why do you think that? Well, if it’s a company that
is of my interest then the chance of me following them and
therefore being a part of this.
That’s a good thing, it should not be popping up
automatically!

8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorise them to send you
the messages? Why?
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
Not so interesting with discount code. There are a lot of
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towards this marketing
proposition?
11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

websites online with discount codes already so I would not
have to get it by Snapchat. Otherwise it sounds good, if they
could give an insight into the business that would be cool.
I would, as I said on the previous question, like to see how the
business works. If it’s a vinery I would like to see how they
make the wine! More things like that rather than discounts.
Maybe 3-7 seconds every other day or in special cases it could
be more than that. If the insight to the company is given that it
could be “a day at”.

The informative one. Why is that? For me that is the most
appealing one, I don’t have to interact and the discount factor
doesn’t really do it for me.
Yes definitely, but the ads in its turn would also show that it
comes from the right place.
20% for the more interactive one and 12% for the other one,
but it also depends on the product.
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Isabelle:

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?

If the advert is about things that I’m interested in, then it’s
obviously appealing, and I like pictures more than videos.
Why pictures rather than videos? It doesn’t require that much
attention from me and there is no sound or anything annoying
like that.
If it’s from a company that I know well, then I trust that I can
trust that advert.

2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?
6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?
8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorise them to send you
the messages? Why?
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

Noise appearing from videos without my consent is really
annoying. Could you elaborate on that? I mean that adverts
should not disturb what I’m doing, that means I will
automatically not like it.
I think it depends on the company. I haven’t heard of it or the
product then I want more information than if it’s a completely
new company (in my eyes).
Entertainment, credibility, information and then lastly
irritation because all adverts are irritating basically and
entertainment first because I like being entertained, adverts
should be fun.
Not really, these factors together is what counts.

I don’t find it annoying. But I would like it to be a massive out
send, I don’t want them to send me personal messages, it’s too
personal. It should also be to a certain degree, not too much!
Definitely positive if the company can deliver something
within the Snapchat frame with short pictures.

Yes as a consumer it’s very good! But maybe it’s not very
good for the company part of it. Why do you think that is?
Well for me it is good since that means I have to give them
permission to send me messages, but for them it means they
might not reach as many as they would want to do since it’s
the consumers choice to follow them or not, they can’t make
anyone follow them.

I’m not that active in that way and therefore I don’t think the
first proposition suits me, but maybe the others would like it!
The other ones seem interesting and I think they could fit a
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11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

broader target group.
Pictures for sure! I think then I don’t have to think about
having the sound on and listening carefully for the message
and so on, then I can just see and read it.
One picture is a bit short but a few is good and not every day
either! At the point of the ad it’s better to fully commit and
post more things and then wait a bit until next time, instead of
short uploads often.
I like the Idea of getting a discount code from companies I
chose the follow so for me I like the simple 24/hrs. discount.
Yes! In what way would it help you? I think if I know that
Snapchat trusts the account to be accurate, then I do as well.
The part of having a discount code uploaded can probably not
be that high since everybody can access it but in order for it to
matter it should be more than like 5% to be usable, maybe 1015% and the first one I think should be around 50% since not
everybody gets it.
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Mohammed:

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?
2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?

I think videos are more entertaining than pictures! What is the
reason for that? Its movement and you as the company can do
more with that and be more creative.
It’s all about the brand, if it’s well-known or not. But you can
also see on the advert if it’s reliable, the way it looks and so
on. If it looks tacky I won’t trust it as much. Also, if it says
(like it does on Facebook) “marketed” or “sponsored by” then
it gives a credible impression.
Noise just starting at one point is quite unpleasant and also
pop ups or banners at the top of the screen are annoying and
they seem “B” and not trustworthy either. What do you mean
with “B” ? I mean that it gives me an amateur impression.
It doesn’t always have to be very informative, it depends on if
it’s from a company I know off already or not If Nike has a
new product release, maybe it’s enough with only the date and
their brand name for me to react.
Credibility first because I want to know where it comes from.
Information is a tiny bit more important than entertainment
and lastly irritation. Why did you place irritation last? I think
the other factors can overcome the irritation if they are
thought of.
The content in whole, I feel like information and
entertainment go hand in hand there and become important,
but credibility is still the most important.

3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?
6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?
8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorise them to send you
the messages? Why?
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

I find it very annoying and irritated. It feels personal and as if
they go too far. If it happens then I want to be able to
unsubscribe from it, that’s important!
I’m not entirely sure how to follow accounts on Snapchat, but
if the company is something that interests me then definitely!

