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ABSTRACT

The Study of Mobile Advertising Effectiveness from Chinese Consumers

Dong, Jing
(Graduate Student, School of Communication, Kookmin University)

Ko, Hanjun
(Professor, School of Communication, Kookmin University)

The purpose of this study was to examine Chinese consumers reactions toward the mobile advertising, For this
purpose, this study divided the types of mobile advertising into push style and pull style, This study tried to identify
Chinese consumers  differences in attitude toward the advertising, attitude toward the brand, and purchase intention
according to the types of mobile advertising, In this study, an experiment was conducted with 263 Chinese female
students studying in Korea, The result revealed that the pull style of mobile advertising showed more positive effects in
the attitudes and the purchase intentions than the push style of mobile advertising, Many mobile network companies
have been striving to find advertising strategies for the wireless internet environment, Our results suggest that the
pull type of mobile advertising could be effective for Chinese consumers and properly considered to develop customer

relationship management for the mobile marketing in China,

Key Words: Mobile Advertisement, Smart phone, Search Advertising, Chinese Consumer
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