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Table 3- Standard estimate of measuring model for affecting factors on
SMS advertising

Oels ads,
slas pg0 s < o] soliTax o 90 S
o P-Value d.f Chi-Square
RMSEA
ool ol
0.069 0.000 198 179.73 Indices
values

caslin (L3l 5l Gigh sesthe Jow a5 amd e lis ¥ Jgaz 0 odel Cussy polie
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Table 4- Results of structural equation model (path analysis)
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Standard coefficient Path Number
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Financial benefits
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Table 5- lingual variables for determining all criteria weights
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Table 6- decision making matrix and variables’ fuzzy weights

(8,9,10,10) (2.3.4,5) (7,8,8,9) (2,3,4,5) (4,5,5,6) (5,6,7,8)
Ly ¥ sllao Sl PUN
[PV = -
[PYPEETS . . ez Sl &8l o
o J s oS! sl oS Einancial Iyioeo
Control Perceived Validity Perceived benefits Content
utility social utility
utility
P1 (891010) (891010)  (4556) (2345 (7889  (4556)
P2 0012  (2345) (2,3,4,5) 00,1,2) (4556)  (1223)
P3 (8.91010)  (7.889) (56,7,8)  (8910,10)  (2,3,4,5) (5,6,7.8)
P4 (2345) (4556 (0012  (5678)  (89.1010) (8910,10)
P5 0012  (1L.223)  (4556)  (4556) (5678  (2345)
P6 (7889 (7889 (7889 (2345 (0012  (5678)
- (4556) (5,6,7.8) (2,3.4,5) (2,345 (2345  (1.889)

P8 (2,3,4,5) (7,8,8,9) 4556) (8910100  (5,67.8) (4,5,5,6)
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P9 (5678  (891010) (4558 8910100 (0012 (0012
P10 (2,34,5) 4556)  (891010)  (0,0,12) (5,6,7.8) (7,88,9)
P11 0,012 (2,34,5) (7,889 (4,55.6) (4,55.6) (7,889
P12 (2,34,5) (7889)  (891010)  (2345) (2,34,5) (2,34,5)
P13 (8,9,10,10) (7,8,8,9) (7,8,8,9) (0,0,1,2) (7,8,8,9) (7.88.9)
P14 (5678  (891010) (891010)  (56,78) (4,55.6) (7,889
P15 0,012 (4,5,5.6) (5,6,7.8) (4,55.6) (2345)  (89,10,10)
P16 (2,34,5) (2,34,5) (0,0,1,2) (2345  (891010)  (4556)
P17 (7.88,9) (5.6,7,8) (5.6,7,8) (56,7,8) (455,6) (2345)
P18 (2,345 (2.34,5) (4,5,5.6) (2.34,5) (2345)  (89,10,10)
P19 (7,8.8.9) (4,5,5,6) (2,34,5) (4,5,5,6) (7,889) (5,6,7,8)
P20 (5,6,7,8) (2,3,4,5) (7889)  (891010)  (2345) 0,012
P21 (89,1010)  (89,1010)  (4,55.6) (5,6,7.8) (0,0,1,2) (7,889
P22 (7.8,8,9) (4,5,5,6) (5.6,7.8) (2,34,5) (4556)  (8,9,10,10)
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Table 7- variables’ positive, negative, closing index and final ranks

bl acgame  bliacgazme bl acgaze 5
b psls ; . . ol
- oo Jlos! oo Jloaul oo Jlows! y
Indices Final
D Dr cl,
ranks
Pl <l sl o3l s 1139317082 1889914247 0623892348 1
To permlt to receive messages
Pl 23k g 2ol 39 ) Ul 2393406091  0.677320257  0.220573304 18
Capability to accept or reject messages
et a3l b Gilho laply b0 2383198326 2128429186  0.471765273 2

Receiving messages based on requirements
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3B (pogas iy a4 jeld pas

i i 2.270532572 0.787361686 0.257484929 16
Regarding privacy of people
s 5
03 9° S5 r 4203358171  0.663128544  0.136264328 22
Time saving
a0 ‘5"'?"“"’ 3.249386059 1.927485409 0.372326302 6
Cost saving
W53 4 oo lasuwl =
29 ) 0l s 8 1.816457277  1.225555205  0.402876455 5
Lack of abuse of operators
Lyl ooliciwl =
wllil oy oolitl g puie 3051863545 1340414103 0305175176 12
Lack of abuse of marketing unit
25 oold yuibedilo yxo 31 (y93l8 Culos
Legal Protection to save information of 3512254344  1.674583461  0.322852482 10
users secretly
ouoaS gl &S s =
N Gkl S5 h oo iz 3.391540297  1.440885992  0.298170299 14
Authorized advertising organization
GLBlbl B,k 5l (golduiny (Sl Glaply a1 ax o
Regard|ng advertisements Suggested by 3.602028025 1.025876624 0.221671945 17
others
OLLST Gyb 5l ouidylg)gs Sl slaply & 4z g
Regard"]g forwarder advertisements by 3.534882644 1.67940093 0.322077023 11
family
9 0l o (pili 31 i S o0listwl 4y (LBl ybl 32 gk
oUsS ply 4 axgd 2.668335049  2.027957297  0.431820923 4
Encouraging others to use their mobile
phones more to read messages
G Ly ofy 51 Sladd dy S Cdio
2L play ol Sl Sl 4 g Sde 20 2480258874  2.013570288  0.448074507 3
Positive view about SMS advertising
el ylo) |
L Lo gloj 52 Jlws . 3.629783721  1.021059155  0.219542819 19
Sending messages at proper time
elin o5 53 Lt 3.989929301 0.677320257 0.145121929 21