Yes, yes definitely very positive! In Facebook where there is
now a lot of ads about things I have not given my consent to, I
feel that’s just annoying and I makes me like and use
Facebook less….

Firstly I feel that the first one is a bit too complicated for as a
person and I think that would be the hardest one if you think
administratively for the company, but it could maybe be fun
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11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

for some people! The information part and the discount in
24/hrs. is good though! I think those could work!
As long as the company takes into account that everyone does
not have the sound on and tailors the ad after that, then for me
videos would be the most interesting.
Good question, I’m not sure how often I check it but if there is
something there that I care about then I check it. It shouldn’t
be too much and therefore I think every day is about too
much. Upload a few more whenever they do it instead.
For me it’s the informative one that would be the most
interesting! But also the general discount one!
Yes, I like knowing that the information is coming from a
secure source so that would definitely help.
The first one that I thought was a bit complicated should have
the most discount since the consumers need to work more for
that one. In order for people to participate in that I think it
would be good with something high or maybe that they would
get something for free!
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Esmeralda

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?

Pop up ads are just irritating. I have never seen an ad that is
not irritating. I have never seen a fun one. I hate when they
disturb what I am trying to do on my phone, I hate them with
passion! I prefer discrete ads like Twitter has sometimes.
Reviews from other people. Why? Because then you know
people say what they think, and not trying to just sell
something like companies do. Another thing is how the ad is
presented, if it looks professional and not cheap.
Pop up ads, because they disturb what you are trying to do and
when you get advertisements without your consent.

2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?

8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorise them to send you
the messages? Why?
The following questions were

It is important that it has information but not too much! It
should not have too much text because you get too lazy to
read it all so I think a good way is to use keywords instead.
Irritation, because if you are irritated you immediately lose
interest in the product/company. Information comes second
because it can get my attention if it has some keywords that
interest me. Credibility comes third because if it is not
irritating, and I have gotten information I need then I care
about the credibility to see if it is legit or not. Last is
entertainment because to me it is not a critical factor, it is just
a plus!
The frequency of the advertisement, it should not come up too
often otherwise it gets irritating.

I like it because even though I know it is a system that
remembers my name for example, it catches my attention if it
starts with my name. Also, I feel like the company cares and
have nice customer service. A personalized offer can
sometimes make me feel exclusive. Negative is that
sometimes it can get too much. My attitude towards
personalized messages depends a lot on the company behind it
and my feelings for it.
Positive and negative because it depends on how the company
enters Snapchat because the best thing about it is that there are
no popup ads so they should not force you to get ads from
companies. It should be optional; if you choose what company
to follow then I would be positive towards it!
Positive, absolutely! Because I do not like to be forced to
watch ads or follow companies I do not care about.
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asked after the propositions
were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

Good. The 1st one, it would depend on the competition and
discount/prize, because it takes too much engagement and
when I use my phone I am kind of lazy so it would have to be
easy for me to participate. The 2nd is good but I like the 3rd one
the most.
To make the Snaps entertaining, if they are fun if H&M had
fun ads then I would watch their ads if I was bored for
example so you would have fun and at the same time the
company would get their message across.
If it is on My Story then not more than five per day because if
it are too many then you won’t have the patience to look at
them.
The 3rd one, because it seems to be less irritating and most
fun. I think it would be interesting and fun to for example see
how the company works backstage, or for example the
company’s Top Ten of dresses or something etc.
Absolutely, for example Twitter has it and I think it is great!
Because there might be a lot of “Rihanna’s” so it is good to be
able to know who the real one is and the verification symbol
helps.
For the 1st one, I would participate if the discount was 50% or
over because less than that it would not be worth it. Also, it
should be without terms because I hate when there is an offer
but it only counts if you for example buy clothes for over
500kr. For the 2nd one, I think around 10% would be fine
because you do not have to do anything to get it.
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Steven

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?

