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 INTRODUCTION 
 Mobile access to the internet and the fast 
adoption of mobile telephony present another 
interactive medium for advertising. The ubiquity 
of the mobile phone extends the traditional 
media model of time – space. Mobile advertisers 
can deliver timely short message service (SMS) 
ads to consumers based on their demographic 
characteristics and geographic information. 
Worldwide, wireless advertisers have already 
integrated SMS into the media mix.  1 – 3   SMS has 
started its ascent toward reaching critical mass as a 
direct marketing medium. 

 In the US, over 70 per cent of the population 
own a mobile phone  4   and 53 per cent of them 

have never sent a text message.  5   In contrast, 
mobile phone subscribers in Taiwan have reached 
100 per cent and most of them embrace SMS 
technology.  6   Compared with Asian consumers, 
American consumers do not embrace SMS 
technology. An emerging fi eld of mobile 
marketing research shows that the cultural 
orientation of a country infl uences its people ’ s 
adoption of wireless technology.  7,8   The fast 
adoption of mobile phones in Asia is cultural, not 
technological.  9   Cultural values have long been 
recognised as a powerful force that shapes 
consumers ’  motivation and purchase decision.  10   
While attitude towards SMS advertising has been 
receiving increasing attention from both 
academics and practitioners,  11 – 13   little research has 
attempted to examine the cultural impact on 
adoption of SMS advertising between countries. 
Thus, this research focuses on the potential 
cultural factors that may help explain adoption 
differences found between the US and Taiwan. 
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  Abstract     This study examines whether cultural differences between countries have a signifi cant 
impact on consumers ’  adoption of SMS advertising. Hofstede ’ s cultural individualism / collectivism 
dimension is used to investigate whether culture is an important determinant of people ’ s intentions 
to accept SMS advertising; Taiwan and the US, representing two different cultures, are selected 
in this study. The propositions presented in this study provide preliminary evidence that consumers ’  
cultural orientations embedded in their belief systems may play an infl uential role in their decision-
making processes. The fi ndings of this study reveal that American consumers ’  decisions on 
accepting SMS ads via their mobile phones are solely based on attitudinal considerations 
whereas Taiwanese consumers ’  intentions to act are infl uenced by social norms as well as 
attitudinal factors. 
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The following research question is established to 
guide the study:  

  ‘ Does a nation ’ s culture infl uence its people ’ s 
innovativeness in adopting SMS advertising? ’      

 LITERATURE REVIEW  

 SMS advertising 
 SMS allows mobile phone users to send text 
messages of up to 160 characters to and from 
each other.  14   American advertisers use a short 
code (fi ve-digit) call-in system to make 
responding to SMS ads easier. To obtain a mobile 
coupon, consumers dial a short code to a 
company, who in turn can text them back via 
their mobile phones.  15   A study by 
HarrisInteractive,  16   a research fi rm, showed that 
about 7 per cent of the American mobile phone 
users would be interested in receiving SMS ads.   

 Research model 
 Prior research indicates that attitudes and social 
infl uences impact a person ’ s propensity to adopt 
SMS advertising.  17   Yet, little literature exists that 
draws a direct relationship between the cultural 
aspects of a country and consumers ’  intentions to 
adopt SMS advertising. The research model (see 
Muk and Babin)  18   used in this study combined 
the aspects of Theory of Reasoned Action (see 
Ajzen and Fishbein)  19   with aspects of Innovation 
Diffusion Theory  20   to predict consumers ’  
intentions to adopt SMS advertising. It should be 

noted that the objective of this research is not to 
test Muk and Babin ’ s  21   theoretical model. Rather, 
the model is used to examine the relationships 
among the constructs of the study to investigate 
the infl uence of culture on consumers ’  intentions 
to adopt SMS advertising. Past research shows 
that attitudes, social infl uences and intentions to 
opt in to SMS advertising are positively related.  22   
 Figure 1  represents the research model.   

