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Abstract—This preliminary analysis examines mobile mar-
keting usage among Generation Y. This study investigates
the level of mobile marketing usage among Gen Y and to
identify the relationships between attitude, subjective norm,
perceived behavioural control, perceived risk, behavioural
intention and actual usage. This study utilizes self-
administered survey questionnaires by using 115 students
from University Malaysia Kelantan. Overall, the results
provides verification of a positive relationship between the
constructs of attitude, subjective norm, perceived behav-
ioural control and perceived risk on intention to use mobile
marketing services.

Index Terms—Mobile Marketing, Actual Usage, Behaviour-
al Intention, Behaviour

L INTRODUCTION

Nowadays, social networking has evolved into a com-
pletely new verbal advertising exchange tool at speedy as
well as dynamic rates. An increasing number of business-
es profiting from actual social networking along with
other electronic digital devices in conducting their particu-
lar marketing endeavors, presents the prospect of studying
more about the electronic-based marketing research [67].
Significantly, common technology enhancement such as
the Smartphone or the mobile phone has turned it into
international virus-like phenomena. Currently, mobile
marketing is a widely used as fundamental tool by market-
ing experts to understand the relationship among consum-
ers. The actual advancement of new technology for in-
stance mobile technology seems to be critical in improv-
ing how consumers behave. It is able to offer consumers a
better way to consider products, services, or companies
and to help make a better connection between consumers
and marketers [41]. According to [95], effective mobile
marketing and advertising provides information and a
better selection to purchasers to get products or services
that can fulfill the requirements. In a study by [61] has
demonstrated through user surveys that the mobile phone
is the utmost widely-used device to access the Internet at
about 74.3% usage. These statistical evidences on mobile
marketing show that the usage and acceptance among
users have increased in recent years.

Generation Y which is the “millennial generation",
would be the main group connected to this technology,
especially mobile usage in accessing the Internet, which
has generally become an aspect of daily life. This group
embraces technology applications in searching for prod-
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ucts and services, abandoning conventional buying actions
of consumers [43]. Gen Y has been defined as "Millenni-
als", "Echo Boomers", and individuals born approximately
in between 1977-1994 [77]. In addition, the Gen Y has
simply developed the status of getting exactly what they
demand through technology. Gen Y consumers are well
grounded and sensible for their age. This is because they
were born into a technological and digital network society
with worldwide borders becoming much clearer [48]. This
generation is motivated by being able to access all types
of information at their fingertips, quickly and easily [22].
The Generation Y routinely uses social websites for sub-
stantial socio-economic reputation, which resides in de-
signed international locations where there may be some-
what unfettered access to information technology and
social websites [19]. Hence, this particular study aims to
analyze the Gen Y’s attitude, subjective norms, perceived
behavioural control, perceived risk, and intention in pre-
dicting the actual usage of mobile marketing ser-
vices.Problem Statement

