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Abstract 

This study recognises and addresses short message service (SMS) advertising 

research deficits. The empirical study, grounded in the Uses and Gratification theory, 

presents the perceived advertising values and attitudes (PAVA) of consumers of 

different age groups and gender towards SMS advertisements. Data was collected 

from 261 mobile phone users and analysed using SPSS AMOS. The results suggest 

that the age and gender of consumers - matter when it comes to their PAVA towards 

SMS advertisements; thus, the need to tailor-make advertisements, particularly if the 

target markets are segmented by age and gender. The major and original 

contributions of this study are the different age groups and gender comparisons, 

using Uses and Gratification theory and a field study of a smaller South Pacific 

developing economy, unlike prior studies. Such a study is useful in setting the 

foundation for more research focussing on different age groups and gender 

comparative studies in smaller developing countries, larger scale research, country 

comparative studies, as well as ongoing SMS-related studies. Our findings provide a 

practical reference for marketing companies that use SMS advertisements to 

persuade consumers. 
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Introduction 

Rapid advancements in mobile technology in the 21st century have seen an 

increase in the use of mobile devices as well as the number of mobile subscribers 

globally (Khalil et al., 2020). Despite digitalisation, the short message service 

(SMS), a text-based mobile communication, remains a popular and effective 

tool for delivering information from one person to another (Muk and Chung, 

2015). SMS is considered an important tool for sharing value-added services 

with customers (Uddin et al., 2019). Because of its ease of use and lesser 

technological dependency, SMS advertising is often preferred over other mobile 

advertising tools (Lin and Chen, 2015) as advertisers always try to measure the 

effectiveness of various types of medias to maximise profitability (Gounder et 

al., 2021). 

While much research has been carried out in both developed and developing 

countries, more so in the developed countries (e.g. studies by Bhatia, 2020; 

Khalil et al., 2020; Pongpeng and Piyaphanyamongkol, 2020; Tong et al., 2020), 

academic literature still falls short on empirical investigations into factors that 

are important for SMS advertising effectiveness. Hence, little is still known 

about the factors contributing to the effectiveness of SMS advertising (Sharma 

et al., 2021). Even with the existing literature, on different forms of mobile 

advertisements particularly in developed countries, there still remains a need to 

explore factors that influence SMS advertising value and its outcome in terms 

of attitude (Bhatia 2020).  

While research has been done on age groups and gender perceptions towards 

SMS marketing, the Uses and Gratification (U&G) dimensions of 

“infortainment”, credibility and irritability to investigate the perceptions of 

different age and gender groups in a developing country in the South Pacific 

country has not been explored. While some s studies have looked into gender 

perceptions, the age groups studied differ. SMS marketing research that has 

been done thus far (e.g. Aydin and Karamehmet, 2017)mostly focused on 

Generation Y, aged between 14-25 years – the mobile marketing target group. 

Such studies focused only on a particular age group, such as Tekkanata and 

Topaloglu (2015) studied the 21-23 age group, including gender; Roozen and 

Genin (2008) studied students aged 18-25, including gender, while Vigar-Ellis 

et al. (2007) studied the 18-34 age group. Coursaris et al. (2010) studied the 18-

34 age group only using the U&G dimensions, however, they did not include 

the credibility dimension. Chhateja and Jain (2014) argue that the younger 
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generation is tech-savvy with an individualistic approach and high aspirations, 

thus willing to embrace SMS campaigns. While young consumers are 

commonly targeted in mobile marketing studies due to their high mobile phone 

ownership rates and familiarity with the rapid adoption of new technologies, 

scholars like Aydin and Karamehmet have called for future studies to represent 

different consumer segments apart from this traditional segment of young 

consumers. Studies on other segments in terms of other age groups are still 

understudied (Aydin and Karamehmet, 2017). 

Some studies, like that of Adhami et al. (2015), presented a conceptual paper on 

both gender and age groups above and below 40 years of age but did not 

consider the U&G dimensions. Other scholars like Humbani and Jordaan (2015) 

studied the influence of gender and different age groups but also did not 

consider the U&G dimensions. Whereas Javeed (2015) did use the U&G 

dimensions and gender perception of attitude towards SMS ads, they did not 

investigate all U&G dimensions and did not discuss the different age group 

perceptions.   

Other studies that have investigated consumer attitudes towards SMS ads, using 

few or all U&G dimensions, have not looked into gender and age group 

differences (e.g. Shaheen et al., 2017). Yet others like Saleem and Mustafa 

(2020) studied gender and age as control variables but did not investigate the 

gender and different age group perceptions on all U&G dimensions except 

discussing the impact of irritation and entertainment variables on overall 

consumer perception. Studies have also researched the U&G dimensions but 

focused on advertisements promoted through other types of media, not SMS 

advertisements, such as online advertising, overall (Cardoso and Cardoso, 2012) 

and YouTube (Firat, 2019). 

Investigations into smaller target groups in terms of age and gender are 

important as marketers have realised that customisation and personalisation 

features of SMS ads are a better way of reaching out to the target audience 

(Aslam, 2016). This research has been undertaken against this backdrop, 

investigating the perceived advertisement value and attitude of consumers of 

different age groups, not just the younger consumers and gender, towards SMS 

in a small developing country, employing U&G theory. 

Overall, literature on SMS marketing that discusses age and gender perceptions 

is largely skewed towards developed countries and the younger age groups. 
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Studies on SMS marketing in the small South Pacific developing economies, 

such as Fiji and other older age groups based on U&G theory, are rare. 

The findings of this study make various contributions to the existing literature 

on SMS advertisements. Firstly it provides empirical evidence of the 

understudied small developing country context. Additionally, unlike prior 

studies, this is the first study to examine gender and age differences together, 

using different age brackets (of less than 20-year-olds, between 21 and 30 years, 

31 and 40 years and 41 and 50 years) as suggested by scholars like Aydin and 

Karamehmet (2017) in a smaller South Pacific developing country, using the 

U&G theory. Even in online advertisement studies, … no study included the 

full age range of young people solely” (De Battista, 2021: 70). This study 

examined four new measured variables within the U&G constructs, three of 

which proved useful, paving the way for the creation of even better 

conceptualisation.  The findings present useful implications for practice in terms 

of gender and age group differences which practitioners can note when creating 

SMS ads to better appeal to their target markets. The study indicated that 

consumers do differ in their perception and the degree to which they are 

affected, given their age and gender. Thus, the need to customise 

advertisements, particularly if the target markets are segmented by way of age 

and gender. 

This research was guided by the following two research questions: 

• How do U&G dimensions influence Perceived Advertising Values and 

Attitudes (PAVA) toward SMS advertisements?  

• How do the U&G dimensions influence the different age groups, male 

and female 'consumers' Perceived Advertising Values and Attitudes 

(PAVA) toward SMS advertisements? 

Literature Review, Theoretical Background and Hypotheses 

Development   

Perceived Value and Attitude towards SMS Advertising: the Dependent 

Variable 

Advertising value is a measure of advertising effectiveness. It is the 'subjective 

evaluation of the relative worth or utility of advertising to consumers (Ducoffe, 

1995, p.1). In other words, advertising value is the 'consumers' evaluation of the 

relative worth of the advertisement, in that consumer satisfaction will only 

materialise if the perceived value of the advertisement is high enough to fulfil 
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their expectations (Aydin and Karamehmet, 2017; Herrando and Martin-De 

Hoyos, 2022).  

The value of advertising has shown considerable effects on consumer attitudes 

towards mobile advertising (Thavorn et al., 2022). Consumers perceive the 

received message as a worthy read if these are in line with their needs or include 

valuable information regarding purchase (Lin and Narasimhan, 2020).  

However, acceptance of SMS may depend on many factors like age, income, the 

nature and frequency of the message as well as the value of the offer. In terms 

of age, Coursaris et al. (2010) argued that age does have a different impact on 

attitudes towards mobile ads. In their study, the older consumers reported a 

lower impact of mobile ads when compared to the younger consumers. Another 

study by Kaasinen (2003) reported similar results – younger consumers showed 

highly positive attitudes towards mobile ads. In terms of gender, while Shavitt 

et al.’s (1998) earlier study on traditional advertising found that males have a 

more favourable attitude towards ads than females, Javeed’s (2015) study on 

Pakistani consumers found that age does not affect attitude towards SMS ads, 

also reporting that both males and females have similar attitudes towards SMS 

ads.  

Given that customers’ attitudes are largely affected by the U&G dimensions of 

irritation, information, entertainment and credibility (Tsang et al., 2004), this 

study employs this theory to investigate SMS ads’ perceived value and attitude 

of consumers as these are thought to be good predictors (Liu et al., 2012). SMS 

ads do stimulate changes in consumer value and their belief systems, which in 

turn influence not only their attitude but also their purchase behaviour (Javeed, 

2015). The U&G theory purports that the effects of users’ motivational factors 

influence their attitudes and intentions (Herrando and Martin-De Hoyos, 2022), 

making this theory suitable for this study.  