 Cultural perspectives 
 The patterns of national culture help explain the 
differences in consumer behaviour across nations 
and these differences in adopting an innovation 
are subscribed to individual nations ’  cultures.  23,24   
Understanding cultural differences is considered 
a prerequisite for successful international 
advertising.  25   An innovative country is culturally 
homogeneous and has a highly concentrated 
population.  26,27   Culture is values that are shared 
across people in a society and these underlying 
values infl uence individuals ’  attitudes and 
behaviours.  28,29   Using Hofstede ’ s cultural 
dimensions to map the values of national culture 
helps explain cultural differences in consumers ’  
innovative behaviours across countries.  30 – 32   
Culture is a complex and multifaceted construct. 
Hofstede ’ s  33   individualism / collectivism stands out 
as an important dimension affecting consumers ’  
adoption of innovation.  34   Cross-cultural research 
consistently shows that individualists ’  behaviour 
is closely linked to attitudes, and collectivists ’  
behaviour is closely linked to norms.  35,36   In 

Behavioral Beliefs About 
Accepting Wireless Ads 
-Relative Advantage 
-Compatibility 
-Trialability

Social Beliefs About 
Accepting Wireless Ads 
-Close Friends 
-Family Members 
-Peers

Attitude toward 
Accepting Wireless Ads

Subjective Norm Toward 
Accepting Wireless Ads

Intention To 
Opt in To Wireless Ads

  Figure 1  :        Research Model.  Source : Muk and Babin (2006)   
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individualist societies, ties between individuals are 
loose where people are concerned with 
themselves only. Individualists are motivated by 
self-interest and achievement of personal goals. In 
contrast, people living in collectivist societies are 
tightly integrated and are expected to look after 
the interests of their in-groups. Collectivist 
culture emphasises on sharing, cooperation and 
group harmony. Taiwan and the US are selected 
for this study because of their different cultural 
orientations. Taiwan represents a collectivist 
culture that tends to be more homogeneous and 
has a greater group orientation, whereas the US 
population displays heterogeneous and diversifi ed 
characteristics of an individualist society. 

 Individualists believe that everyone has a right to 
privacy.  37   American consumers are more concerned 
about privacy issues than their counterparts in 
Taiwan because Asian cultures do not place a high 
value on them.  38   Attitudes and personality are 
internal factors that infl uence an individualist ’ s 
adoption of an innovation.  39,40   Consumers living 
in individualist societies perceive SMS advertising 
as an intrusion into their privacy.  41,42   The privacy 
concern suggested in the individualism dimension 
helps develop the fi rst hypothesis, which is used to 
investigate the attitudinal differences in adoption of 
SMS advertising between American and Taiwanese 
consumers. 

 H 1 :  The relationship between attitudes and 
behavioural intentions to opt in to SMS 
ads will be stronger for Taiwanese 
consumers than for American 
consumers. 

 De Mooij  43   pointed out that the locus of control 
in the decision-making process resides in the 
individual and that behaviour is a function of the 
individual ’ s own action. This is a Western belief. 
On the other hand, external locus of control is 
part of collectivist cultures, where people are 
accustomed to other people making decisions for 
them. A fundamental difference between 
individualism and collectivism is between decision 
making by the individual or by the group. People 
living in a collectivist culture concentrate more 
on norms than on attitudes.  44   They see 

interpersonal relationships as very important. In a 
collectivist culture, adopting innovation is a group 
process as coercive power may exist in 
interpersonal communication between group 
members.  45,46   Consumers are inclined to accept 
opinions from people who interact frequently 
with them. In light of this argument, reference 
group and opinion leadership would have 
signifi cant cultural effects on an individual ’ s 
intention to adopt SMS ads. The infl uence of 
members of a group on the decision-making 
process helps develop the second hypothesis in 
this study. 

 H 2 :  The relationship between social 
infl uences and behavioural intentions to 
opt in to SMS advertising is stronger for 
Taiwanese consumers than for American 
consumers. 