Entertainment for me, if it is a clothing company then I would
find it entertaining to see when they are shooting for their
catalogue, how they make their PR, how their offices look like
and also how regular people working for that company doing
goofy stuff just like you and me, that they can slip up so you
get to see behind the scenes so to say. If it is relatable it will
be entertaining and I find a video more entertaining than a
photo because a video tells you more.
I would feel a company’s credibility if I could see every day
work from them like regular stuff that they do. If it is a
clothing company how they make the clothes, who designs
them and so on. I would want to see real stuff!
I get very irritated when it is music or a noise in the ad, that is
annoying, that would make me not watch the advertisement.
There are certain noises that are very annoying, for example
the noise they have on slot machines! If an ad has that kind of
noise it is a big no no from me. If there is too much going on
in the ad that does not make sense, irritates me. A lot of
advertisements do not even make sense with what they are
trying to sell.
The information on an ad does not have to be much it just has
to be enough for me to want to know more, enough to make
me want to see their product in real life. Maybe the price or
the quality or something little to make me feel like that is
something for me. It depends on the product, but just
something small to get my attention!
The most important has to be entertainment because if I’m
watching an ad on my mobile I might be on the move so it has
to be something to catch my attention and if it is entertaining
then it will! Also if it looks fun you most likely want to be a
part of it so that makes you more drawn to the
company/product. Second, is irritation, if it is something
irritating then I won’t read or watch it. Third, information
because for me information is important but it is more
important if I’m sitting on a computer and I have time to take
in new information but it is not as important in the mobile
because there you want to get quick ads and not read too
much. The last one is credibility, as long as it is not irritating
if they are faking it until they make it I am not really
concerned about credibility at the moment because ads on the
mobile should be quick and relatable so I’m not really
thinking about the credibility.
No.

2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?

4. What does information in
social media mobile
advertisement mean for you?

5. Which one is the most
important previously
mentioned dimension
according to you and why?

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts

I think personal messages in advertising are really good. Why?
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towards personalised social
media mobile
advertisements?

Because you feel like they made an effort. Even though
writing my name might not be a big effort however it's always
nice rather than just advertisement because you feel it was
directed towards you and not everybody else in the country.
So for me personal messages are positive because it makes
you feel appreciated in a way as a consumer. I really do not
find anything negative with it from my side, but the downside
for the company could be the time issue, if they were to make
personal messages to their consumers it would be too much I
think.
8. What is your attitude
If companies would upload things on Snapchat I think that
towards companies having
would be a good thing. Especially if we get to see behind the
Snapchat accounts and
scenes, if it is a clothing company if they upload how the
uploading “My Story”
clothes are being made that would be good because I know I
pictures and videos?
am always a little suspicious on how the clothes are being
made and if the ones making it have good working conditions.
So if we would get to see behind the scenes that would be
good advertisement for the company as well as good for the
consumers.
9. Is it positive or negative
It would be a positive thing to choose who you would like to
for you that you have to
follow. I choose who I would like to have on Snapchat when it
choose to follow the accounts comes to my friend and family so the same would go for
on Snapchat and thereby
companies. I would not want to watch any random company,
authorise them to send you
but a company I am familiar with and that I consume from I
the messages? Why?
would want to follow for example HM or Primark. For me I
would say it is positive choosing which company you would
like to follow on Snapchat because you would choose
depending on your own interests. However it could also be
negative because I might miss out on a great company that I
know nothing about. So sometimes being ambushed on my
story is a good thing, as they have done now with the cities
and big events.
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
I think the marketing proposition is great. The 1st one is for the
towards this marketing
ones who feel like they are up to doing something to get a
proposition?
discount (that would not be me). And 2nd and 3rdwould be for
those who are following the company on Snapchat so you get
something out of following the company. I think that you
should get something out of it once in a while because by
following them you are most likely showing that you are a
loyal consumer and that you would like to know more and
take part of their company more.
11. What kind of mobile
Entertaining advertisement would catch my attention when I
advertising through Snapchat Am on the move or if something interesting is being showed. I
could catch your attention if
am not always concentrated when I open Snapchats especially
you are on the move?
when I am on the move it can be quite hard and I miss the
picture sometimes, that is when I wish you could replay
videos and photos more than one time a day. I think you

84

12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?