Uses and Gratification Theory 

First developed in the late 1940s, the U&G theory was formulated to better 

understand consumers motivational elements towards the use of different media 

sources (Ducoffe, 1996). As per Governor and Akata (2020), this theory has its 

roots in Abraham Maslow’s Hierarchy of Needs, as it explains why individuals 

choose what they want to see or read. According to Margareth et al. (2006), this 

theory is developed from the constructs of motivations, behavioural usage and 

gratification. From the time this theory was proposed, it has been widely applied 
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in many studies, and this continues with further advancements in 

communication technologies (Samani and Guri, 2019). The U&G theory 

explains the different motives and reasons behind using different mediums 

(Gan, 2017), to investigate how a person uses media to satisfy needs and helps 

researchers understand what motivates an individual to use a particular media 

(Lin, 1999). Voorveld et al. (2018) elaborate that this theory can explain and 

help better understand an individual’s psychological needs, that in turn 

influences the reasons and motivations of engaging with a particular media, 

which then fulfils user needs. The theory assumes that individuals will use 

media for their own purposes (Samani and Guri, 2019).  

The theory has been applied extensively to various media forms as well as mass 

contents, including both modern as well as traditional media like the internet 

(Larose and Eastin, 2004), newspapers, television, smartphones (Hossain et al., 

2019), social networking sites, and social media (Sutrisno et al., 2020), such as 

Facebook, Twitter, Snapchat and Instagram (Phua et al., 2017). 

Various studies mention the main dimensions of this theory as Informativeness, 

entertainment and irritation (e.g. Herrando and Martin-De Hoyos, 2022; 

Korgonkar and Wolin, 1999; Liu et al., 2012). Since the constructs of 

IInformativeness and entertainment can be incorporated into one construct of 

infotainment (Herrando and Martin-De Hoyos, 2022; Liu et al., 2012) and 

because 'consumers' prefer information that is both relevant and interesting, the 

present research uses dimensions of infotainment, irritation and credibility. 

These were also used in the studies by Hongyan and Zhankui (2017) and 

Okazaki (2004). Overall, prior studies are inconclusive on which of the three 

dimensions is the most important in influencing consumers. For instance, in a 

recent study by Sharma et al. (2022), they found Informativeness and 

entertainment as the most important predictors of advertisement value while 

reporting that irritation reduced the effectiveness of advertisements 

significantly. In a previous study, informativeness, entertainment and irritation 

were reported as important constructs (Tsang and Liang, 2004), whilst another 

research reported only infotainment and irritation as the most important 

dimensions (Okazaki, 2004). 

Infotainment 

In SMS advertising, both information and entertainment are critical (Bauer,  et 

al., 2005). The present study has incorporated the information and entertainment 



The Journal of Pacific Studies, Volume 42 Issue 1, 2022 12 
 

 

dimensions into one construct (infotainment) (Ducoffe, 1995; Lin et al., 2016; 

Liu et al., 2012 ) as done in studies by Herrando and Martin-De Hoyos (2022), 

Hongyan and Zhankui (2017) and Okazaki (2004). As recently reported, 

“Informativeness and entertainment can aid consumers’ attitudes towards 

advertisement to drive them to instil the desire and ultimately purchase, while 

irritation can enact adverse effects” (De Battista et al., 2021: 3). 

According to Ducoffe (1995) and Liu et al. (2012), the informativeness of an 

advertisement is what provides an individual with resourceful, practical and 

helpful information to make an informative decision. Studies such as those by 

Taylor et al. (2011) on social network ads found that informativeness has a 

positive effect on attitudes toward ads. The entertainment construct was 

reported as the construct with the strongest effect on an individual’s attitude 

towards digital advertisements in various studies (Liu et al., 2012; Tsang and 

Liang, 2004). Sharma et al. (2021) and Xiao et al. (2019) stress that consumers 

view SMS advertisements to obtain information only if it is interesting and 

relevant to them. Moreover, consumers’ motivation to use enjoyable and 

pleasant services like SMS can guide their perception of ease of use and 

usefulness (Xiao et al., 2019). As Gounder et al. (2021: 9) mentioned, “… 

consumers like to look at entertaining advertisements which they find 

interesting, enjoyable and funny. Consumers appear to be put off by 

advertisements which are [too] believable, … intrusive and annoying”. 

In terms of age, Arya and Kerti (2020) found that the millennials are interested 

in informative ads that generate a positive effect on their perceived advertising 

value. As per Firat's study (2019) on YouTube ads, participants aged 40 and 

over found ads more informative than the younger participants aged 18-29. 

Murillo’s (2016) study on Mexican millennials found that only a third of them 

confirmed clicking on a mobile-sponsored search only if it is informative. 

Participants aged 30-39 suggested that ads such as those on YouTube should be 

more entertaining and trendier than other age groups. Another study by 

Coursaris et al. (2010) reported lower perceptions of entertainment associated 

with mobile ads for older users than younger users. In terms of gender, 'Firat's 

(2019) study on YouTube ads found that males give more importance to 

informativeness than females, while Coursaris et al.’' (2010) study reported that 

females perceive more informativeness and entertainment in mobile ads 

compared to males. Another study by Murillo (2016) argued that both males, as 

well as females, are strongly affected by entertainment. Thus, we hypothesise 

that, 
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H1a: Experienced infotainment gratification is positively related to the 

perceived advertisement value and attitude of both male and female 

consumers towards SMS.  

H1b: Experienced infotainment gratification is positively related to the 

perceived advertisement value and attitude of consumers of different 

age groups towards SMS.  

Credibility 

Mackenzie and Lutz (1989, p 50) define advertisement credibility as 'the extent 

to which the consumers perceive the claims about the brand/product advertised 

in the advertisement to be truthful and believable’. As per Salaudeen and 

Onyechi (2020), credibility is about information’s accuracy, factuality, fairness 

and a balance of content. The credibility aspect and a consumer’s attitude 

towards the advertisement are greatly influenced by the content, brand, 

company name and the trustworthiness and reliability of the source providing 

the information (Izquierdo-Yusta et al., 2015). Martins et al. (2019) revealed 

that perceived credibility in mobile ads has a positive relationship with 

perceived advertising value. Various studies (e.g. Liu et al., 2012; Martins et al., 

2019; Okazaki 2004; Tsang and Liang, 2004) found that credibility of an 

advertisement has a significant impact on users’ attitudes towards the 

advertisement and their behavioural intentions. Credibility can thus have the 

strongest positive impact on user ratings of advertising value (Arya and Kerti, 

2020). A study conducted by Aydin and Karamehmet (2017) found negative 

attitudes towards mobile advertising where the credibility of the advertisement 

sources was questionable. A similar study by Karjaluoto et al. (2008) also 

confirmed the same. The credibility of information is important since it affects 

how individuals interpret, make sense of and the extent to which they can rely 

on that information 

As per Howe and Teufel (2014), age is associated with credibility in 

advertisements. According to Eagan et al. (2014), only less than 50% of Gen Z 

judge the reliability or quality of messages which may be because of their young 

age and lack of experience (Zimand-Sheiner et, 2020). Maturity can influence 

the impact of advertisements on teens (Kuppuswamy and Narayan, 2010) since, 

at this age, they may be unable to judge what is ‘fair’(Zimand-Sheiner et al., 

2020). In terms of gender, Murillo et al’s. (2016) study found that credibility in 

ads appeared more important to female millennials than males. We therefore 

hypothesise that, 
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H2a: Credibility is positively related to the perceived advertisement value 

and attitude of both male and female consumers towards SMS.  

H2b: Credibility is positively related to the perceived advertisement value 

and attitude of consumers of different age groups towards SMS. 

Irritation 

Advertisements that exploit human anxiety, distract attention, adversely affect 

human experiences (Ducoffe, 1996) and bring about discomfort, obnoxiousness 

(Luo, 2002), perceived intrusiveness and privacy concerns, leading to avoidant 

intention (Ko et al., 2019) are irritating advertisements. “Consumers are 

sensitive about certain products, services and even choice of words” (Gounder 

et al., 2021 10). As per Yang et al. (2013), mobile advertisements with 

frustrating and insolent content involving negative feelings irritate individuals. 

Consumers find those advertisements irritating and perceive them as 

manipulative, offensive or insulting to their intelligence (Aydin and 

Karamehmet, 2017). Consumers can avoid ads on any medium because of the 

irritation ads create (Niu et al., 2021). Consumers reading or watching ads when 

using smartphones experience ad wear-out effects (Alwreikat and Rjoub, 2020) 

that result in irritation, negatively affecting the ad’s value (Lee et al., 2017).  

In their study, Rettie and Brum (2001) reported that most consumers found some 

SMS annoying, so much so that they looked for ways to block unwanted 

messages. Research has shown that perceived irritation has a significant 

negative impact on advertising value (Liu et al., 2012; Martins et al., 2019) since 

“… if marketing SMS’s irritate the consumer then it will create the negative 

perception about certain products and services which ultimately hinder the 

purchasing” (Saleem & Mustafa, 2020: 735). As per Mustafi and Hosain (2020), 

the connection between irritation and purchase intent may also be affected by 

the value of ads and experience.  

Cardoso and Cardoso (2012) whilefinding a consensus amongst gender on 

entertainment and credibility, reported that females find online advertising more 

informative and irritating. In contrast, 'Firat's (2019) study on YouTube ads 

showed that males were more irritated than females, but this did not differ for 

different age groups. Hence, the hypothesis that, 

H3a: irritability is negatively related to the perceived advertisement value 

and attitude of both male and female consumers towards SMS.  

H3b: irritability is negatively related to the perceived advertisement value 
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and attitude of consumers of different age groups towards SMS.  