Sending messages at proper place
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Ol ks b cdilias
Agreement with requirements of users

3.15739907 1.697767613  0.349682663 7

R el 2 3.773126068  0.991857736  0.208155531 20
Amusement

O8R5k g lslo
Trustworthy

3.147952731 1.340414103  0.298641834 13

opeaijsel 3511282982  1.47490488  0.295798097 15
Instructor

g 30 oligS ply ol 5l Olinks aolip yo &5 5

o cadio 3929 3274010921 1575376769  0.324860966 9
Participation in advertising programs
through SMS

3929 &g )0 0ligS ply oy 3l Wlinls' il ;8 ol

o cniio 3051863545 1574111572  0.340276705 8
Permission to receive advertising through
SMS

1y 586 ot I9Y (55 b Ml 28l sl ol canS™ 09 oo saalis aS 4isS len
63ls b sl laply 2l ;0" (slayeiiie o 51 Gy g als olisS pley ol 51 Sy (2 0dy
loes; ;5 "olsS ply 4y azgi g elyen (A I e eolitl 4 GLILEI Big” 5 " cans
Caglsl Sl o pite plo & Cond plej )5 (297480 Sl ed WS Glr o 5 pod
alyon 10595 5 (6 %S

ole ol esliiul (oilye bl Ll w1 g, Sl yeie cul gonas, @l
el o LA Jgaz ) 00 ol sl jeie Gl oz g5 Slaslis
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Table 8- pair-wise comparisons for SMS advertising indices

slaply ples ails> by & hles 4 e Coda (055
' 785 Smlin oo Lo
Slels obsS pley ol 5l ks Slils Pair-wise
Reading all Tend to receiving  Positive attitude F
A - - comparisons
advertising advertising from  about advertising

0.35 0.76 1.00 Sl

Positive attitude
about advertising

2l 4 Jiles

0.12 1.00 0.76 obsS ply ol uls»lu
Tend to receiving
advertising from

slaply ples (aily>
Tend to receiving

advertising from
SMS

1.00 0.23 0.35

1Bboe 2 i 4 Jole p2 (Sl jbiman 9 Vb le b Jolao 5L e e
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Table 9- final ranks of indices

a8 pled il o Dbl Ghndy 65y 2 Jalse 51 So je el az s Jolae BT gt
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il e g S ol Il slaxel
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5 sdw] Cewdy @L_, W r:l:gdl Q‘)-Gﬁ e (65,ekas SGb ub)...w.a 5P YO/ 5l S
dgizma o Jlo g8lin Jalge jloline g cutte 136 Sk pee Jodow g (Jole Jolod (651
g0 aS 0g lids (Bpdy g JaS g el STl Congllas el o SThol claix] Congllas
iogy Jalge plus 5l iy Tsize 5 (Jlo @dlie Jalge 230 (Lo (0l

plo o) 5l olbuds B pd 5 558 b sie 506 50 Karjaluoto et al. (2008) iagh o

ey b g Ol (hpdy p lgise Jloliae 53U 0g a8)S 18 (5pd 090 olsS
Haghirian et al. Merisavo et al. (2005) .Scharl et al. (2005) .Dickinger et al. (2004)

He & Lu  jagh ;0 wezee .Cwsl 55l Vatanparast & Butt (2009) 4 (2005; 2008)
oondy p oeadShel claix! consllas 56 55 Lopez-Nicolas et al. (2008) 4 (2007)
g 485 1,8 0l 390 Slicks

Shen & 4 Haghirian et al. (2005) Merisavo et al. (2005) wlingy L jleel Jlobxe 30
Scharl et al. (2005) Dickinger et al. (2004) <lisgi L JyuS 56 Chen (2008)
3o Ol Gpd g ead STl saessw 3L g He & Lu (2007) 4 Merisavo et al. (2005)
3> Bauer et al. (2005) 5 Merisavo et al. (2005) (sla imgs ;5 odel Cawds @l b
Sl

plo ol 5l Slils cébye @ bles" Molinls 4 Cus Sote (35" Jalse (uizpen
50351 51055 (slie lele slasle 5l MeanT o Sk slaely plos puilss" 5 "obisS
bl e oS ply ol 31 ks iy sl (bt e

oy 3 Slaks Jipdy 2 )NS50 Jole YV 518 i (g b9, 51 ooliiwl b aelsl s
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