14. Would the verification of
the companies account help
you to trust in the advert?

15. What would be the
appropriate discount rate for
each of the propositions?

should get one replay per person you have on Snapchat and
day. Okay off topic, so if it's something entertaining and if it's
a video I would more likely be giving it my attention when I
am on the move.
Maybe a couple times a day but maximum five times because
I have some celebrities on Snapchat now and they upload too
much so I have stopped watching because I found it irritating.
Less is more in my book and it would also make you more
intrigued because you would keep wondering what they will
upload next.
The most appealing proposal for me would be number 2,
where they post a discount on my story because that is
something I can use when I am buying something and it also
makes it fun at the same time, because you only have 24 hours
to use the discount. So it becomes interesting because you do
not have a lot of time so either you use it or you do not.
I think I would have to know for sure that for example HM
really is HM on Snapchat so I do not go and embarrass myself
trying to use a discount. So the verification of the company
would have to be a big part, because you would want to know
that it really is the company that you are following. On
Instagram and Twitter big celebrities have a blue verification
showing that it is really them, on Snapchat celebrities really
do not need it since they are posting videos and selfies of
themselves. Companies however would need it I think because
how would you else really know if it is HM for example.
The appropriate discount on the proposals would be different i
think. The 1stproposal should be the highest discount because
there it requires you to do something so I would say maybe
50% off on an item of your choice. The other two proposals I
would say 20% off because the 2ndproposal you would have to
do it in a time period in this case 24 hours so it should be
worth it. The 3rd proposal I just think if they give you a
discount on Snapchat it should be worth it since you are
following them.
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Erik

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?
2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?

For me, I would prefer videos over pictures. Why? Because
with a video you can convey more feelings than with a
picture.
Something that is not too colorful or “flashy”. A more
professional, clean look would make it more credible.

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?
8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorise them to send you
the messages? Why?
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

The frequency, for example when you play a game and the ads
just rotate, like it goes from one to another one. Also, when
you can’t close the advertisement. Oh and I hate flashy texts.
Information is not that important, because if it has too much
information then in my opinion it would not look professional,
it looks bad. Less information, the better!
Credibility, if it looks like a real advert then it will get my
attention and interest, I’ll probably click on it. Then
entertainment because it is good when an ad can be fun,
information as I said is not that important but it should be
short information that can get my attention and irritation
because I find most adverts irritating.
Sound! If an advertisement has an automatic sound on then it
would make it a lot worse and irritating. Why? Because the
automatic sound is not something you want or chose!
Positives would be that I see ads that I am interested in,
because they are tailor made for my needs and wants so I
might find an offer of what I am exactly looking for. The
negative side would be the privacy, because it is a bit creepy
that they know my age, my interests etc.
I would love that! It would be a nice, quick and personal way
for companies to send information and updates because I feel
like emails are boring and outdated.

Yes, I would have to follow them because it is irritating when
it just pop up without my consent.

All good, because they communicate with their followers/fans
and they all give the follower something in return. The 1st one
is my favorite!
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11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

Well I am always focused when I open Snaps because I do not
want to miss anything. So if I would follow a company, I
would be focused.
Not too frequent, a couple of times a week would be enough,
not every single day.

The 1st one because it is not that they are giving me a code for
no reason. I like a challenge and I think it is cool that there are
different stages you have to go through in order to get the
code I would feel like I earned it.
Yes, 100%!
For the 1st one, I think 25%. For the 2nd one, it would be a low
number, like 5% because they give it out for free.
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Kim

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?

I think that games are funny, something that makes you laugh
and that always gives you a positive feeling about the product
even if you are not interested. Since i am very interested in
games and funny things I find entertainment as important.
I don’t think it is credible when they exaggerate it in order to
get your attention. Do you have an example? For example
there are some pictures that show the power of some pills that
help you lose weight. In the first picture is someone fat and
after 6 month he has abs. Of course I will not believe it.
Credibility is honesty above all and if I feel like companies are
trying to fool people and I don’t trust them.
That is related to irritation as well because when they
exaggerate something, it’s like they try to fool you. Another
thing is when they know what you have clicked before, for
example a game, they all send you that kind of ad all the time.
I don’t want them to show me what I need
Of course it’s good because otherwise there’s no point if you
don’t get any information. However in mobile I think it’s
better to give short information.
Information, credibility, irritation and entertainment.
Information is the advertisement itself and after that is
credibility. It doesn’t have to be always credible. Sometimes
some info is enough and I don’t care if it’s credible or at least
I don’t feel like checking for that. Even though I like games
and funny things entertainment is the last. The feeling of
irritation is stronger.
No, everything is within the mentioned factors I think

2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?