Some researchers used gender, age, race, education level and job status as 

control variables, mentioning these factors as important in influencing attitude 

(Wolin and Korgaonkar, 2003), whilst others suggest further exploration of such 

factors (Aydin and Karamehmet, 2017; Rettie and Brum, 2001; Roozen and 

Genin, 2008). However, our research explored the effects of different age 

groups and gender only, given that investigating all the factors as mentioned 

above is beyond the scope of this research and can limit good discussion on all 

factors in one article.  

As per the research aim and in keeping consistency with the literature reviewed, 

the following conceptual model was developed as in Figure 1 below, illustrating 

the relationship between the U&G dimensions and consumers perceived 

advertisement value and attitude. The framework has been adopted and 

modified from the work of Saleem & Mustafa (2020). 

Figure 1. Conceptual Framework 

 

 

 

 

 

 

 

 

 
Figure 1 illustrates the relationship between the U&G dimensions and consumers' perceived 

advertisement value and attitude. 

Materials and Methods 

Participants and Procedure 

The target participants for this study were mobile phone users. While most 

research on SMS marketing used mixed method data collection approaches, 

Consumers Perceived 

advertisement value and 

attitude (PAVA) towards 

SMS advertisements 

 

Infotainment (INF) 

Credibility (CRED) 

Irritability (IRR) 

Demographic 

variables: 

Gender, Age 

SMS 

ADVERTISEMENT 
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authors like Bhave et al. (2013) suggested that future studies employ more 

quantitative survey methods with larger samples to improve the validity of 

results. Considering Bhave et al.’s. (2013) suggestion, and assuming a positivist 

approach, this study employed a convenience sampling method through an 

online survey. This is also in line with Roozen and 'Genin's (2008) suggestion 

of an online questionnaire to reach out to different groups. A pilot test was 

carried out with 12 respondents to ascertain whether or not the survey 

instrument was clear and easy to understand. These respondents included 

university (The University of the South Pacific) students, friends and academic 

colleagues of the researchers who own and use mobile phones. All pilot study 

respondents understood the content and structure of the survey and filled them 

out appropriately. Thus, no changes were made to the survey questionnaire. 

Therefore, their responses were not included in the final dataset. The main 

survey was then conducted on Facebook. Since an online questionnaire helps 

reach out to different groups (Roozen & Genin, 2008), links to the revised 

questionnaire were messaged by the authors of this paper to their Facebook 

friends. The Facebook users are already part of the online community, most of 

whom access their Facebook using their mobile phones. Participants were 

further requested to forward the link to their acquaintances for a diverse sample 

and to reach out to others unknown to the researchers. Participation was 

voluntary, and participants were allowed to decline participation if they found 

any question inappropriate. The survey was conducted in May 2020 and 

collected 261 responses. The sample size is similar to the sample size of 271 in 

Bhatia’s study (2020). Table 1 provides the demographic profile of the present 

study’s sample. 

Table 1. Demographic Characteristics of Respondents 

Characteristics N % 

Gender 

Male 

 

113 

 

43.3 

Female 148 56.7 

Age   

less than 20 48 18.4 

21-30 123 47.1 

31-40 54 20.7 

41-50 20 7.7 

51 and above 16 6.1 
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Measures 

The infotainment (INF) construct has eight measurement items (1. SMS ads 

provide helpful information to keep individuals updated with various products 

and services; 2. SMS ads provide timely information on various products and 

services; 3. SMS ads provide relevant information on various products and 

services; 4. SMS ads are more valuable when they have incentives for products, 

brands or deals; 5. SMS ads are a good source of advertisements; 6. SMS ads 

are interesting; 7. SMS ads are enjoyable and funny, and; 8. SMS ads are 

pleasing) sourced from the work of Ducoffe (1995); Liu et al. (2012), and Yang 

et al. (2013). The credibility (CRED) construct has four measurement items (1. 

SMS ads are trustworthy because of the company and brand name used in the 

advertisement; 2. I believe that SMS ads are a good reference point for 

purchasing products; 3. SMS ads are reliable, and; 4. SMS ads are believable) 

sourced from Liu et al. (2012) and Yang et al. (2013). The irritation (IRR) 

construct has three measurement items (1. I feel that some SMS ads are irritating 

when the ads keep popping up; 2. I feel that some SMS ads are frustrating and 

produce negative feelings and; 3. I feel that some SMS ads’' contents are 

intrusive and annoying) sourced from the work of Ducoffe (1995) and Liu et al. 

(2012). The perceived advertisement value and attitude (PAVA) construct has 

three measurement items (1. I like to look at mobile advertisements; 2. On 

average, brands that are advertised on mobiles are better in quality and; 3. SMS 

ads affect my decision to purchase a product or service) sourced from Ducoffe 

(1995) and Chowdhury et al. (2006). 

The above measured variables include four variables that were added to suit the 

consumers within this cluster of research and were sourced from Chowdhury et 

al. (2006), Liu et al. (2012) and Yang et al. (2013). These new measured 

variables were: INF 4 - SMS ads are more valuable when they have incentives 

for products, brands or deals, CRED 10 - I believe that SMS ads are a good 

reference point for purchasing products, IRR 13 - I feel that some SMS ads are 

irritating when the ads keep popping up and, PAVA 18 - SMS ads affect my 

decision to purchase a product or service. In total, this study used 18 questions 

more than other similar studies (e.g. Chowdhury et al., 2006; Liu et al., 2012; 

Yang et al., 2013). The enhanced questionnaire helped consumers better 

understand and correctly respond to the questions, enhancing analysis, results 

and discussion. 
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Results 

Prior to analysis, using the data screening procedure, the dataset was first 

checked for any missing values and outliers. While frequency tests using SPSS 

v25 of all variables showed no missing values, the outlier test of boxplot results 

did identify some outliers. A thorough manual check of each row identified as 

an outlier showed that these were neither outliers nor data entry errors since 

responses fell within the scale range. As per Orr, Sackett & DuBois (1991), 

some data points may be legitimate and probably represent the population as a 

whole if outliers remain; hence these were not removed. Data was considered 

Normally-distributed since skewness values ranged from -1.488 to .266, falling 

within the acceptable range of ‐2 to +2, and kurtosis ranged from -1.397 to 

4.238, also within the acceptable range of ‐7 to +7 (Bryne, 2010). All Variance 

Inflation Factor (VIF) scores were <10, ranging from 1.500 to 4.733 and 

tolerance (t)>0.1 (Paruq et al., 2021), ranging from .211 to .667, thus 

multicollinearity was not an issue. 

Assessment of measurement model 

Reliability analysis was carried out for internal validity and reliability of 

constructs, using the Cronbach’s alpha coefficient. The results were well above 

>0.7 for good internal validity and reliability (Griethuijsen et al., 2015), being 

0.904 for INF, 0.894 for CRED, 0.822 for IRR, 0.841 for PAVA. 

Convergent validity was confirmed for all scales since these were within the 

acceptable range of Average Variance Extracted (AVE) >0.5 (Hair et al. 2016). 

Composite reliability (CR) scores were also >0.60 (Fornell and Larcker, 1981), 

and the square roots of AVE were more than the inter-construct correlations, 

confirming discriminant validity ( Hamilton & Tee, 2015). See Table 2 below. 

Table 2. Validity Analysis 

  CR AVE INF CRED IRR PAVA      

INF 0.892 0.552 0.743         

CRED 0.926 0.759 .721** 0.871          

IRR 0.840 0.644 -.454** -.349** 0.802        

PAVA 0.842 0.640 .753** .686** -.571** 0.799      

Sqrt of AVE are the boldfaced diagonal scores.       
INF=Infotainment, CRED=Credibility, IRR= Irritation,  

PAVA=Perceived Advertisement Value and Attitude 
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In addition, common method bias was tested using Harman's single factor score. 

The total variance for a single factor was 47%, below the 50% threshold, 

confirming that common method bias did not affect this 'study's 'findings'.  

After the reliability and validity tests, an initial Confirmatory Factor Analysis 

(CFA) was carried out for the measurement model assessment for 

comprehensive data. In so doing, INF4 was dropped because of a lower 

standardised estimate, and few correlations were created between some 

infotainment and credibility error variables to improve model fit. A good model 

fit was then confirmed (CMIN/DF=2.279<3.0, NFI=0.917, IFI=0.952, 

CFI=0.951; PNFI=0.695, PCFI=0.721; RMSEA=0.050 (Schmitt 2011). 

Structural model results 

SPSS v25 and SPSS AMOS v23 were used for descriptive analysis, validity 

tests, and covariance-based structural equation modelling (CB-SEM) for 

regression path analysis to test the hypotheses.  SEM proves effective when 

developing and expanding theories, with second, and third-order factors leading 

to an improved understanding of relationships that may not appear so initially 

(Astrachan, Patel & Wanzenreid, 2014). AMOS was employed in this research 

to test the hybrid model based on two relevant theories with confirmatory factor 

analysis, for which CB-SEM is more applicable (Ringle & Sarstedt, 2013) as it 

helps with the development of scales, exploratory and confirmatory analyses, 

latent constructs’ relative salience as well as evaluates causal relationships 

(Byrne, 2010). As per the recommendation of Schmitt (2011), an acceptable 

model fit was also confirmed for the structural model (CMIN/DF=2.734<3.0, 

NFI=0.917, IFI=0.945, CFI=0.945; PNFI=0.728, PCFI=0.750; RMSEA=0.08). 

