This study attempts to understand the determinants of
user behavior towards push notifications sent by apps.
The study looks at the effect of the format of
natification on the act of dlicking on the notification as
well. A sample of 154 was collected through an online
survey and from both Tier | and Tier Il Cities. The
respondents  included only individuals who use
smartphone or a tablet. The results show us that Trust
has a positive influence on attitude towards push
notification. The study also shows us that Attitude
doesn't hawve a significant influence on behavior of
clicking the notification in case of text and picture
notification but it has a positive influence in case of
notifications with action buttons. The format of
notification had an positive influence on behavior of
clicking on all formats.

Motivation for Study

India is currently the second largest smart phone
market with a YoY growth of 23% with & million app
downloads in 2016 which is a whopping 71% growth in
the number of downloads since 2015. Increasing

number of app developers are using the feature of
push notification as a tool to get the users back to on
the app as well as to market their products. Many
companies have cropped up in the last few years solsly
providing push notification services in various formats
as a part of their service offering to bring back the
users to the app.
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Hypotheses

H1la: The higher the credibility of the sender the more positive will be
the attitude towards the notification received from them.

H1bh: The higher the trustworthiness of the sender the more positive
will be the attitude towards the notification received from them

H2a: Better the context of a push notification the more positive is the
attitude towards the push notification.

H2b: Higher the personalization of a push notification the more
positive is the attitude towards the push notification.

H2c: Higher informativeness of a push notification the more positive is
the attitude towards the push notification.

H2d: Higher the entertainment value of a push notification the more
positive is the attitude towards the push notification.

H3: There is a positive relationship between attitude towards push
notification and the behavior of dlicking on the notification

H4: There is a positive relationship between attitude towards the
format of push notification and behavior of dicking through that format.

The Function of Formats: Consumer
Responses 1o Six On-line Advertising Formats

Format

Consurmer’s attitude on message
though a channel like push
notification or particular format
of push notification has not yet
been studied in India

Research
Gap

Push notification studies hawve not considered the
mediating effect of attitude on behavior, which has
been looked at in case of advertising messages.

Descriptive Data

Sample & Methodology

Data was collected by circulating online

guestionnaire

The respondents must own a smartphone or a

tablet

Sampling technigue used was Quota Sampling
Total Sample of 154 was collected from Tier |

and Tier I Cities

Structural Eguational Modeling {SEM) was used
with STATA due to the mediating effect of
attitude on the behavior
There are two dependent variable and three

independent wvariable wha's

highlighted in the table given below
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Interpretation of Data

The data can be interpreted as follows:

. Trust on the app that sends the push notification has Significant impact an
the attitude towards the push notification in all the three formats.

" But Attitude towards notification does not influence the behavior of
clicking the notification in both the text and the picture format.

" However, in action button format attitude towards the format does
influence the behavior of clicking for information.

. Factors other than Trust does not significantly influence Attitude towards
Push notification from Apps.

. From descriptive data we can see that there is significant difference in the
number of people who prefer Notification with action buttons over text
notification. i.e. it is considered a better format over Text and picture
notification

Contribution

Literature:

. This is the first study that considers the format of notification and its
influence on the behavior of clicking

. The model shows that trust in the App is a significant factor contributing
towards the attitude towards push notification

Industry:
. Action button push notification is 8 much-preferred format for push
notification

- For the action button notification to work effectively it is important the app
users have trust and a positive attitude towards the notifier.

Limitations & Future study

Limitations:

. The sample size is small as | am still in the process of collecting data

. Since majority of the respondents are Android users the responses do not
show the preferences of i05 or windows user

Future Study:

. A similar study can be conducted with respect to preference of format with

respect to app category

Additional Formats can also be studies

e
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