3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?
7. What are your thoughts
towards personalised social
media mobile
advertisements?
8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative
for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorize them to send you
the messages? Why?
The following questions were
asked after the propositions

I think it’s only positive about that. It means that the company
is taking care of loyal customers and appreciates you
somehow
It is very interesting since I think Snapchat would be an easy
way to do that. It disappears which means that it will not
irritate you. All this only if you can control what you want to
see.
Yes, I mean companies that I am interested in. I don’t want to
follow something I don’t like.
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were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

The first one is kind of unique since I have never heard before
about something like that. Why? I think it will motivate people
to participate and have fun at the same time. There will be
people that participate because of the discounts but most of
them I think will participate to have fun. The other ones are
known everywhere. Many companies have used those ways
but with Snapchat will be different. Easy to check (if you want
to check) and u can print screen it. I think I would follow
more companies that use these kinds of strategies.
Some interesting offerings or discounts. Maybe something
special that might surprise me.
2/week I think it’s reasonable since there might be many
companies that I follow.

The first one, because is a smart way and fun as well. I would
have positive feelings about the company that does that.
Of course you trust it if it’s reliable and credible.

For the first one a high rate of discount like 50-60%. For the
other one doesn’t really matter. Different types of discounts
maybe starting by 10%. Not sure.
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Fernando

Question

Answer

1. What does entertainment
in social media mobile
advertisement mean for you?

It makes the advertisement more fun. So it attracts me more to
use the product that it is being advertised. Even when I’m not
focused on the advertisement I might look at it if it looks
funny.
When the information in the advertisement is plain, clear and
modern/fun without adding to much exaggerations.

2. When it comes to mobile
advertising in social media,
what gives you the feeling of
credibility?
3. When it comes to mobile
advertising in social media,
what gives you the feeling of
irritation?

4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important previously
mentioned dimension
according to you and why?

6. Is there another factor that
would affect your attitude
towards social media mobile
advertising?

7. What are your thoughts
towards personalised social
media mobile
advertisements?
8. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?
9. Is it positive or negative

Everything that is very long, not concrete, boring and
obviously exaggerated. I don’t like fake things so if
companies don’t keep it simple and add too much things they
will lose the credibility and make people feel irritated. I also
hate when they just pop up in the screen. Sometimes I hear the
sound and think it’s a message or something I want and then I
see it’s something I didn’t ask for so you can imagine how
irritating this is.
If it is done in the right way it means a lot. We have the phone
in our hands most of the time so it can be a pretty powerful
way of advertising if not the most powerful.
Credibility, information, entertainment, irritation. Information
is very important but without credibility is nothing. I don’t
focus on information when I don’t feel I trust it. Then comes
entertainment cause even if you are not interested it still
makes you watch or accept something. Credibility,
information, entertainment, irritation. Information is very
important but without credibility is nothing. I don’t focus on
information when I don’t feel I trust it. Then comes
entertainment cause even if you are not interested it still
makes you watch or accept something.
Yes, how often these advertisements show up in your screen.
Doesn't matter how good the product is or how good the
intentions are if it is overdone I will just get irritated. Because
I have many things to do and don’t always have time. For this
reason I hate when they take my time and interrupt me many
times. Especially when they repeat themselves.
The negative thing about them it is that not everybody get the
chance to benefit from those marketing messages. The
positive thing is everything they have to offer.
It is cool with me. If I have interest in what is being advertised
and they do it in a fun way I will continue to follow these
accounts. But if they overdo it with 300 seconds long stories I
will unfollow really fast. If it is too long you just lose your
interest and get tired of advertisements.
It is positive. This way I allow only the businesses I like to

90

for you that you have to
choose to follow the accounts
on Snapchat and thereby
authorize them to send you
the messages? Why?
The following questions were
asked after the propositions
were presented to the
participants.
10. What are your thoughts
towards this marketing
proposition?

11. What kind of mobile
advertising through Snapchat
could catch your attention if
you are on the move?
12. How frequently would
you want companies to
upload videos and pictures,
in order for you to open them
all?
13. Which one of the three
propositions is the most
appealing to you and why?
14. Would the verification of
the companies account help
you to trust in the advert?
15. What would be the
appropriate discount rate for
each of the propositions?

send me messages and do not get thousands of advertisement
messages from companies and products I don’t care about.

It is a brilliant idea. From this both sides the client and the
company are satisfied and get what they want. The first one is
very challenging and interesting. It would make me participate
even though I’m not a selfie person. I think I would just do it
and I wouldn’t get mad if I would not win. It is fun that’s why.
I think I would always participate in things like this.
If I would find in my Snapchat story videos or photos of
activities or interesting places to visit near my location.

Once in a few hours.