The mobile marketing is greatly perplexing and little is
comprehended concerning its capacities or about the fac-
tors influencing the consumer's response and acceptance
in using mobile marketing [18]. Expertise and researchers
have incredible enthusiasm for comprehension the reasons
why individuals acknowledge data innovation in order for
them to create, access, and predict how users will respond
to new technology [30]. Most of the studies only focus on
explaining intentions and generally assume that they are
good predictors of behavior [28]; there is still a lack of
research in enlightenment the acknowledgment of mobile
marketing and the understanding of usage behaviour
[12],[83], [86].From the practical perspective, the dynam-
ic expansion in the mobile industry has urged telecommu-
nication operators in Malaysia to focus on mobile market-
ing services to concentrate on the young market that rec-
ords for more than half of the business' endorser base
[35].Companies have invested in developing these tech-
nologies but the usage level is still uncertain. [62] reveals
in a survey report that only about 16.3% of mobile phone
users access the internet via mobile phones; this implies a
low rate of acceptance in Malaysia. These statistical evi-
dences on mobile marketing show that the usage and ac-
ceptance among users remain unclear. According to [66],
it costs up to tens of billions of dollars to build and devel-
op the required infrastructure for mobile services in Ma-
laysia. Therefore, it is important to ensure its maximum
usage. It is essential for service providers to identify the
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factors or key drivers that influence consumers' acknowl-
edgment of mobile marketing services. Considering the
infancy stage of mobile marketing in Malaysia [91] and
the usage level, which remains unknown, there is a crucial
need to examine the acceptance of mobile marketing ser-
vices. Previous studies on consumers' acceptance of mo-
bile marketing services have mostly dealt with overseas
situations (e.g.[15], [74], [75,] [83]) and only very limited
studies exist in the context of Malaysia. The users' behav-
iour in mobile marketing services is likely to differ from
one country to another. Culture plays a big role in affect-
ing the consumers' affective and cognitive choice of con-
sumption and spending [20]. Culture also has a strong
impact on an individual's values and lifestyle [54]. Re-
cently, there have been some studies on mobile services
from oriental ethnic cultured countries such as Korea,
Hong Kong, Taiwan, and China. However, these countries
are racially homogeneous, i.e. the population comprises
mainly of one race. Malaysia, on the other hand, compris-
ing of people from different races such as Malays, Chi-
nese, Indians, and other minority groups with diverse
cultures and practices, provides a significantly different
context of study in understanding consumers’ acceptance
of mobile marketing services. Moreover, prior studies of
mobile marketing acceptance have only focused on the
intention to use [15], [75], [83]. These studies are also
relatively fragmented in terms of examined variables
focusing only on mobile related activities and innovation
attributes, rather than other aspects of end user perspec-
tives such as perceived behavioural control, risk percep-
tion, and consumers' usage behavior. Focusing on the Gen
Y group might help to bridge the gap given the lack of
study about this group [50]. Gen Y includes the group of
people who were born between 1977 to 1994 who are
more divested in term of race and ethnic. They are also
more segmented as an audience because of rapid expan-
sion in cable TV channels, satellite, radio, and Internet.
Influenced by speed of Internet, Gen Y group is less
brand-loyal and flexible in changing fashion style.

II.  LITERATURE REVIEW

A. Theory of Planned Behaviour

Theory Planned Behaviour is one of the theories that
are widely used in technology acceptance studies. TPB [2]
[4] is the extension of the theory of reasoned action [36]
[7]. TPB is a basic theory and a good model in predicting
various behaviours [71]. TPB is well researched and has
been shown to predict behaviour across a variety of set-
tings.As a general model, the TPB is designed to explain
most human behaviours [4]. According to the Theory
Planned Behaviour, an individual's behaviour can be clari-
fied by his or her behavioural intention, which is mutually
influenced by attitude, subjective norms, and perceived
behavioural control. The adequacy of the TRA/TPB has
gotten significant consideration. The proposition of a
number of additional constructs might be helpfully added
to the models. One of the compensation of the TRA/TPB
is the miserly record that they give in the determinants of
conduct. Thus, in addition to empirical verification the
theoretical explanation of the role of other variables with-
in the TPB is essential for the hypothetically intelligible
model to give a superior result. The theoretical portrayal
ought to determine the procedure by which the new varia-
ble impacts intentions and behavior, its relationship to
existing parts of the TPB, and the scope of conditions over
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which such a variable may be relied upon to have an ef-
fect. As TPB is a basic model and subject to criticism, it is
still open to inclusion of any variable that can increase the
understanding of intention and behaviour. Since perceived
risk has significantly influenced consumer's intention and
behaviour [64], incorporating this construct into the model
of mobile marketing acceptance is reasonably justified.
The view of risk is critical crucial to numerous issues and
issues including economy, administration, and public
services fields [93]. In general the mobile service context,
risk also assumes an imperative part in impacting shop-
per's conduct since mobile marketing services involve
technologies, online transactions, Internet, downloading
activities, and many more, which may comprise some
important potential risks. Perceived risk has been claimed
as a key element of the buyer seller relationship [33] [65]
[85] [17]. The perceived risk theory was first introduced
to explain the consumers' behaviour that is viewed as risk-
taking behaviour. As stated by [16], an early definition of
perceived risk is a combination of uncertainty and seri-
ousness of outcomes.