 Text messaging has emerged as a new cultural 
phenomenon among mobile phone users 
worldwide, except America. In Taiwan, 65 per 
cent of the mobile phone subscribers use SMS 
every day  47   and the SMS messages sent every 
month have surpassed 300 million.  48   A study by 
the Pew Internet  &  American Life Project  49   
showed that only 35 per cent of American mobile 
phone users had sent a text message. In consumer 
innovation diffusion, heavy users with signifi cant 
experience in similar product categories are more 
innovative.  50   Thus, it is reasonable to believe that 
consumers ’  acceptance of SMS advertising may be 
infl uenced by their disposition toward using SMS 
as a form of mobile communication and their 
experience in using the medium. 

 H 3 :  Taiwanese consumers will have stronger 
behavioural intentions to opt in to SMS 
ads than American consumers.  

 The discussion, thus far, suggests that cultural 
factors may have a signifi cant effect on the 
decision process that leads from consumers ’  
attitudes toward SMS ads to social infl uences on 
signing up with wireless advertisers. The attributes 
of individualism and collectivism are the relative 
importance of attitudes versus social behaviours. 
To individualist Americans, determinants are 
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attitudes and perceived rights.  51   User privacy 
protection and easy opt-out mechanisms are 
trialability attributes that allow consumers to try 
out SMS ads. As Rogers  52   suggested, trialability 
helps potential adopters reduce their perceived 
risk about the consequences of using an 
innovation. In this instance, one may expect that 
the trialability construct contributes most to the 
prediction of American consumers ’  adoption of 
SMS advertising. 

 H 4 :  Trialability will be the strongest 
predictor of American consumers ’  
intentions to adopt SMS advertising. 

 On the other hand, the determinants of social 
behaviours for collectivist Taiwanese consumers 
are social norms and duties.  53   In Taiwan, second 
to voice service, SMS is heavily used for 
communicating with friends.  54   It is reasonable to 
believe that social pressures strongly infl uence 
Taiwanese consumers ’  intentions to adopt SMS 
advertising. 

 H 5 :  Social infl uence will be the strongest 
predictor of Taiwanese consumers ’  
intentions to adopt SMS advertising. 

 RESEARCH METHODOLOGY  

 Sampling 
 A survey was conducted to examine cultural 
infl uences on adoption of SMS advertising 
between US and Taiwanese consumers. Judgment 
samples of university students under 25 years 
who subscribed to mobile phone services were 
purposively selected as sampling units because they 
fi t the characteristics of the target population. 
University students are not only important market 
but they also have signifi cant product experience.  55   
In the US, data were collected from two medium-
sized universities located in the northeastern and 
southern regions. Taiwanese data were collected 
from two medium-sized universities located in the 
northern and middle regions of Taiwan. The 
samples consisted of 178 American and 198 
Taiwanese students.   

 Functional and instrument 
equivalence 
 A thorough literature review showed that SMS 
technology was equally available to the members 
of both samples. Most respondents from the two 
countries essentially used SMS for communication 
purposes. Furthermore, advertisers had already 
used SMS technology to deliver advertising 
messages to mobile phone users in both countries. 
The substantive knowledge about the constructs 
under examination basically fulfi lled the 
equivalent requirement for comparative research.  56   
Items were adopted from the original 
questionnaire in English developed by Muk and 
Babin.  57   Two bilingual persons translated the 
questionnaire into Chinese and then another two 
bilingual persons translated it back into English. 
The translational equivalence was validated.  58     

 Measurement and scaling 
 Three innovation attributes  —  relative advantage, 
compatibility and trialability  —  provide the 
measurement theory (see Muk and Babin).  59   
Relative advantage was measured with items 
representing perceived advantages due to 
(1) monetary savings; (2) convenience; and 
(3) collecting rewards by participating in SMS 
promotional activities. The compatibility 
dimension consisted of the following items: 
(1) the worry of disclosing one ’ s mobile phone 
number to advertisers; (2) spam invasion; and 
(3) disclosing one ’ s location information to 
advertisers. The salient consequences of the 
trialability dimension included the necessity of 
providing (1) easy opt-out mechanisms, (2) user 
privacy protection and (3) the convenience of 
opting out. 

