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The Influence of Multimedia Message Service

Characteristics on Advertising Value and Effectiveness

Ting-Yu Chen

Chang Gung University
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Abstract

With the development of wireless internet and production of MMS or
Java function, consumers receive message of production service to change
deeply. Additionally, related studies are gradually increasing and attaching
importance in academic circles. But most studies that wireless internet ads
attach importance to apply service for influence of ad effect. So in this study,
we also use MMS ads for experience tool in cell phone, and our study is
based on frame of Brackett and Carr study to discuss multimedia message
service characteristics on ads effectiveness. The results show that different
characteristics of MMS ads, ad value have significant influence on MMS

advertising effectiveness.

Keywords: Mobile Ad, Multimedia Message Service (MMS), Ad Value,
Ad Effect
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