B. Behavioural Intention (Bl) and Actual Behaviour

Behavioral intention can be explained as an implication
of an individual's motivation to perform a given behaviour
[68]. Intention has been claimed as the closest predictor of
a behaviour [1]. Numerous studies have focused on be-
havioural intention or intention to use and defined BI in
the exact study prospect. Generally, behavioural intention
has been definite as "the strength of one’s intention to
perform a specified behaviour" [36]. The idea of behav-
ioural intention was first found by [36] in the theory of
reasoned action (TRA) which depicts that intentions are
accepted to capture motivational componentsthat impact a
behaviour and as well to determine the effort someone's
willingnessto apply when performing a behaviour. More-
over, behavioural intention is an individual's subjective
chances of performing a particular behaviour [2][7].
Based on the intention-based model, the TPB views that
an fundamentally dictated by his/her behavioural inten-
tion, which is thusly anticipated by three conviction struc-
tures in particular state of attitude, subjective norm, and
perceived behavioural control. Individual’s conduct is
fundamentally dictated by his/her behavioral goal, which
is thusly anticipated by three conviction structures in par-
ticular state of mind, subjective standard, and saw behav-
ioral control. The TPB model also suggests that intentions
are the immediate antecedent of behaviour [3]. There is
expansive proofin psychology [4] [8] that supports the
component of intention as an analyst of behavior diago-
nally a extensive assortment of domains. Furthermore, in
data system research, intention has been establish to be an
indicator of innovation exploit [27] [86] [90]. Based on
the TAM and TRA, behavioural intention is the most
appropriate predictor for actual usage [7] [24]. The utiliza-
tion of behavioural intention in foreseeing the actual be-
haviour recorded in numerous studies [27] [46] [51] [72]
[58] [78][79]1[801].

C. Actual use

Even though numerous studies have verified the rela-
tionship between intention and actual usage, very limited
studies have focused on actual behaviour or actual usage
of the technology [45] [58]. Many studies only explain
intentions and generally assume that they are good predic-
tors of behaviour [28]. This study is distinct from previous
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limited studies in mobile marketing services, as it
measures the users' self reported actual usage based on the
number of usage in a week, average time per use, and
frequency of use. This approach has been claimed as an
accurate measure of actual usage [42] [94] and the self-
reported measures used is the best relative indicator of
usage behaviour [60]. Based on literature research, prior
empirical studies of actual usage have been conducted in
the areas of information technology (i.e. [9][27][25][90])
(e.g. [10][55][79][84]) (e.g. [44][67][94]), e-commerce
(e.g. [70][71]), and instant messaging (e.g. [57]). There
are various studies identified to mobile services however,
not on actual usage (e.g [S1][53][72][93]). Most of the
studies focus on intention to use the technology, for ex-
ample among mobile service subscribers in South Korea
[80]. The outcomes disclose that behavioural intention has
a crucial relationship with MMS usage behaviour.

D. Attitude

Attitude defines as an individual's positive or negative
consideration regarding performing a specific behaviour.
Attitude towards using technology is referred to the de-
gree in which using technology is valued positively or
negatively by an individual [24][27]. An individual who
has more uplifting attitude towards a behaviour expected
to develop the intention to perform that behaviour [4].
Attitude towards embracing a development is created by
the individual's huge conviction about the outcomes of
advancement (behavioural belief) and valuation of these
consequences. Hence, attitude is obtained by the strength
of the person's belief that adopting the innovation will lead
to certain consequences [5]. The study by [63] proved that
attitude has the highest contribution in developing inten-
tion to use mobile banking. The result of their study has
proven that attitude significantly impact on intention to
use mobile banking.

E. Subjective norm

Subjective norm defines characterizes to an individual's
impression of other individuals' opinions on whether he or
she should or should not perform a particular behaviour
[4]. According to [81], subjective norm refers to an indi-
vidual's perception of the social pressure to carry out cer-
tain behaviour. Subjective norm also defines to the per-
ceived pressure from the general population who purchas-
ers think are important to them. According to [90], subjec-
tive norm refers to the extent in which individuals per-
ceive that important or significant others' that they ought
to use an innovation. Subjective norm also involves the
pressure felt by the person from another individual or a
group in a society towards a certain behaviour [4]. Addi-
tionally, TPB has also suggested that subjective norm is
become one of the influential factors of behavioural inten-
tion, which in turn will affect one to adopt a certain be-
haviour. This shows that subjective norm is the individu-
al's belief, which is influenced by society and the sur-
roundings. The belief that the environment can influence
intention and behaviour [6] [1] reveals that subjective
norm is a function of one's belief regarding social influ-
ence or a reference group. The belief based on subjective
norm is also known as normative belief. This includes
one's belief that an individual or a certain group that has
been referred to agrees or does not agree in performing the
behaviour. The perception has occurred due to the exist-
ence of this evaluation that can stimulate each of the indi-
vidual to do or not to do a certain planned behaviour. The
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importance of subjective norm has also been highlighted
by numerous studies, for example, the study by [38],
which claims that subjective norm plays an important role
in customers using mobile banking services.