Figure 3 illustrates the Structural Equation Model. 
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Figure 3. Structural Equation Model 

 

The results (standardised loadings) for gender and age comparisons are 

presented in Tables 3 and 4. 
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Table 3. Results: Gender Comparison 

   Male  Fema

le 

 

 Factor and Item Description  SL  SL  

 Infotainment (INF)      

 1. SMS ads provide helpful information to keep you up to 

date with various products and services   and;  

 0.667  0.503  

 2. SMS ads provide timely information on various products 
and services; 

 0.584  0.509  

 3. SMS ads provide relevant information on various products 

and services; 

 0.671  0.580  

 5. SMS ads are a good source of advertisements;  0.669  0.628  

 6. SMS ads are interesting;  0.924  0.890  

 7. SMS ads are enjoyable and funny  0.875  0.893  

 8. SMS ads are pleasing  0.940  0.876  

 Credibility (CRED)      

 9. SMS ads are trustworthy because of the company and 

brand name used in the advertisement 

 0.774  0.683  

 10. I believe that SMS ads are a good reference point for 

purchasing products 

 0.932  0.980  

 11. SMS ads are reliable  0.972  0.922  

 12. SMS ads are believable  0.817  0.867  

 Irritation (IRR)      

 13. I feel that some SMS ads are irritating when the ads keep 

popping up 

 0.569  0.575  

 14. I feel that some SMS ads are frustrating and produce 

negative feelings 

 0.873  0.899  

 15. I feel that some SMS 'ads' contents are intrusive and 
annoying 

 0.932  0.881  

 Perceived Advertisement Value and Attitude (PAVA)      

 16. I like to look at mobile advertisements  0.838  0.818  

 17. On average, brands that are advertised on mobiles are 
better in quality  

 0.688  0.823  

 18. SMS ads affect my decision to purchase a product or 

service 

 0.799  0.807  

  

 

   

P 

value 

  

P value 

 INF                   PAVA  0.632 *** 0.742 *** 

 CRED               PAVA  0.125 0.155 0.178 0.006 

 IRR                   PAVA  -0.308 *** -0.131 0.033 

SL = Standard Loadings; *** = Significant p value of <0.001 

 

 

 

 

 



The Journal of Pacific Studies, Volume 42 Issue 1, 2022 22 
 

 

Table 4. Results: Age Group Comparison 

Age (years) < 20  
 

21-30 
 

31-40 
 

41-50  

Factor and Item Description SL  SL  SL  SL  

 
Infotainment (INF) 

        

1. SMS ads provide helpful information to keep you 

up to date with various products and services   and;  

0.701  0.537  0.647  0.907  

2. SMS ads provide timely information on various 

products and services; 

0.776  0.501  0.664  0.929  

3. SMS ads provide relevant information on various 

products and services; 

0.686  0.577  0.665  0.937  

5. SMS ads are a good source of advertisements; 0.777  0.616  0.726  0.330  

6. SMS ads are interesting; 0.924  0.897  0.902  0.945  

7. SMS ads are enjoyable and funny 0.782  0.883  0.871  0.952  

8. SMS ads are pleasing 0.866  0.884  0.911  1.004  

 

Credibility (CRED) 

        

9. SMS ads are trustworthy because of the company 

and brand name used in the advertisement 

0.745  0.699  0.826  0.862  

10. I believe that SMS ads are a good reference 

point for purchasing products 

0.972  0.934  0.940  1.028  

11. SMS ads are reliable 0.962  0.959  0.856  1.006  

12. SMS ads are believable 0.913  0.792  0.843  0.958  

 
Irritation (IRR) 

        

13. I feel that some SMS ads are irritating when the 

ads keep popping up 

0.137  0.624  0.660  0.468  

14. I feel that some SMS ads are frustrating and 
produce negative feelings 

1.311  0.817  0.970  1.244  

15. I feel that some SMS ads’contents are intrusive 
and annoying 

0.630  0.828  0.960  0.747  

 

Perceived Advertisement Value and Attitude 

(PAVA) 

        

16. I like to look at mobile advertisements 0.817  0.768  0.847  0.987  

17. On average, brands that are advertised on 

mobiles are better in quality  

0.611  0.795  0.681  0.999  

18. SMS ads affect my decision to purchase a 

product or service 

0.904  0.765  0.790  0.890  

  P 

value 

 P 

value 

 P 

value 

 P 

value 

INF               PAVA 0.893 *** 0.601 *** 0.723 *** 1.173 *** 

CRED           PAVA 0.069 .593 0.284 .001 0.138 .249 -0.266 .042 

IRR               PAVA -0.082 .136 -0.214 .007 -0.233 .016 -0.032 .267 

*** = significant p value of p < 0.001 

As per the results, infotainment (INF) depicts the strongest association with both 

the males and females’ perceived advertisement value and attitude (PAVA: 

H1a), more so for females  (β = 0.742,  p < 0.001). Credibility (CRED) does not 

significantly impact for males but was significant for females with β = 0.178,  p 

< 0.05 (H2a) while irritation (IRR) was significant, more so for males with β = 

-0.308,  p < 0.001 (H3a). Results for age showed that INF has a significant 

association with PAVA for all age groups, indicating the strongest impact on 
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the oldest group, the 41-50 year olds. CRED had a significant impact on the 21-

30 year olds (β = 0.284,  p < 0.05) and 41-50 year olds (β = -0.266,  p < 0.05) 

only but is negative for the latter age group. IRR (F3) showed significant impact 

on 21-30 (β = -0.214,  p < 0.05) and 31-40 year olds (β = -0.233,  p < 0.05) only. 

Interestingly, all three dimensions (INF, CRED and IRR: H1b, H2b, H3b) 

showed significant positive impact for the 21-30 year olds only. However, for 

the older group of 31-40 year olds, only INF and IRR were significant. Lastly, 

for the oldest of the four groups (41-50 year olds), only INF and CRED were 

significant but negative for CRED. Table 5 summarises the structural model 

relationships. 

Table 5. Structural Model Relationships 

Hypothesis Decision Interpretation 

H1a: Experienced infotainment 

gratification is positively related to 

the perceived advertisement value and 

attitude of both male and female 

consumers towards SMS.  

Supported The positive relationship between 

infotainment and PAVA towards 

SMS is confirmed but is stronger for 

females. 

H1b: Experienced infotainment 

gratification is positively related to 

the perceived advertisement value and 

attitude of consumers of different age 

groups towards SMS. 

Supported The positive relationship between 

infotainment and PAVA towards 

SMS is confirmed since it is 

significant for all age groups, being 

strongest for the oldest group, 41-50 

year olds. 

H2a: Credibility is positively related 

to the perceived advertisement value 

and attitude of both male and female 

consumers towards SMS.  

Partially 

supported 

The positive relationship between 

credibility and PAVA towards SMS 

is partially confirmed since results 

are significant only for females. 

H2b: Credibility is positively related 

to the perceived advertisement value 

and attitude of consumers of different 

age groups towards SMS. 

Partially 

supported 

The positive relationship between 

credibility and PAVA towards SMS 

is partially confirmed since it is only 

significant for the 21-30 year olds 

and is significant but negative for 

41-50 year olds.  

H3a: Irritability is negatively related 

to the perceived advertisement value 

and attitude of both male and female 

consumers towards SMS. 

Supported The negative relationship between 

irritability and PAVA towards SMS 

is confirmed for both, moreso for 

males.  

H3b: Irritability is negatively related 

to the perceived advertisement value 

and attitude of consumers of different 

age groups towards SMS. 

Partially 

supported 

The negative relationship between 

irritability and PAVA towards SMS 

is only confirmed and significant for 

the 21-30 and 31-40 year olds. 

 



The Journal of Pacific Studies, Volume 42 Issue 1, 2022 24 
 

 

Discussion 

Discussion of results 

As per the empirical results of this study, while infotainment is positively related 

to both male and female consumers’ perceived advertisement value and attitude 

towards SMS, the impact was higher for females than males. The study by 

Karjaluoto et al. (2008) reported similarly - males appeared less likely to be 

persuaded by mobile marketing when compared to females. This may suggest 

that females seek more helpful, timely, relevant, valuable, interesting and 

entertaining SMS advertisements than males.  

The empirical results of this study also confirmed that infotainment is positively 

related to consumers' perceived advertisement value and attitude for all age 

groups towards SMS, strongest for the oldest of the four groups (41-50 years). 

For the less than 20-year-olds, credibility and irritation were not significant. 

While various studies (e.g. Tsang and Liang, 2004) have shown that an 

advertisement’s credibility has a significant effect on 'users' attitudes towards 

the advertisement, this 'study's empirical results could not confirm this for the 

youngest consumers. The impact was also not as much for the 21-30-year-olds. 

This may be because this group more readily believes in SMS, is more excited 

about SMS and is less irritated by frequent SMS compared to older consumers.  

Furthermore, it is evident from the various age groups’ results that the 21-30-

year-olds are the most affected by all three dimensions of infotainment, 

credibility and irritation. This is because they are considered the e-generation, 

being more tech-savvy and reliant on their mobile phones compared to the other 

age groups. This empirical finding concurs with previous studies (Bhave et al., 

2013; Chhateja and Jain, 2014; Roozen and Genin, 2008) that argued that SMS 

campaigns are particularly successful in the younger segments of the market 

because they are tech-savvy and demonstrate stronger consumer and individual 

traits. However, for the older group of 31-40-year-olds, only infotainment and 

irritation are related to their perceived advertisement value and attitude, more 

so infotainment. This may be because, being older and generally busier than 

other age groups, the 31-40-year-olds are less tolerant of frequent SMS and 

more concerned about relevant information. For the oldest of the four groups - 

the 41-50-year-olds, infotainment and credibility are related to their perceived 

advertisement value and attitude, with credibility reporting negative relation. 