 All belief items were measured on seven-point 
bipolar scales anchored with  ‘ strongly disagree ’  (1) 
and  ‘ strongly agree ’  (7). The evaluative component 
corresponding to the salient beliefs was measured 
by asking respondents to evaluate the 
consequences of each belief item on a seven-
point bipolar scale ranging from     −    3 to     +    3, with 
0 as a midpoint. The bipolar scale anchors 
included very good / very bad, very diffi cult / very 
easy, very demanding / very effortless and very 
complicated / very simple. Conforming to reasoned 
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action, attitude, social infl uence and intention 
constructs were included. Global attitude was 
measured on three seven-point semantic 
differential evaluative scales: very bad / very good, 
very wise / very foolish and very harmful / very 
benefi cial. The direction of one of the attitude 
items was coded in reverse to restrict 
acquiescence bias. The salient referents including 
close friends, family members and peers were 
measured on a seven-point scale ranging from 
 ‘ extremely unlikely ’  (1) to  ‘ extremely likely ’  (7) 
the likelihood of opting in to SMS ads via their 
mobile phone with regard to each referent 
thought that they should or should not perform 
the behaviour. Motivation to comply with 
referents were measured on a seven-point scale 
ranging from  ‘ extremely unlikely ’  (    −    3) to 
 ‘ extremely likely ’  (    +    3) by having respondents to 
indicate how much they wanted to do what the 
referents thought they should do. 

 The subjective norm was measured on a seven-
point scale ranging from  ‘ extremely unlikely ’  (1) 
to  ‘ extremely likely ’  (7) by using the standard 
Ajzen and Fishbein ’ s  60   wording:  ‘ Most people 
who are important to me think I should opt in 
to SMS ads via my cell phone ’ . Intention was 
measured by asking respondents to respond to the 
statement  ‘ intend to opt in to SMS ads via my 
cell phone in the next six months ’  on a seven-
point scale ranging from  ‘ extremely unlikely ’  (1) 
to  ‘ extremely likely ’  (7).    

 DATA ANALYSIS  

 Reliability and validity measures 
 The coeffi cient alphas for each construct (attitude, 
social infl uence, relative advantage, compatibility, 
trialability) showed adequate convergence ranging 
from 0.70 to 0.89. Using principal components 
analysis with varimax rotation to validate the 
constructs also resulted in a six-factor solution 
with eigenvalues greater than 1.0. 

 The standard Ajzen and Fishbien  61   formula of 
theory of reasoned action was used to test the 
hypotheses. The behavioural belief variable that 
was used to predict attitude was the sum of 
products of salient beliefs and evaluations of those 
beliefs. Multiplying salient subjective norms by 

corresponding motivation to comply and then 
summing the products created the normative 
belief variable. Behavioural beliefs and social 
beliefs were used to predict the global attitude 
and the subjective norms, respectively.   

 Test of hypotheses 
 The correlation between global attitude and 
behavioural belief variables produced signifi cant 
results:  r  (176)    =    0.52,  p     <    0.001 and  r  (196)    =    0.43, 
 p     <    0.001 for the US and Taiwanese data, 
respectively. Correlation between the social 
infl uence and subjective norm variables also 
produced signifi cant results for the US data 
( r  (176)    =    0.69,  p     <    0.001) and the Taiwanese data 
( r  (196)    =    0.39,  p     <    0.001). The signifi cant results 
allowed using global attitude and subjective norm 
as independent variables to test the hypotheses. 

 The regression analyses used to test the fi rst 
and second hypotheses consisted of two 
independent models, one for each data set with 
the intention variable regressing on global attitude 
and subjective norm variables.  Tables 1 and 2  
summarise the regression results. 

 The  F -tests for the two models were 
signifi cant,  R  2     =    0.27,  F (2,175)    =    24.6,  p >0.001, 
and  R  2     =    0.36,  F (2,195)    =    55.3,  p >0.001, for the 
US and Taiwanese data, respectively. 