F. Perceived Behavioural Control

Perceived Behavioural Control describes the extent in
which his/her provides control in excess of personal or
external factors that will facilitate or constrain this behav-
ioural functionality [4]. Based on [8], perceived behav-
ioural control identifies an individual's perception from
the presence or lack of requisite resources, or opportuni-
ties important to perform behaviour. Perceived behaviour-
al command describes users' perception of whether or not
they have the essential resources such as time and money.
Also, capability for example ability, information and self-
efficacy within successfully executing the behavior. Ac-
cording to TPB, perceived behavioural control refers to
the degree of control that is being observed by an individ-
ual on his/her skill or ability, resources and opportunity
that he/she has to perform the behaviour [4][5][8]. There-
fore, perceived behavioural control reflects the feel of
ability or the individual capability to engage in certain
behaviours [1]. The concept of PBC is most compatible
with [14] the concept of self-efficacy, which usually indi-
vidual's behaviours becoming firmly affected by simply
their own self-confidence in their capacity to perform it.
Perceived behavioural control in this study refers to the
respondents’ perception regarding accessing the oppor-
tunity needed towards using mobile marketing. It shows
someone's opinion regarding simplicity, and utilization of
to the inner (self-viability) and outside components that
may execution performance of a behaviour (resources and
technology facilitating condition). [88] recognizes encour-
aging conditions as those that reflect the accessibility of
assets expected to participate in a conduct, for example,
time, cash, or other particular assets. [73] verifies that
perceived behavioural control significantly has positive
effect on intention to adopt mobile services in China.
Another study by [59] confirms that perceived behaviour-
al control is positively related to the intention to use e-
learning.

G. Perceived risk

The concept of risk is essential to numerous issues or
issues including economy, administration, and public
services fields [94]. Particularly in the mobile service
context, risk plays an imperative part in affecting consum-
er's behaviour on their purchases since mobile marketing
services involve technologies, online transactions, Inter-
net, downloading activities, and many more, which may
comprise some important potential risks. Perceived risk
has been claimed as a key element of the buyer seller
relationship [33] [65] [85]. [17] First introduced perceived
risk theory to explain consumers' behaviour that is viewed
as risk-taking behaviour. As stated by [16], an early defi-
nition of perceived risk consists of two aspects, which are
uncertainties and consequences. According to [85], the
fundamental problem of consumer behaviour is the choice
situation. Due to the result of a choice, which can only be
known in the future, consumers, therefore, have to face
the uncertainty of risk from that outcome. [85] then con-
firmed that perception of risk is a critical part of consumer
behaviour. Many researchers have operationally defined
uncertainty in terms of an individual's probabilistic belief
[32]. In addition, [32] declares that the concept of per-