This may be because these customers are more cautious and do not readily 
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believe in SMS advertisements, making them more sceptical and difficult to 

persuade. Overall, the comparative results indicate that consumers of different 

age groups have different perceived advertising values and attitudes towards 

SMS advertising. 

Theoretical contributions 

The findings of this study make various contributions to the existing literature 

on SMS advertisements. First, this study provides empirical evidence from a 

developing country perspective, particularly a small South Pacific nation.  

Second, another contribution of this research is the gender and age group 

comparisons when investigating consumers’ perceived value and attitude 

towards SMS. This study is the first to examine gender and age group 

differences, using different age brackets, employing all U&G dimensions. 

Scholars (e.g. Aydin and Karamehmet, 2017) suggested that future studies 

should explore different consumer segments apart from the traditional segment 

of young consumers. In addressing this gap, this study provided empirical 

evidence of differences in consumers’ perceived value and attitude towards 

SMS for males, females, and the age groups of less than 20, 21-30, 31-40 and 

41-50 year-olds. 

Lastly, while the present study used existing variables, it added four new 

measured variables within the three U&G constructs. These were: 

• “SMS ads are more valuable when they have incentives of products, 

brands or deals(INF4-infotainment);  

• “SMS ads are a good reference point for purchasing products” 

(credibility);  

• “some SMS ads are irritating when the ads keep popping up” 

(irritation); and  

• “SMS ads affect my decision to purchase a product or service” 

(perceived value and attitude).  

The INF4 scale item was dropped with lower loading while the other three  

proved useful, paving the way for the creation of a more refined questionnaire 

Implications for Practice 

Marketers need to consider gender and age group differences when creating 

SMS advertisements (Luxton & Ferraro, 2009) and, ,tailor their advertisements, 

especially if they segment their markets in terms of different age groups and 

gender. Companies need to consider such demographic factors of their target 
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segments (Firat, 2019). Their SMS advertisements would then most likely better 

appeal to their target markets. As Bhave et al. (2013) mentioned, personalised 

messages can increase consumer involvement. The more involved the 

consumer, the more likely they will be persuaded to purchase what is advertised. 

For instance, for less than 20-year-olds, credibility and irritation are not 

significant, but infotainment is. As such, marketers should focus on creating , 

relevant, incentivised, and enjoyable advertisements for this age group. What is 

worth noting is that marketers must be mindful that what may be relevant and 

interesting to one age group may not be so for other groups. For the 21-30-year-

olds who are affected by all three dimensions of infotainment, credibility and 

irritation, marketers should ensure that their advertisements provide useful 

information that captures interest, is believable, is the truth, mentions trusted 

brands without exaggeration and is not annoying in any way. For the older group 

of 31-40-year-olds who are affected by infotainment and irritation, more so 

infotainment, the focus should be on relevant and interesting SMS which are 

not annoying, manipulative or insulting in any way since this group appears to 

be the most sensitive. Since older mobile users get annoyed more easily, 'a more 

prudent approach is recommended in terms of the design and execution of the 

mobile ad campaign’ for older users (Coursaris et al. (2010). For the 41-50-

year-olds, who are affected by infotainment and credibility, advertisements 

should mention well known, trusted brand names and believable benefits from 

product usage without any exaggeration. “Although older consumers show a 

positive attitude towards mobile advertising, but they are comparatively more 

watchful, whereas younger consumers show a much more satisfactory attitude 

towards mobile ads as compared to older ones” (Javeed, 2015: 129). 

In terms of gender, the impact of infotainment is higher for females. Coursaris 

et al. (2010) study reported the same on informativeness and entertainment. 

Thus, if the female group is the target market, then more effort should be made 

towards providing information that females find more relevant, offering 

desirable incentives with content that females perceive as enjoyable. If a target 

market is well selected with a good marketing strategy and a non-aggressive 

message; the SMS marketing campaigns can represent an efficient 

communication instrument. (Costea & Nedelea, 2014). 

Research Limitations and Future Directions 

Like any other study, the present study has some limitations that can be used to 

inform future research. Firstly, this study may not present a holistic SMS 
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advertising scenario. The sample is skewed towards the 21-30-year-olds and 

females of one South Pacific developing economy, but one that has been rarely 

studied in this subject matter. However, it encourages marketing scholars to 

examine the subject matter further, making gender and age group comparisons 

in other smaller developing countries. Secondly, because convenience sampling 

was employed, this may limit the generalizability of findings (Ellis and Levy, 

2009). Therefore, future studies may employ other data collection methods. 

Thirdly, this research employed a quantitative research approach. Therefore, 

future studies can adopt a mixed methodology for better understanding. 

Notwithstanding, the 'Harman's single factor test of 47%  confirms that common 

method bias did not affect this 'study's findings, thus, the findings do provide a 

meaningful basis for future comparative and large-scale studies. Additionally, 

R squared, which is the explained variance was 60%, reflecting high predictive 

power; still, the model can be improved further. Future research can also look 

into adding more variables to the U&G model, such as urgent needs and 

message timing. For instance, if the product advertised is what is needed by the 

consumer at that time and is sent at a time when the consumer is not too busy, 

then consumer's perceived advertisement value and attitude will most likely be 

positive. In addition, as Margareth et al. (2006) suggested, future researchers 

can combine the Technology Acceptance Model (TAM) with the U&G theory. 

TAM is also a motivational theory. Furthermore, based on our findings and 

given the different impacts on consumers of different age groups and gender, 

future studies can carry out comparative studies and investigate the impact on 

these groups between different developing and/or developed countries. Studies 

can also explore the impact of other factors, such as ethnicity/race, education 

level, religion, job status, cultural dimensions etc., that were not covered and 

beyond the scope of this study. 

Conclusion 

The study contributes to a better understanding of consumers’ perceived value 

and attitude towards SMS advertising from a smaller developing country 

context. As Mustafa et al. (2019) argued, the behaviour of Asian consumers is 

very different from that of Western consumers. This paper presents a similar 

argument: the behaviour of smaller Pacific Island consumers can also differ. 

The findings of this study indicate that consumers differ in their perception and 

the degree to which they are affected, given their age and gender, This study 

collected data from 261 mobile phone users using the quantitative approach and 
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a convenience sampling technique. 

The empirical results suggest that the age and gender of consumers do matter 

when it comes to their perceived advertising value and attitude towards SMS 

advertisements, thus, the need to tailor- make advertisements, particularly if the 

target markets are segmented by age and gender. 
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In summary, the review of prior studies indicates that there is a strong 

perception that accounting education pays little attention to the expectations of 

accounting graduates at the workplace. Furthermore, the broad set of skills and 

attributes required for accounting practice continues to be debated. Similarly, 

various stakeholders believe that it is the responsibility of accounting academics 

to equip students with the requisite skills for the workplace by the time they 

graduate. Therefore, the two dominant research questions that this research 

paper examines are: 

RQ1: What are the most essential competencies for successful practice in the 

accounting profession? 

RQ2:  How adequately do tertiary accounting curricula focus on the workplace 

requirements of the accounting graduates?  

Research Methods   

This study employs a qualitative research approach to collect and analyse data. 

In a qualitative study, the researcher talks with people about their perceptions 

and experiences through interviews, direct observations or document reviews 

out in the real world (Sekaran & Bougie, 2013; Patton, 2002). The goal of a 

qualitative research method is to help the researcher understand the 

phenomenon from the point of view of participants, as well as its social and 

institutional contexts, which are lost if textual data is quantified (Myers, 1997). 

The research instruments used were semi-structured interviews and document 

analysis. The participants in this study were employers of accounting graduates, 

and early-career accounting graduates from diverse industry settings. This 

research involved human participants; therefore, ethical clearance was obtained 

from the university’s research ethics committee to ensure participant 

confidentiality and minimize risk of harm to the participants. Prior to 

conducting interviews, an informed consent was obtained from the participants. 

Semi-structured Interviews 

The interviews comprised fifteen employers, in essence accounting 

practitioners (see Error! Reference source not found.). Interviewing is one v

aluable data collection method, as it allows the researcher to obtain rich data 

about specific variables together with providing opportunities to establish 

rapport with respondents, clarify questions, and add new questions (Sekaran & 

Bougie, 2013). Direct quotations are the basic source of raw data, revealing 
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respondents’ depth of emotion, their thoughts of what is happening, and ways 

they have organised their world (Saunders et al., 2009).  

Potential employers of accounting graduates in Fiji were contacted to identify 

whether they were willing to participate in this study. These employers, 

fundamentally accounting practitioners, were involved in the recruitment and 

training of accounting graduates from all three universities in Fiji. The sample 

comprised of practitioners from chartered accounting firms, large- and medium-

sized commercial and industrial organisations. The employers were mainly 

located in the capital city of Suva and on the western side of Viti Levu, mainly 

in Nadi, Lautoka, and Ba. Attention was drawn to practitioners who have 

provided service to the profession for more than 10 years and have obtained 

membership from professional accounting institutions. It is assumed that 

practitioners with vast years of experience in the field are in a better position to 

express their views on the most essential competencies required of an 

accountant in a dynamic business environment.  