  H   1  :The fi rst hypothesis predicted that the 
relationship between attitudes and behavioural 
intentions to opt in to SMS ads would be 
stronger for Taiwanese consumers than for 
American consumers. Comparison of the beta 
weights of the attitude variable in each model did 
not support the hypothesis (US data,  �     =    0.460, 
and Taiwanese data,  �     =    0.409). A subsequent t test 
of the mean attitude scores also did not yield a 
signifi cant result, t(374), NS. 

 Table 1 :      Summary of regression analysis for variables 
predicting behavioural intentions 

  (US,  N =178 )   
  Variable     B     SE      �    

 Attitude  0.193  0.029  0.460*** 
 Subjective norm      −    0.107  0.113  0.066 

       Note:  R  2 =0.266.   

       *** p     <    0.001.   
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  H   2  :The relationship between subjective norm 
and behavioural intentions would be stronger for 
Taiwanese consumers than for American 
consumers. The beta weight of the subjective 
norm variable in the Taiwanese data was 
signifi cant (  �      =    0.297,  p     <    0.001) whereas the Beta 
weight of the US data was not signifi cant 
(  �      =    0.066). A subsequent  t- test also showed 
signifi cant results,  t (374)    =    9.643,  p     <    0.001, of the 
mean subjective norm scores (US M    =    1.59, 
Taiwan M    =    2.84). Therefore, H 2  was supported. 

  H   3  : The third hypothesis predicted that 
intentions to opt in to SMS ads were stronger for 
the Taiwanese consumers than for the Americans. 
The signifi cant results of the  t- statistics, 
 t (374)    =    2.77,  p     =    0.006, supported the third 
hypothesis (Taiwan, M    =    2.44,US, M    =    1.99). 

 Stepwise regression analyses were used to test 
hypotheses 4 and 5. In the US data regression, 
trialabililty, compatibility, relative advantage and social 
infl uence were entered in step 1, step 2, step 3 and 
step 4, respectively. The order of entering the variables 
in the Taiwanese data regression was in reverse. 
 Tables 3 and 4  present the stepwise regression results. 

  H   4  : This hypothesis suggested that the trialability 
dimension would be the strongest predictor of 
American consumers ’  intentions to adopt SMS 
advertising. Controlling for compatibility, relative 
advantage and social infl uence, trialability predicted 
a signifi cant proportion of variance in intention, 
 R  2  change    =    0.17,  F (1,169)    =    33.7,  p     <    0.001). 
Therefore, H 4  is supported. 

  H   5  : The signifi cant regression results showed 
that social infl uence was the strongest predictor of 
Taiwanese consumers ’  intentions to adopt SMS 
advertising,  R  2  change    =    0.07,  F (1,196)    =    14, 
 p     <    0.001), after controlling for the effects of the 
attitudinal variables. H 5  was also supported.    

 DISCUSSION 
 The results of the fi ve hypotheses provide 
preliminary evidence to answer the research 
question that a nation ’ s culture does infl uence its 

 Table 2 :      Summary of regression analysis for variables 
predicting behavioural intentions 

  (Taiwan  N =198)  

  Variable     B     SE      �    

 Attitude  0.189  0.029  0.409*** 
 Subjective norm  0.321  0.069  0.297*** 

       Note:  R  2 =0.362.   

       *** p     <    0.001.   

 Table 3 :      Summary of stepwise regression analysis for 
variables predicting intentions 

  (US,  N =178)  

  Variable     B     SE      �    

  Step1        
    Trialability  0.035  0.006  0.408*** 
        
  Step 2        
    Trialability  0.032  0.006  0.374*** 
    Compatibility  0.014  0.005  0.202** 
        
  Step 3        
    Trialability  0.023  0.008  0.263** 
    Compatibility  0.013  0.005  0.180* 
    Relative advantage  0.022  0.012  0.175* 
        
  Step 4        
    Trialability  0.023  0.008  0.262* 
    Compatibility  0.013  0.005  0.180* 
    Relative advantage  0.023  0.012  0.176 
    Social infl uence      −    0.001  0.012      −    0.175 

       Note:  R  2 =0.17 for Step 1;  �  R  2 =0.21 for Step 2;  �  R  2 =0.22 for 
Step 3;  �  R  2 =0.22 for Step 4.   