51



PAPER
PREDICTIVE MODELLING OF MOBILE MARKETING USAGE AMONG GENERATION Y: A PRELIMINARY SURVEY

ceived risk is one of the most persistent theories inhuman
choices. The concept of risk has been defined differently
according to disciplines, for example, in the disciplines of
economics, psychology, statistical decision theory, and
game theory, the concept of risk is associated with choice
situations that involve potentially positive and negative
outcomes. On the other hand, when studying perceived
risk in consumer behaviour, the study mainly focuses on
potentially negative outcomes [82]. [87] defined perceived
risk as an assessment of uncertainties or lack of
knowledge about the distribution of potential outcomes.
The significant characteristic of perceived risk which
distinguishes it from other disciplines such as behavioural
decision theory, originates only from potentially negative
outcomes [29] [82]. Generally, consumers anticipate a
positive outcome, which may exceed their expectation
from their purchase experience. However, if the purchas-
ing transaction fails and they have negative consequences
and experiences, then the purchase expectation cannot be
accomplished [82]. Since the consumers are more likely to
avoid negative outcomes instead of maximizing utility, the
perceived risk theory provides powerful explanations
related to consumers’ behaviour in order to understand
how consumers perceive risks and avoid negative out-
comes when purchasing products or services [64]. In a
study in the Malaysian context, [11] investigated the fac-
tors influencing the intention to use e-filling system
among taxpayers. The study found that perceived risk
(PR) is a significant determining factor of behavioural
intention. As stated by [57], perceived risk is the most
important determinant for consumer's adoption of mobile
services in the mobile context.

III. RESEARCH MODEL AND HYPOTHESES

The research model integrates the variables of attitude,
subjective norm, perceived behavioural control, perceived
risk, behaviour intention, and actual use. The proposed
construct and hypotheses are supported by prior studies
from the literature review. Figure 1 illustrated the research
model for this study. Based on this, the following hypoth-
eses are proposed.

H1: Attitude will have a positive effect on intention to
use mobile marketing services.

H2: Subjective norm will have positive effect on inten-
tion to use mobile marketing services.

H3: Perceived behavioural control will have positive
effect on intention to use mobile marketing services.

H4: Perceived risk will have negative effect on inten-
tion to use mobile marketing services.

H5: Behavioural Intention will have positive effect on
actual usage of mobile marketing services.

1IV. METHODOLOGY

Subjects of this research were individuals who used
mobile marketing activities. Questionnaires were
administered to undergraduate students from University
Malaysia Kelantan. As this is an exploratory research, it
used a convenience sample approach. A total of 200
questionnaires were distributed for the study. Incomplete
questionnaires were discarded, leaving only 135 usable
samples. The overall response rate for this study
was67.5%. The processing of data began after all of the
required data had been gathered accordingly. Prior to the
analysis, central editing was conducted to ensure only
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Figure 1. Research Framework

complete data were included. The dataset was coded and
analysed using Statistical Package for Social Science
(SPSS).

Six constructs were measured in this research:
perceived risk, attitude, subjective norm, perceived
behavioural control, behavioural intention, and actual use.
The measurement items were adopted from different
sources to suit the study. Items for perceived risk were
adopted from [21] whereas perceived behavioural control
from [79]. Meanwhile, items for actual usewere adopted
from [24],[25], and [68]. On the other hand, the source of
items for attitude, subjective norm, and behavioural
intention were from [49] and [86]. All items were meas-
ured on a seven-point likert scale ranging from 1 (strongly
disagree) to 7 (strongly agree).

V. RESULTS AND FINDINGS

Altogether, there were 22 (16.3%) males and 113
(83.7%) females involved in answering the distributed
questionnaires. The target group of 21-22 years old shows
the highest respondents with 60 of them (44.4%) being21
years old and the remaining (48.9%) were 22 years old. In
terms of ethnicity, the majorities are of the Malay ethnici-
ty (56.3%) followed by Chinese at 45 (33.3%) and their
highest completed education was the bachelor's degree at
132 (99.3%) and 1 (0.75%) at the diploma level. The
highest mobile phone service provider used was Celcom
at 48 (35.6%) followed closely by Maxis at 45 (33.3%),
and Digi at 34 (25.2%). Majority of the respondents used
prepaid at 113 (83.7%) and postpaid at 22 (16.3%). In the
mobile marketing services offered, 56.3% of the respond-
ents used them compared to 46.7% who did not use the
mobile marketing services.