Similarly, accounting graduates who have been in the field between one to four 

years were asked to participate. Eight graduates participated in this study (see 

Error! Reference source not found.). It was assumed that within the span of o

ne to four years graduates had developed sufficient knowledge to express their 

views about the competencies they found most essential to perform at a 

workplace. Furthermore, it was assumed that the views from recent graduates 

regarding the competencies that were developed through university accounting 

education reflect the current status of tertiary accounting curricula. The duration 

of the interviews was forty-minutes, and they were conducted either face-to face 

or, based on participants’ availability, over the telephone.  

Document Analysis 

Archival research involves reviewing historical administrative records and 

documents (Saunders et al., 2009). Document analysis is a low-cost way to 

obtain empirical data, which, when combined with data from interviews and 

observations, minimizes bias and ascertains credibility (Bowen, 2009). The 

accounting programme structures from the three universities in Fiji were 

reviewed to identify the areas of technical knowledge. Further to this, detailed 

unit outlines were studied to identify the non-technical competencies that 

accounting educators expected graduates to have attained from tertiary 

accounting curricula. The review of unit outlines augments the data obtained 
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from interviews with respect to the graduate attributes expected from 

accounting education. 

Findings 

This section presents the findings from interviews and document analysis. 

Firstly, the extracts from interviews provide insights into the expectations of 

employers from the accounting graduates. Secondly, the findings from the 

document study outline the competencies that accounting educators expect the 

students to have acquired from the university accounting curriculum by the time 

they graduate. Finally, it presents graduate experiences regarding the 

competencies they consider essential for practice, and whether these 

competencies were developed adequately through university education. 

Graduate Attributes Expected by the Employers 

The general outlook on the competencies expected from accounting graduates 

seems similar across various employers. All 15 interviewees expressed a belief 

that graduates must come with the right and positive attitude towards work, be 

aware about their expectations, demonstrate the ability to apply knowledge into 

practicality, and have sufficient communication skills when they join any 

organisation.  

All the employer interviewees indicated that they do not focus only on the grade 

point average (GPA) of graduates when recruiting them. Two partners at 

chartered accounting (CA) firms explained that they are in search of an all-

rounded graduate because of the changing global landscape. In addition to the 

technical skills, graduates are expected to be equipped with soft skills. For 

example:  

 

Traditionally, the key indicator was GPA. If a graduate has high GPA, get 

that person on board. Over the years, there is a gradual shift. We employers 

seek an all-rounded graduate which includes communication skills, overall 

outlook - attitude towards learning and growth and views on social issues. 

(EMP08) 

GPA is no longer the key indicator because the global landscape is 

changing so a change in mindset required. Soft skills are much needed at 
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our organisation because we are client-facing. (EMP03) 

In terms of right and positive attitude, graduates are required to show 

willingness towards learning and development, demonstrate dedication towards 

work and keen to progress in their career. Two employers made the following 

comments: 

A person having average GPA, but right attitude can be groomed. We want 

graduates with ‘do it’ attitude because we can easily mould them. Though 

workload at CA firms is difficult to balance, a ‘do it’ attitude keeps it going. 

(EMP01) 

If graduates have right attitude, they will be able to absorb quickly and 

progress smoothly in their careers. Those that lack work commitment and 

learning attitude, leave the organisations in short period. (EMP02) 

EMP01, a partner at CA firm, mentioned that graduates with average GPA can 

be trained into professionals if they demonstrate positive attitude to learn and 

grow. This employer further mentions that workload at CA firm is demanding, 

but a strong work commitment keeps an individual motivated. EMP02, a 

manager at a large commercial firm, placed emphasis on a positive learning 

attitude. This implicit attribute of graduates speaks out, whether they are going 

to progress in their careers as accounting professionals or not. 

Employers elaborated that they consider communication skills (presentation, 

written, and interpersonal) of utmost importance. Practitioners at CA firms 

indicated that they consider peoples’ ability to interact and talk to clients 

essential, because they deal with people daily. Furthermore, graduates are 

required to have social networking skills so that they can interact with clients at 

social functions. Employers also provide a certain level of coaching because 

they consider clients their priority. Graduates are expected to demonstrate 

confidence when dealing with clients. This was expressed by partners from two 

CA firms as follows: 

 

They should be able to prepare reports and have good level of 

communication skills because for us client relationship is essential. We 

deal with clients and the graduates interact with these clients. The other 

important aspect is socialising skills – how do you communicate with 
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clients at social functions? (EMP01) 

We give key importance to communication and writing skills (for example, 

putting an email or drafting a letter to tax office). Soft skills such as social 

networking is much needed at our organisation because we are client 

facing. Confidence and social skills are of essence because we deal with 

range of people. (EMP03)  

Similarly, those in commercial and industrial sectors described that they 

consider communication and human interaction skills essential. According to 

the remarks stated below, effective communication skills entail the ability to 

present and justify their work, express ideas to their team, write business letters 

and memos, and interpret technical reports. The following remarks were made 

by a practitioner at a commercial firm: 

One must have particularly good if not excellent written and oral 

communication. Communication is key to success at any workplace thus a 

graduate need to work on his/her communication skills to ensure that he/she 

has got public speaking skills, ability to express ideas to others, and 

write/edit memos, letters, and complex technical reports clearly and 

effectively. (EMP07) 

Employers expected graduates to demonstrate the ability to apply their 

theoretical knowledge to practice. Without practical knowledge and 

understanding of real-world scenarios, graduates are deemed to have little 

understanding of the work environment and work culture. Some comments were 

as follows: 

Practical knowledge is much more needed when it comes to working in a 

field. What we do in theory prepares us generally however, the workplace 

requires practical application. The standards that we use are obviously the 

same as taught at universities. (EMP13) 

Graduates are expected to know the practicality of accounting work and to 

be hands-on with the everyday accounting issues that is practically required 

by clients. (EMP15) 

 

In terms of awareness, graduates are expected to have a clear direction of their 
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career path instead of switching to other organisations over a short period. The 

employers elaborated that they expect graduates to have the general knowledge 

of what is happening in the business environment and research about the 

employer. CA firms expect graduates to work long hours because they charge 

their time to clients. Some comments with respect to these competencies by 

employers at CA firms were as follows: 

The scope of learning in CA firms compared to commercial industries is 

huge and graduates must be aware of this. (EMP01)  

At CA firms, we do not leave at 5pm because we work with deadlines. We 

do not expect graduates to have a view of staying 8-5pm at work because 

often we have extended working hours. (EMP06) 

At CA firms we have long hours because we sell our time, we charge our 

time to the clients. For example, why do you always go to a good resort 

because of its service and same applies to us when clients look at us. 

(EMP15) 

Employers at CA firms also indicated that they expect graduates have general 

knowledge and do some research of what is happening in the business 

environment – for instance, budget updates and views on social issues. 

Similarly, the commercial firms required graduates to be aware of how 

commercial organisations operate. Prior to joining any organisation, graduates 

are required to know what is expected of them in the corporate world and a fair 

idea about the work they would be doing. A CEO of commercial firm stated:  

One must be aware of what business the organisation is in. We expect 

graduates to learn very quickly the business we are in and what products 

and services we offer to our customers. They need to know the Industry we 

operate in and who all are the stakeholders of our business. (EMP07) 

Employers expect graduates to have sound conceptual accounting knowledge. 

This knowledge sets the foundation upon which they can easily pick up the 

practical skills and develop as professionals. Some of the commonly-cited areas 

were complete accounting cycle, bookkeeping, accrual accounting, fixed asset 

management, VAT returns and bank reconciliation, and application of business 

laws and accounting standards. As indicated in the following remarks, 

employers have an implicit proviso that graduates have sound understanding of 

conceptual knowledge:  
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The knowledge from theoretical background is beneficial because it 

develops the intellectual capability so that you can put those theories into 

application, such as the standards. It is required to grow and build you. It 

provides added advantage to performance. In an environment where the 

requirements are much more complex, the theoretical knowledge has been 

beneficial such as revenue recognition. Whatever we learn at university is 

applicable especially those incorporated with real world scenarios. 

(EMP13) 

We do not require graduates to perform complicated accounting - we do 

basic accounting and analyse reports out of the system. If you can speak 

journals then I feel confident that the graduate has an understanding about 

accounting – accounts affected (Profit and Loss and Balance Sheet), 

accrual accounting, amortization. (EMP12) 

When they come in, we expect them to have the basic knowledge such as 

recognising a gain on sale or depreciating an asset and these things we learn 

in financial 101. (EMP10) 

Problem-solving, analytical skills, ability to think outside the box, team playing, 

and information technology skills were some of the other essential 

competencies mentioned by the employers. Graduates are expected to have 

sufficient knowledge of accounting packages. Accounting practitioners at large 

commercial firms placed more emphasis on analytical skills:  

For us, the revenue analysis is comprehensive. Technological adaptability 

is quite important. We need graduates to come up with good analytical 

skills especially MS Excel knowledge is important at our organisation. 

(EMP02) 

Teamwork skills is considered essential so that graduates could blend into the 

work culture and the team. A CEO of a commercial firm explained that 

teamwork skills enable graduates to appreciate the contributions of their fellow 

colleagues and positively contribute to the success of an organisation 

collectively: 

Teamwork is very vital in any organisation must be a team player. While 

working alone one must ensure he/she also fulfils the role of a team player. 