       *** p     <    0.001; ** p     <    0.01; * p     <    0.05.   

 Table 4 :      Summary of stepwise regression analysis for 
variables predicting intentions 

  (Taiwan,  N =198)  

  Variable     B     SE      �    

  Step1        
    Social infl uence  0.029  0.008  0.259*** 
        
  Step 2        
    Social infl uence  0.027  0.008  0.238*** 
    Relative 

 advantage 
 0.032  0.009  0.233*** 

        
  Step 3        
    Social infl uence  0.026  0.008  0.235*** 
    Relative 

 advantage 
 0.034  0.009  0.233*** 

    Compatibility  0.011  0.005  0.143* 
        
  Step 4        
    Social infl uence  0.026  0.008  0.234*** 
    Relative 

 advantage 
 0.032  0.011  0.232** 

    Compatibility  0.011  0.005  0.142* 
    Triabalility  0.001  0.006  0.019 

       Note:  R  2 =0.07 for Step 1;  �  R  2 =0.12 for Step 2;  �  R  2 =0.14 for 
Step 3;  �  R  2 =0.14 for Step 4.   

       *** p     <    0.001; ** p     <    0.01; * p     <    0.05.   
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people ’ s innovativeness in adopting SMS 
advertising. Social pressure is less likely to affect 
American respondents ’  innovation decisions. This 
is consistent with the cultural characteristics of 
individualists who are more independent and tend 
to make their own decisions. In contrast, social 
infl uence appears to be a coercive power that 
may compel Taiwanese respondents to conform to 
group behaviour. This supports de Mooij ’ s  62   
argument that collectivists are usually infl uenced 
by their close friends in adopting new ideas. The 
fi ndings also suggest that American and Taiwanese 
consumers do not differ signifi cantly in their 
attitudes toward the new medium. They both 
show unfavourable attitudes (US data M    =        −    1.43 
and Taiwan data M    =        −    0.77) toward the SMS 
advertising. This could be explained by the 
growing negative attitudes that consumers hold 
toward advertising.  63   

 The trialability construct is the strongest 
predictor of Americans ’  intentions affi rming their 
perceived risk of losing their personal privacy. As 
the Theory of Psychological Reactance  64   suggests, 
consumers may react aversively if they believe 
that their freedom is being threatened. The 
trailability – intention relationship indicates the 
importance of allowing consumers to try to 
accept SMS ads with no hassle. This also suggests 
that privacy is an important cultural value in 
individualist societies. 

 Social infl uence is the strongest predictor of 
Taiwanese consumers ’  intentions. The collectivist 
characteristics shown in Taiwanese consumers 
are consistent with Hofstede ’ s  65   fi ndings that 
collectivist people usually reinforce their social 
networks by conforming to group behaviour. 
Consistent with the hypothesis that heavy users 
with signifi cant experience in similar product 
categories are more innovative,  66   Taiwan 
respondents have a stronger intention to adopt 
the new medium than their American 
counterparts. Attitude and social infl uence 
signifi cantly predict intentions to act for both 
cultures with regard to individualism / collectivism.  

 Managerial implications 
 Congruent with research involving cross-cultural 
consumer behaviour, this study found differences 

between two countries in terms of cultural 
infl uences on consumers ’  intentions to adopt SMS 
advertising. The fi ndings showed that cultural 
values are important factors affecting consumer 
acceptance of SMS ads. American consumers ’  
intentions to opt in to SMS advertising are 
predominantly infl uenced by their concern for 
privacy. The concern is apparently directed more 
to the trustworthiness of the SMS advertisers than 
to the medium. American mobile advertisers 
should pay close attention to privacy concerns 
that consumers have in SMS advertising. To 
persuade American consumers to accept SMS ads 
via their mobile phones, the opt-in and out 
mechanisms should not be too restrictive so that 
a sense of trust and participation is encouraged. 
In this respect, the medium is more appropriate 
for leading brands than less known brands because 
huge brands can leverage their brand equity on 
building brand trust. According to the attribution 
theory,  67   advertising for brands that consumers 
consider as valuable is likely to be perceived as 
more trustworthy because they reinforce the 
linkage between belief and behaviours. 