Table II indicates the mean score, standard deviation,
and variance of the study’s composite variables.Since the
measurement items used for these variables were the 7-
point likert scale, thus, the interpretation of mean score
was categorized into low, moderate, and high. Subse-
quently, the mean score of 1 to 3.49 was treated as low,
mean score of between 3.50 and 5.49 was treated as mod-
erate, and the mean score between 5.50 and 7.00 indicated
a high level. The results showed that the undergraduate
student respondent sheld a neutral perception of mobile
marketing usage. The item that achieved the highest mean
score of 4.96 was behavioral intention, while the lowest
mean score of 3.86 indicated actual use of mobile market-
ing. Based on the analysis, the standard deviation for all
measurement instruments fell between the ranges of 0.92
and 0.18, which reflect the existence of considerably ac-
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TABLE L
BACKGROUND OF RESPONDENTS
Background Information Frequency |Percentage(%)
Male 22 16.3
Gender Female 113 83.7
20 7 52
21 60 333
Age 22 66 48.9
23 1 0.7
24 1 0.7
Malay 76 56.3
. Chinese 45 333
Ethnic Indian 7 52
Others 7 52
Phd 0 0.0
Present Study Master Degree- 0 0.0
Programme Bachelor Degree 134 99.3
Diploma 1 0.7
Celcom 48 35.6
Mobile Phone Dlg? 34 252
Service Provider Maxis 4 333
© U Mobile 6 44
Others 2 1.5
Types of phone Prepaid 113 83.7
services Postpaid 22 16.3
Mobile Marketing Yes 72 53.3
Service Used No 63 46.7
Note: N=135

ceptable variability within the data set. The result demon-
strated that the studied variables had different responses
from the respondents, thus implying the existence of ac-
ceptable changes in responses.

As Table III shows, the composite reliability was esti-
mated to evaluate the internal validity of the measurement
model. In this study, the composite reliability of the con-
structs range from 0.89 to 0.97. These were all greater
than the benchmark of 0.70 as recommended by [39].
Furthermore, Cronbach's alpha was used to reconfirm the
convergent validity of the model. As well as the compo-
site reliability, Cronbach's alpha also uses the benchmark
of 0.70 as its threshold. In all the constructs, the
Cronbach's alpha exceeded the suggested value. These
results ensure a proper ground for further analysis. The
previous criteria tested show that the constructs and items
were related to each other. There is another test on the
convergent validity called the average variance extracted
(AVE). The average variance extracted of all the con-
structs in the model ranging from 0.535 to 0.897, indicate
a good convergent validity of the model.

These research studies suggest assessing discriminant
validity by investigating whether the AVE for the item is
greater than its shared variance. This examines whether
the square root of the AVE for a given construct is greater
than the absolute value of the standardized correlation of
the given construct with any other construct in the analy-
sis. This procedure is shown in theTable IV, which [37]
demonstrates that the discriminant validity of the model is
established. Recommended stronger test of discriminant
validity: the square root of the AVE for each construct
should exceed the value of the standardized correlation
with any other construct in the analysis. The logic here is
that a latent construct should explain its item measures
better than it explains another construct [39]. As illustrat-
ed in the table above, the square root of AVE is greater
than the correlation with any other construct. Hence, the
test of discriminant validity was also met.
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TABLE II.
MEAN, STANDARD DEVIATION, AND VARIANCE VALUES OF THE
STUDY’S COMPOSITE VARIABLES

Mean
Variables Standard Sm’fdfl.rd Variance
Statistic De
Error
Perceived 4.50 0.08 0.92 0.85
Risk
Attitude 4.83 0.10 1.17 1.38
Subjective |4 ¢ 0.09 1.00 0.99
Norm
Perceived
Behavioural 4.76 0.09 1.04 1.08
Control
Behavioral 4.96 0.10 1.12 1.25
Intention
Actual Use 3.86 0.18 1.68 2.38
Note: N=135
Measurement scale: 1 — Strongly Disagree to 7 — Strongly Agree

Measurement level: 1.00 — 3.49, Low; 3.50 — 5.49, Moderate; 5.50 — 7.00, High

TABLE III.

RESULT OF THE MEASUREMENT MODEL’S VALIDITY AND RELIABILITY

Construct Loadings a CR AVE

Perceived Risk
PR1 0.691
PR2 0.601
PR3 0.665
PR4 0.777 0.863 0.888 0.535
PRS 0.840
PR6 0.685
PR7 0.829
Attitude
ATTI1 0.890
ATT2 0.940
ATT3 0.937 0.958 0.968 0.857
ATT4 0.935
ATTS 0.925
Subjective Norm
SN1 0.855
SN2 0.848
SN3 0.887 0.922 0.941 0.763
SN4 0.891
SN5 0.884
Perceived Behavioural Control
PBC1 0.865
PBC2 0.878
PBC3 0897 0.906 0.934 0.780
PBC4 0.893
Behaviour Intention
BI1 0.950
BI2 0.947
BL3 0.955 0.962 0.972 0.897
Bl 4 0.936
Actual Use