Working with other shows that you value them and the work they do and 

positively contribute to the success of the company as a team. (EMP07) 
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Responsibility is one of the personal attributes that employers expected 

graduates to be equipped with from the first day at work. Employers stressed 

that graduates are expected to take some responsibility and ownership of the 

tasks allocated to them and pay attention to the deadlines. Responsibility entails 

commitment to work and punctuality. A partner at CA firm commented: 

Responsibility indicates that they are genuine to become professionals and 

with that they hold high confidence and make decisions to show work 

commitments. With responsibility comes timely delivery and taking up 

allocated tasks with due diligence. (EMP14) 

In general, the employers have indicated they search for an all-rounded 

graduate, with a combination of technical and non-technical skills. The purpose 

of the interview was not to establish the competencies regarded most essential 

by the employers. Communication skills (oral, written, and interpersonal), 

confidence, right attitude, computer skills, and industry awareness were 

commonly cited by all. Some deviations were observed across different sectors 

and sizes. In terms of technical knowledge, small commercial firms expected 

basic accounting knowledge, while large firms expected comprehensive 

knowledge. Furthermore, large commercial firms placed emphasis on analytical 

skills, while CA firms required graduates to be equipped with effective social 

networking skills in addition to analytical and problem-solving skills.  

Review of Undergraduate Accounting Programmes at the Fijian Universities 

The bachelor’s degree programme structures in accounting across the three 

universities in Fiji were examined in terms of the content, learning outcomes, 

programme objectives, and types of assessment. This examination assisted in 

ascertaining that graduate competencies are developed through education. The 

bachelor’s degree programme in accounting is for the duration of three years 

and is a composition of twenty-four courses. The accounting programme offered 

by the Fiji National University incorporates a four-month directed industrial 

attachment (The Fiji National University, 2019), while this practical component 

is not mandatory at the other two universities.  

In the first year, the programme expects students to develop general 

understanding of the technical concepts and perform simple analysis. From the 

second year and then into the final year, students are expected to demonstrate 
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application of methods, techniques and strategies, regulations and legislations, 

conduct comprehensive analysis, critically evaluate scenarios, outline solutions, 

make decisions and write reports and memos.   

In terms of technical skills, the accounting education focuses on a range of areas 

comprising financial reporting, management accounting, financial 

management, taxation, auditing and assurance, ethics and governance, 

accounting information systems, mathematics for commerce, and social 

research methods. The programme refers to accounting standards, regulatory 

requirements, and business law where relevant. The outlines indicate that 

students are required to read articles, analyse case studies, and interpret various 

regulations, accounting standards, and business legislations.  

The learning objectives of the course outlines underline development of critical 

thinking, problem-solving, analytical, writing, and presentations skills. 

Assessments in the final year comprise presentations and group assignments, 

which is an indication of developing teamwork and presentation skills. The 

formal outlines state that on completion of these courses students will be able 

to demonstrate understanding of concepts, apply principles, theories and 

techniques, critically evaluate a scenario or case, and analyse and outline 

solutions to scenario-based problems. 

In terms of technology skills, there are two specific courses. One first-year 

course on accounting software aims to train students in managing accounts 

receivable, accounts payable, payroll, inventory, cash management, and report 

generation. The second course is a third-year course, Management Information 

Systems, which aims to develop students’ abilities in using information systems 

to make decisions across various managerial levels, data analytic techniques, 

process redesign, and technology management. The finance and mathematics 

courses elaborate the importance of Excel skills for risk analysis, budgeting, 

investment decision analysis, regression analysis, preparation of financial 

reports or worksheets, and various other financial computations. Furthermore, 

students in second-year and final-year courses are required to make 

presentations using Microsoft PowerPoint. Together with the technological 

skills, it is apparent that these courses develop analytical skills required in this 

digital era. 

The theoretical courses require students to carry out research by reading articles, 

and gathering data through archives, surveys, and interviews. Students in these 
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courses are also assigned tasks of analysing case studies. Second-year and third-

year courses place emphasis on group-based activities such as group 

presentations, discussions, and assignments. It is apparent that these activities 

are aimed to encourage collaboration among students to develop interpersonal, 

teamwork, leadership, presentation, and creative thinking skills. 

The ethics and governance course aims to develop awareness and understanding 

of the main themes, perspectives, frameworks, concepts, and issues pertaining 

to corporate governance, corruption, professional ethics, and corporate social 

responsibility from historical, global, institutional, commercial, best practices, 

and regulatory perspectives (The University of the South Pacific, 2019; The 

University of Fiji, 2019). The course further aims to develop business students’ 

abilities to critically analyse ethical dilemmas. The incorporation of this course 

in the accounting curriculum highlights that students are expected to recognise 

ethical implications of their actions and how to deal with ethical dilemmas in 

contemporary business environments.  

All formal outlines provided a schedule of content and assessment deadlines. 

Attention is drawn to the assessment deadlines – otherwise, students face 

consequences for late submissions. Similarly, students’ attention is drawn to 

class attendance. These details reflect that students are asked to take 

responsibility of their education, organize their tasks, exercise professionalism, 

develop an independent learning attitude, and improve time-management skills.  

The undergraduate accounting programmes of the universities in Fiji are 

reviewed regularly by the external reviewers appointed by the professional 

accounting bodies. The programmes are locally and internationally accredited 

by the Fiji Institute of Accountants (FIA), CPA Australia and Chartered 

Accountants Australia and New Zealand (CA ANZ). Professional accreditations 

reflect that accounting education is relevant to the world of business, and 

academic preparation of graduates is in line with the expectations of the 

profession (Venter & De Villiers, 2013). The local and international 

professional accounting bodies accredit tertiary accounting education 

programmes in Fiji. As per the objective of accreditation, this reflects that the 

accounting programmes are aligned well with the requirements of the 

accounting profession.  

In summary, the programme objectives, structure and formal outlines indicated 

development of both technical and non-technical skills. The programme is 
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thought to provide sound knowledge on accounting concepts. Through the 

learning outcomes, the programme placed significance on thinking, writing and 

presentation, problem-solving, analytical, and computer skills. The courses 

incorporate group discussions, article readings, case study analysis, research 

projects, and essay writing. For example, in year one, the Introduction to 

Information Systems/Introduction to Accounting Packages course, places 

emphasis on Microsoft Excel and accounting software skills. In year two, the 

Business Finance course requires students to develop problem-solving and 

analytical skills. In year three, the Auditing course focuses on group research 

projects, case study analysis, and presentations. 

Graduates’ Perspective on Essential Competencies 

The general view from the graduates was that both theoretical knowledge and 

non-technical skills are essential to accounting practice. Graduates highlighted 

that the application of a broad base of theoretical knowledge acquired from 

university education largely depended on the industry setting. According to 

these accounting graduates, the fundamental competencies required for practice 

are communication and interpersonal skills, computer skills, MS Excel skills, 

time management, teamwork, critical thinking skills, and basic accounting 

knowledge. 

All the eight graduate interviewees stressed the importance of teamwork and 

problem-solving skills. According to these graduates, teamwork skills are most 

essential in an auditing environment because members within the team are 

assigned different tasks and they have to deliver high-quality audits for each 

client as a group within a required timeframe. To achieve this team cohesion, 

effective communication, cooperation and time management skills are of utmost 

importance. According to a graduate at CA firm: 

[...] teamwork is one thing which is very essential at workplace. Being an 

auditor, we are assigned team members with whom we must accomplish an 

audit with. Thus, team bonding, interpersonal skills such as active listening 

and effective communications, time management to meet deadlines and 

cooperation is a must. Others include professionalism, work ethics and 

critical thinking. On the same note, understanding your roles and 

responsibilities are crucial. (GRAD01) 

Furthermore, graduates elaborated that both written and oral communication 

skills are expected of them at the workplace, because they are required to 



The Journal of Pacific Studies, Volume 42 Issue 1, 2022 49 
 

 

communicate with people within the organisation as well as with the 

organisation’s clients. In addition to this, communication involves a high level 

of confidence. A graduate at CA firm mentioned: 

 

[...] communication skills, we must know how to speak to people and be 

confident to put your views forward. If you are quiet, eventually you will 

be replaced because now people want someone who is exceptionally good 

with human relations and is able to make the other party understand as to 

what is happening. You need to be able to have knowledge of how to use 

Email as majority correspondence is done via email which has to be in par 

with professionalism. (GRAD05) 

Graduates also highlighted that in the workplace they are expected to 

demonstrate a high level of professional and personal ethics, and an ability to 

apply theoretical knowledge to practice. Two graduates, the first at a large 

commercial firm and the second at a CA firm, made the following comments: 

The skills and knowledge required are ability to make decisions by 

applying the accounting concepts learnt in Universities. Have high levels 

of morals and values such as how to treat employees, how to act when faced 

with difficult situations, how to handle difficult situations, how to work 

under pressure, and how to take feedback positively. (GRAD02) 

Understand ability to apply accounting concepts to the work we are doing. 