 The signifi cant effect of social pressure on 
Taiwanese consumers indicates that the strong 
force of group conformity cannot be ignored 
in markets where consumers are more group 
oriented. Based on the concept of group 
infl uence processes, Taiwanese mobile advertisers 
should fully utilise the interactive nature of SMS 
technology and develop promotional programmes 
based on group-oriented activities to get opinion 
leaders to drive product adoption. Promotional 
strategy can be built around the concept that the 
service is positioned as being offered especially to 
the members of the group. For international 
advertisers, this study revealed that there is no one 
size fi ts all type of SMS advertising strategy. 
Understanding cultural sensitivity and cultural 
adaptation is important to the success of 
implementing an SMS advertising strategy in the 
global advertising arena.   

 Limitations and future research 
 One limitation is generalisability. Although the 
convenience sampling used in this study addressed 
the primary target of mobile marketing, 
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diversifi ed and nonstudent samples from different 
regions of the US and Taiwan may provide 
adequate data and variability to explore how 
cultures impact susceptibility toward attitudinal 
and social infl uences on acceptance of SMS 
advertising. As demographic variables such as age 
and education were controlled for this study, 
future researchers should consider using a random 
sampling technique and broader segments. Thus, a 
general picture of how all consumers will view 
SMS advertising can be drawn from analysing the 
similarities and differences between segments. 

 Although this study has successfully replicated 
Muk and Babin ’ s  68   research design, an 
experimental examination of the hypotheses 
would provide more confi dence in the processes 
under study than a survey design that rests on a 
self-reported questionnaire instead of consumer 
actual behaviour. Future research should 
incorporate salient cultural features into the 
attitude and belief scales. Having culture measured 
on scales rather than via assumptions based on 
established cultural indexes is a stronger research 
approach. This study looked at only one 
dimension of cultural difference between the US 
and Taiwan. Past cultural research suggests that the 
level of uncertainty avoidance affects consumers ’  
adoption of an innovation as well.  69   Including 
this cultural dimension may help identify the 
moderating effects of cultural dimensions as well 
as measure the strength of particular cultural 
variables in predicting intention to sign up with 
SMS advertisers. Future researchers may also 
choose to replicate this study by using countries 
other than those under examination in this study 
or to perform a similar study in order to explore 
the relationship between culture and acceptance 
of other types of wireless advertising.    

 CONCLUSION 
 Muk and Babin ’ s  70   model provides a useful and 
comparatively straightforward basis for explaining 
consumer innovation decisions on accepting SMS 
ads between two discrete cultures. This is the fi rst 
cross-cultural research in the belief and attitude 
tradition that focuses on antecedents of intention 
related to the adoption of SMS advertising. 
Preliminary evidence reveals that American 

consumers ’  decisions on accepting SMS ads via 
their mobile phones are solely based on 
attitudinal considerations whereas Taiwanese 
consumers ’  intentions to act are infl uenced by 
social norms as well as attitudinal factors. The two 
samples do not, however, exhibit substantial 
differences in the importance of personal attitudes 
in determining behavioural intentions, except 
with the effect of social infl uence. 

 The fi ndings illustrate the relative importance 
of social infl uence in behavioural formation in a 
collectivist culture. It is also important to point 
out that the functioning of the processes implied 
by the theory of reasoned action model  71   could 
be attributed to the effects of cultural values 
embedded in consumer belief systems. The 
propositions presented in this study shed light on 
the cultural differences between the US and 
Taiwan. Contrary to popular beliefs, high 
penetration rates of mobile phone (hardware) and 
SMS technology (software) in Taiwan do not 
make its consumers more receptive toward SMS 
ads. That American and Taiwanese consumers 
exhibit equally unfavourable attitudes toward SMS 
advertising may be attributed to their perceived 
aversive social consequences of opting in to the 
new medium.            
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