They are all very interesting so I can’t choose since they are
about different situations. Anyway the first one is challenging,
I like it a bit more maybe.
Of course! That is really important. Credibility comes first.

For the first one should be a lot of discounts so people keep
taking part in that, otherwise it’s pointless. For the second it
doesn’t matter actually, you get discount for nothing. 10%
maybe?
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Jasmine

Question

Answer

1. What does entertainment
in social media mobile
advertisement in mean for
you?

Something interesting that makes you check the advertising
even if you are not interested in it. However for me it’s not
important at all. I do not bother open an advertisement only
cause it entertains me. I would consider the add if it has
something for free maybe

2. When it comes to social
media mobile advertising,
what gives you the feeling of
credibility?

It’s not credible when they send something to you without
permission. It’s unserious. I can feel sometimes that the
advertisement is crap and they try cheating me. It can be
credible if you can reach the customer service and have
personal contact with them.
It’s irritating when they confuse you sending many times the
same thing. Reminders for everything. Also when many ads
appear in your mobile without your permission. They have to
send less things in a dense way so consumers don’t get
irritated.
Information can be a good start to know more. However i go
and google to check it since I’m critical. In this point reviews
could help and this is related to credibility as well.
Credibility, information, irritation, entertainment. Credibility
is the most important for me however it goes close to
information since they are related a lot. Irritation is a result if
credibility and information do not work correctly for me. I
don’t care about entertainment.
Everything is included somehow.

3. When it comes to social
media mobile advertising,
what gives you the feeling of
irritation?
4. What does information in
social media mobile
advertisement mean for you?
5. Which one is the most
important dimension
according to you and why?
Put them in order.
6. Is there another factor that
would affect your attitude
towards mobile advertising?
7. What do you consider
positive and negative about
personalized marketing
messages?
8. What do you use Snapchat
for and why?
9. What is your attitude
towards companies having
Snapchat accounts and
uploading “My Story”
pictures and videos?

10. Would the business type
of the company matter to you
whether you would follow
them or not on Snapchat?
11. Is it positive or negative
for you that you have to

I think they are made up and it’s hard to believe they don’t do
the same thing for all people. However I don’t think
something negative can be about that.
To communicate and check what others do.
I am positive for how long i choose what to follow and the ads
are short. Otherwise the application would be irritating I
would just delete it from my phone. Like Facebook is
nowadays. Companies are everywhere there. The only reason
people don’t get rid of it, is that Facebook is too popular and
it’s like a need for people. If I would follow them then it
would be great because it’s something I want and choose to
see.
Yes since i am not interested in all companies. And it would
be nice if there would be something about potential
employees- post stuff about companies and see what is
happening.
It’s positive. If you don’t choose to follow, all companies can
send you a lot of bad ads. That’s irritating to get a lot of
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choose to follow the accounts
and thereby authorize them
to send you the messages?
Why?
The following questions were
asked after the propositions
were presented to the
participants.
12. What are your thoughts
towards this marketing
proposition?

13. What kind of marketing
through Snapchat could catch
your attention if you are on
the move?
14. How frequently would
you want them to upload
videos and pictures, in order
for you to open them all?
15. Which one of these three
propositions is the most
appealing to you and why?
16. Would the verification of
the companies account help
you to trust in the advert?
17. What would be the
appropriate discount rate for
each of the propositions?

information that you don’t even need. I get irritated and might
even miss or unfollow other companies and their information
cause I don’t want to get more annoyed.

The first one is about premium stuff, advertisement for them,
people act on that. It is interesting. Maybe maximum 4
numbers/letters. I would never participate on that but if there
would be a discount I would of course. Afterwards I think I
would be positive towards the company because the whole
idea will be memorized. Could you elaborate on that? I think
I would always feel kind of connected to the brand or
company. Because when you participate in their events you
feel closer to them. The second one is good if it’s not very
often. Short and needed info is good. The third one is good. I
will be positive toward that since I’m not sacrificing
something or wasting my time. I get something for free. Free
things are always good.
Some kind of good offering and short information.

Twice per week. I don’t think I would open them if it would
be more often.

All of them are important in different ways. Interesting,
challenging and you get a lot of benefits.
Yes makes trust and makes it more credible. Huge importance
for me!
Depends on company. The first one should be for premium
brands maybe for 50%. The second one for cheaper ones
maybe 10 %
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“Attitude is a little thing that makes a big difference.”
― Winston S. Churchill