For instance, we learnt about the Income Tax Act and the laws within them, 

now we are required to apply that knowledge in the income tax returns we 

fill. (GRAD08) 

The increasing demand for computer skills has been acknowledged. Graduates 

mentioned that the work they are engaged in requires them to have knowledge 

of accounting software and advanced MS Excel skills. This was summarised by 

a graduate at CA firm as follows: 

You need to know and have knowledge of Accounting software and 

Microsoft Office, particularly Microsoft Word and Microsoft Excel 

(understanding and utilizing V-Lookup, comes at an advantage). You must 

be able to be a critical thinker and think beyond the normal way of doing 

things. You need to manage your time well…being a team player and 
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paying attention to detail is important. (GRAD05) 

 

 

Graduates’ Feedback on Competencies Acquired from Accounting Degree 

Programmes 

In terms of skills and knowledge obtained from university accounting education, 

graduates indicated that accounting educators paid attention to both technical 

and non-technical skills. The commonly cited non-technical skills were group 

work, presentations, research skills, confidence, and computer skills. Graduates 

mentioned that these competencies acquired from their curriculum assisted 

them to perform at the workplace.  

In terms of theoretical knowledge, graduates mentioned that the knowledge 

obtained from university accounting courses was relevant to their workplace 

and has assisted them in explaining various aspects of practice. In addition to 

this, they elaborated that this basic knowledge about accounting has increased 

their confidence about accounting practice. The following comments were made 

by three graduates: 

Knowledge and skills acquired through university education were basic 

knowledge of accounting standards, practices, code of conduct and ethics, 

accounting journal entries, VAT implications and income tax. 

Additionally, computer skills such as accounting software (MYOB) and 

dealing with ethical situations was acquired. The taxation concepts were 

directly applicable to us in this working sector. The audit course developed 

understanding of ethical considerations, threats and materiality. The 

software knowledge learned was directly applicable in assisting me to adapt 

to other software packages used by the firm. (GRAD04) 

In terms of technical knowledge, basic knowledge is required in accounting 

such as our accounting entries and the accounting laws. Skills acquired and 

relevant to my field was of my presentation skills, excel skills, interpreting 

accounting information from various accounts. [GRAD07] 

[...] without the university accounting education, you will lack the ability 

to understand and reason out and working at a workplace is a level up to 
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what is being taught to you. Studying Accounting has totally changed my 

perception…lecturers have moulded me so well…I have been able to 

comprehend why accounting practice is in a certain way, why do we use 

different principles, standards and most importantly dig into the roots of 

the system. (GRAD05) 

In addition to technical accounting knowledge, graduates expressed that the 

accounting educators at tertiary institutions focused on developing a wide range 

of non-technical skills, which have uplifted their confidence and broadened their 

thinking. These skills have assisted them in terms of effective participation in 

work-related discussions and decision-making. This was summarised by two 

graduates:  

Skills acquired from university education were time management, ability 

to express ideas in coherent manner, confidence, self-motivation and 

decision-making. Having designed an accounting program which requires 

sufficient team works, presentations in acquiring confidence and 

communications skills within classroom and further applying it at 

workplace by being an active listener and effectively participating in work 

related discussions has moulded me in being a better co-worker amongst 

my colleagues. Likewise, including research work in accounting units has 

provided me to be a broad thinker and see a multiple way of tackling an 

issue. […] the lecturers deliver real life examples…I believe accounting 

units at tertiary institutions were more interesting and coherent when 

compared to secondary study for students to pursue their career in 

accounting fields. (GRAD01) 

Some relevant skills I gained from university education were presentation 

skills, computer skills (MYOB software), teamwork, leadership, ethics, 

theoretical knowledge and time management. The university education 

provides technical knowledge for performing duties at employment in both 

the private and public sector including financial, managerial accounting, 

auditing, taxation, finance and systems. [...] group work and theoretical 

knowledge acquired from studies is helpful in the day-to-day job activities 

I perform. (GRAD03) 

From the comments expressed by the graduates, it is apparent that accounting 

education prepares graduates with a broad base of accounting knowledge. In 

addition to this, graduates indicated that they have obtained skills beyond the 
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technical concepts within the classroom. The applicability of this theoretical 

knowledge is dependent on the industry and their work requirements. For 

instance, a graduate entering a chartered accounting firm finds auditing and 

taxation knowledge more relevant to their work. However, the concepts from 

other courses are not found equally important to that same graduate. In terms of 

non-technical skills, the skills developed through group work, presentations, 

familiarity with accounting packages, and research activities assisted the 

graduates in building confidence, making decisions, managing time, adapting 

to software packages, and becoming a team player. Graduates also 

acknowledged that workplace training and mentoring was required to boost 

their morale towards the path of becoming successful accounting professionals. 

Discussion and Conclusion 

The global landscape of the business environment is changing (Brewer et al., 

2014; Behn et al., 2012). The employer interviewees indicated that this change 

contributed to a gradual shift in the demand of soft skills expected at the 

workplace. In terms of competencies expected by the accounting profession, the 

findings of this paper support prior studies that there is an increasing demand 

for communication (oral and written) and interpersonal skills, confidence, and 

ability to apply theoretical knowledge into practice. The requirement of 

fundamental accounting knowledge was found equally important. The employer 

participants assumed that graduates are equipped with a sound understanding of 

the technical accounting skills and this aligns with the findings by Low et al 

(2016), Tempone et al (2012), Bui and Porter (2010), and Jackling and De 

Lange (2009). A slight variation was observed with respect to the level of 

intellectual capability – small commercial firms expected only the basics, while 

CA firms and large commercial firms expected comprehensive knowledge.  

The non-technical skills frequently cited by the employer interviewees were 

communication (oral and written), positive attitude, confidence, and computer 

skills, while teamwork and analytical skills were least cited. The study by Bui 

and Porter (2010) revealed teamwork skills were cited by all employers. 

Furthermore, this study reveals that large commercial firms place emphasis on 

analytical skills, while CA firms require strong social networking skills in 

addition to analytical skills. Similarly, graduates stressed the high importance 

of technical knowledge, teamwork, critical thinking, communication, self-

management, and computer skills expected at the workplace.  
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The results from the document analysis indicate that the objective of 

undergraduate accounting programmes at the Fijian universities is to equip 

graduates with a broad range of technical knowledge and non-technical skills. 

The unit outlines placed emphasis on critical thinking, writing and presentation, 

problem-solving, analytical, and computer skills. The graduate interviewees 

expressed that accounting academics paid sufficient attention to skills beyond 

public accounting, which involved management accounting, financial reporting, 

business finance, taxation, ethical behaviour, problem-solving, and computer 

skills. This reflects that the accounting graduates do acquire competencies that 

academics expect them to develop. Furthermore, the graduate interviewees have 

stressed that on-job trainings and mentoring are essential to boost the confidence 

in their career path. 

 

Based on the above discussion, the results of this study reflect that tertiary 

accounting educators are aware of the requirements of the accounting profession 

and they do pay attention to equip graduates with such competencies. 

Furthermore, the undergraduate accounting programmes are accredited by the 

local and international professional accounting bodies. Professional 

accreditations reflect that accounting education is relevant to world of business 

and academic preparation of graduates is in line with the expectations of the 

profession (Venter & De Villiers, 2013). As per the objective of accreditation, 

this reflects that the accounting programmes are aligned well with the 

requirements of the accounting profession.  

According to prior studies, accounting educators recognized purely technical 

skills sufficient to the workplace, causing graduates to be inadequately prepared 

(Ahadiat & Martin, 2016; Lawson, et al., 2014; Kushniroff, 2012; Tatikonda & 

Savchenko, 2010; Kavanagh & Drennan, 2008; Braun, 2004; Albrecht & Sack, 

2000; Elliott, 1991). However, the results of this study signal that accounting 

educators’ expectation of the competencies to be developed from university 

education aligns reasonably well with the expectation of employers. The 

demand for non-technical skills depends on the specific needs of the industries 

(Tempone, et al., 2012); therefore, the question whether universities are 

producing work-ready graduates is not a major concern. 

This paper provided significant insights into the expectations of accounting 

graduates and the status of undergraduate accounting curricula by incorporating 
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views of employers and working graduates from various sectors including 

public accounting practice. New findings emerged with respect to how 

adequately accounting education prepares graduates for the workplace. This 

study makes two essential contributions. Firstly, it adds clarifications by 

providing recent insights into the expectations of accounting graduates at the 

workplace by interviewing employers and graduates in a wide range of sectors 

instead of focusing only on accounting firms. Secondly, this paper examines the 

current status of tertiary accounting education with respect to how adequately it 

addresses the requirements of the workplace through document analysis and 

graduate views. The findings suggest that the tertiary accounting education 

programmes have been very responsive in trying to prepare students for 

changing workplace needs. 

Despite this, the findings are limited in their scope. The graduates interviewed 

were from different sectors but comprised a small cohort. Therefore, the 

findings cannot be generalized. The review of programmes was considered 

sufficient to gauge accounting academics’ views of the necessary graduate 

attributes, therefore educators were not interviewed. Within this scope, the new 

findings and conclusions provide contextual arguments that criticisms about 

accounting education are not so widespread as argued in the literature and why 

employers, including other stakeholders, need to recognise that graduate 

capabilities are developed over two different learning environments, the 

university and the workplace.  

The review of accounting curricula was considered sufficient to reflect 

accounting academics’ expectations with respect to graduate competencies to 

be developed through education. Future research can interview accounting 

academics at different universities and investigate how effectively they are able 

to incorporate those strategies in the classroom and what more they might do 

outside the curriculum to assist the graduates in improving their graduate 

capabilities. The curricula of universities are accredited by professional 

accounting bodies and they play a crucial role between universities and the 

accounting profession. Therefore, future researchers can investigate how these 

institutions can help accounting academics in fostering an enabling environment 

to improve graduate capabilities together with serving the roles within the 

universities. 
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