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INTISARI

Riset ini bertujuan mengidentifikasi faktor-faktor yang mempengaruhi
penerimaan mobile marketing di kalangan konsumen muda di Indonesia. Riset ini
mereplikasi penelitian terdahulu yang telah dilakukan di Cina (Gao, Sultan dan
Rohm, 2010). Dalam penelitian terdahulu tersebut didapati bahwa risk acceptance
serta personal attachment yang dimediatori marketing-related mobile activity
(providing information, accessing content dan sharing content) berpengaruh
terhadap mobile marketing acceptance. Dalam riset ini akan diteliti apakah
temuan yang sama juga berlaku pada konsumen muda di Indonesia.

Penelitian ini mengadopsi instrumen yang digunakan dalam riset mobile
marketing acceptance di Cina. Pengumpulan data dilaksanakan dengan metode
survei, baik survei offline maupun online. Sedangkan pengolahan data dilakukan
dengan metode Regresi Linear Berganda dan Regresi Linear Sederhana.

Riset ini menemukan bahwa risk acceptance dan personal attachment
mempengaruhi mobile marketing acceptance di kalangan konsumen muda di
Indonesia. Kedua faktor tersebut dimediatori oleh aktivitas providing information
dan sharing content. Sedangkan accesing content ternyata tidak berpengaruh
terhadap mobile marketing acceptance tersebut.

Kata-kata kunci: mobile marketing, konsumen anak muda, marketing-related
mobile activities
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ABSTRACT

The aim of the current paper is to identify determinants of mobile
marketing acceptance among youth consumers in Indonesia. It replicated a
previous study conducted in China (Gao, Sultan and Rohm, 2010). The original
research found that risk acceptance and personal attachment influence mobile
marketing acceptance among youth consumers in China. It also emphasizes the
role of marketing-related mobile activity (providing information, accessing and
sharing content) in mediating the relationships between the two antecedent factors
and mobile marketing acceptance. This present study examines if the same
findings hold in Indonesian context.

The present study adopted instruments used in the mobile marketing
research conducted in China. Data collection was done by using both offline and
online survey. Data analysis was conducted by multiple and simple linear
regression analyses.

It is found that risk acceptance and personal attachment influence mobile
marketing acceptance among youth consumers in Indonesia. The two factors were
mediated by providing information and sharing content. While accessing content
found no significant impact on mobile marketing acceptance.

Keywords: mobile marketing, youth consumers, marketing-related mobile
activities
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