OPPORTUNITIES FOR MOBILE ADVERTISING
IN SRI LANKA

R.M.K.B. Ranathunga

S u p e r v i s e d by
Eng. A.T.L.K. Samarasinghe

This dissertation w a s submitted to the D e p a r t m e n t o f M a n a g e m e n t

of

T e c h n o l o g y o f the U n i v e r s i t y o f M o r a t u w a in partial fulfilment o f the
requirement for the D e g r e e o f M B A in T e c h n o l o g y M a n a g e m e n t .

Department o f M a n a g e m e n t o f T e c h n o l o g y
U n i v e r s i t y o f M o r a t u w a , Sri Lanka
December 2010

University of Moratuwa

ii m i l l
100827

100827

1

Declaration

R. M. K. B. Ranathunga, hereby certify that this dissertation does not incorporate,
without acknowledgement any material previously submitted for a degree or diploma
in any institution to the best of my knowledge and believe it does not contain any
material previously published, written or orally communicated by another person
except where due reference is made in the text.

Candidate
R. M. K. B. Ranathunga
MBA/ MOT/ 08/9026

I certify that the statement above is true to the best of my knowledge and that the
dissertation is ready for submission.

Research Supervisor
Eng. A.T.L.K. Samarasinghe
Senior Lecturer,
Department of Electronic and Telecommunication,
University of Moratuwa.

Abstract
The ubiquity of messaging and WAP based mobile communication creates new
opportunities for marketers. The increasing adoption of mobile telephony and ongoing
diffusion of mobile phones have encouraged marketers to advertise through the Mobile.
However, there are no studies being conducted about Sri Lankan mobile users'
willingness to accept mobile advertising. In addition, the factors that induce consumers to
accept mobile devices as an advertising medium are not yet fully understood.
The purpose of this study is to measure the Sri Lankan mobile users' acceptability on
Mobile Advertising based on the unconscious factors and measure the perceived
importance of conscious factors in Mobile advertising. Also a new business model is
proposed in this, for the Sri Lankan Mobile advertising industry.
An integration of qualitative and quantitative approaches is followed in this research. The
strategy of enquiry is sequential and exploratory.

This strategy includes three phases.

Preliminary study is based on the unstructured interviews carried out with a focus group
from the industry .The second phase begins with literature synthesis of factors impacting
on consumers' acceptability on Mobile Advertising and the research model is developed.
The validation of the research model is done via an industry expert focus group. Then the
consumers' acceptability and perceived importance are investigated through empirical
data from a survey questionnaire. Third phase of the study proposes a new business
model, based on this conscious factor and unconscious factor analysis in the second stage,
along with the current business model analysis and business models used in other
countries for Mobile Advertising.
The second stage of the study reveals Sri Lankan mobile users are willing to accept the
reception of advertisements through mobile phones. It is revealed that Sri Lankan mobile
users slightly agree to receive Mobile Advertisements, which are from a familiar brand of
product or service and advertisements relevant to customers. Even though Sri Lankan
Mobile users' attitude is positive for Mobile Advertising as per this study, it also suggests
the options to control the reception of Mobile Advertisements is highly required. The
business model proposed in the third phase for the Sri Lankan Mobile advertising
industry is a hybrid business model, where mobile network operators and application
providers play a combined role in the value chain.
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