ACTUSE1 0.925
ACTUSE2 0.895 0.861 0.914 0.780
ACTUSE3 0.827
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TABLE IV.
DISCRIMINANT VALIDITY
Variables 1 2 3 4 5 6
RP 0.731
ATT -0.281 | 0.925
SN -0.169 | 0.539| 0.873
PBC -0.115 [ 0.630 | 0.538 | 0.883
BI -0.284 [ 0.669 | 0.546 | 0.741 | 0.947
ACTUSE -0.100 | 0.152| 0.138 | 0.084 | 0.230 | 0.883
TABLE V.
SUMMARY OF THE STRUCTURAL MODEL ANALYSIS
Relationship Path Coeffi- | T-Value | Supported
cient
Hl [PR>BI -0.136 2.126%* Yes
H2 |ATT>BI 0.251 2.641%* Yes
H3 [SN>BI 0.115 1.718* Yes
H4 |PBC >BI 0.506 5.759** Yes
H5 |BI>ACTUSE 0.230 3.149%** Yes

Note: Bt-values > 1.645 (p < 0.05); E@t-values > 2.33 (p< 0.01)

The result in Table V indicates that PR is negatively
and significantly associated with BI (t=2.126, p<0.05).
Apart from that, the study also found that there are posi-
tive and significant relationships between ATT (t=2.641,
p<0.01), SN (t=1.718,p<0.05), PBC (t=5.759, p<0.01),
and BI. Thus, these results support H1 — H4. The R* of
Behavioral Intention was 0.644, which indicates that the
factors variables explain 64.4% of the variance of mobile
marketing services intention by the respondents.

Finally, BI was found to be positively and significantly
associated with ACTUSE (t=3.149, p<0.01). Hence, HS is
supported. Result also shows that the extent of intention to
mobile marketing services was positively related to the
actual use of mobile marketing services. The R*> was
0.053, which indicates that the behavioral intention to
mobile marketing services is only explain 5.3% of the
variance of the actual use.

VI. DISCUSSION AND CONCLUSION

This study has verified the force of the Theory of
Planned Behavior for research in the area of mobile mar-
keting among the Gen Y. The research data provides veri-
fication of a positive relationship between the constructs
of attitude, subjective norm, perceived behavioral control,
and perceived risk on intention to use mobile marketing
services. Additionally, the frequently mentioned needs
pertaining to mobile marketing demonstrate several bene-
fits that continue to be empirically endorsed with this
study. Prior studies have found that the TPB has been
applied in explaining behavioural intention. The proposed
model has been empirically tested using data collected
obtained from a survey by distributing questionnaires on
mobile marketing services.

The structural equation modeling technique was used to
evaluate the variables to examine the reliability and validi-
ty of the measurement variables. The findings of this
study strongly suggest that only four variables have a
higher capability to predict and enlighten the behavioural
intention of consumers to use mobile marketing services.
The result of this paper provides necessary reference to
promote mobile marketing services in practice. Based on
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the result of this study, mobile marketing services could
impact usage among the Gen Y.

There are numerous conceivable focuses, which can be
enhanced regarding mobile marketing, but what we are
looking for is to provide more and more complete services
and fulfill their prerequisites. It is imperative to focus on
the Gen Y when using an online shopping environment in
which there are a large number of different performers. In
spite of the fact that this paper has achieved certain ac-
complishments, it additionally confronts numerous limita-
tions. Firstly, as a result of time period limit, we only
obtained a small amount of questionnaires. Thus, there is a
shortcoming in the sample amount comprising only of
University Malaysia Kelantan students more samples
should be included in the follow-up research. Secondly,
this paper researched mobile marketing services, and as
such, it should be sensible and focus on applying the re-
search results to specific mobile businesses. Thirdly, since
this paper looked into versatile promoting administrations,
it ought to be judicious and centered to apply the actual
evaluation outcomes to a specific portable commerce In
the follow-up research, we can enhance the models for
further research.
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