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CONSUMERS’ ATTITUDES TOWARDS
MOBILE MARKETING TOOLS

The growth and use of mobile commerce as an engetgehnology has the potential to
dramatically change the way consumers conduct ddiomis. This paper promotes
a particular focus on mobile marketing. Mobile n&tikg refers to marketing of services or
goods using mobile technology and marketing offiérsct communication with consumers,
anytime and anyplace. It holds potentially greaineenical opportunities. This study analy-
ses the impacts of mobile phone technology devedmpsnon marketing. This paper reviews
mobile marketing and then investigates the mostessful form of mobile communication.

1. INTRODUCTION

Innovation creates marketing opportunities and lehges. With the rapid develop-
ment of information technology, wireless telecominations technology has made great
advancements. Mobile phones increase the avatiglfilequency and speed of communi-
cation. One of the market’s demands is to be ablmmunicate with potential custom-
ers and to contact them anywhere and anytime. fiegetith declining mobile device
prices and the improvement of mobile device funwlidy, such technological advances
provide a good foundation for the development obitleocommercé.From a user’s per-
spective, a mobile device is not only a tool fomeounication but also as a tool for com-
merce® Advances in mobile technologies and supportingvagk infrastructures create
opportunities for mobile marketing. Mobile marketirefers to marketing of services or
goods using mobile technology. It originates froesearch on mobile commerce and
marketing? Mobile marketing offers direct communication withnsumers, anytime and
anyplace It holds potentially great economical opportuniti&saditionally, mobile mar-
keting has been viewed as mobility that providessamers with personalized informa-
tion based on their time, location and interesthe®definition describes mobile market-
ing as using interactive wireless media to proddstomers with time and location sensi-
tive, personalised information that promotes gosdsyices and ideas, thereby generating
value for all stakeholders.
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2. MOBILE COMMERCE

The rapid growth of mobile phone has led to theettgyment of a new term- mobile
commerce. Any transactions with a monetary valugdooted via mobile communication
networks can be considered mobile comméngecommerce has been defined as the use
of mobile devices to communicate and conduct tretisas through public and private
networks’ Mobile commerce is a new type of e-commerce tratia conducted through
mobile devices using wireless telecommunicatiomwnéets and other wired e-commerce
technologie$. It is any form of mobile communication betweenusibess and its custom-
ers? Mobile commerce is a service-based busingsaddition to e-commerce, mobile
commerce creates new markets among producersibdistis, retailers and customers
anywhere and at any time. For classifying elect@oimmerce, mobile commerce models
are divided into B2B (business to business), B2@ifess to customer) and C2C (con-
sumer to consumer) perspectives. B2B mobile comenegfers to the transactions among
suppliers, producers, wholesaler, distributorsailets and logistics service providers
conducted over mobile phone and wireless technol@®C mobile commerce is an
emerging area to buy and sell products and sereigesthe mobile phone within mobile
commerce. In this type of commerce, mobile phor@susell their products and services
or second-hand products to other mobile phone uB&G mobile commerce refers to the
selling and buying of products and services viartiobile phone to mobile customéPs.

Consumer trends and increased Internet usage $haps/olution of mobile market-
ing. Corporate Web sites often serve as the primpainyt of contact, asking consumers for
permission to receive SMS and participate in cagnmiText messaging is an additional
communication channel for marketing campaitrifhe researchers present various con-
ceptualisation of mobility. They suggest spatiafltcation) and temporality (time) as two
different but related dimensions of mobility.

Mobility is highly defined by the way that a consursmobile and mobile marketing
initiatives would benefit from a better understamgliof the consumer mobility. The
growth and use of mobile commerce as an emergicigntdogy has changed the way
consumers conduct transactions. The developmerthisfnew technology has led to
changes in advertising, retailing, shopping andketamg. Companies should be ready for
mobile marketing and mobile commerce. Mobile conmadras some core characteristics
that differentiate it from classic e-commerce. hezlude:

- ubiquity — being available at any time and any meg °

- personalisation,

¢ S.J. Barnesylobile Commerce.. pp. 91-108.

' S. Balasubramanian, R. Peterson, S.J. JarveEpgtring the Implications of M-Commerce for Matkand
Marketing “Journal of the Academy of Marketing Science”8(®2002), pp. 348-361.

8 K. Siau, E. Lim, Z. SherMobile Commerce: Promises, Challenges, and Rebeagenda“Journal of Data-
base Management” 12.3 (2001), pp. 4-13.

9 M.N. Frolick, L.D. ChenAssessing Mobile Commerce Opportunijtidaformation Systems Management”
21.2 (2004), pp. 53-61.

10's. OkazakiNew Perspectives on M-Commerce Resediddurnal of Electronic Commerce Research”, 6.3
(2005), pp. 160-164.

1 A. Scharl, A. Dickinger, J. Murphypiffusion and Success Factors of Mobile MarketitEjectronic Com-
merce Research and Applications” 4.2 (2005), pp-133.

2 K. Siau, E. Lim, Z. Sherylobile Commerce.,.pp. 4-13.



Consumers’ attitudes towards mobile marketing tools 373

— flexibility — the mobile phone permits the usercanduct transactions and receive
information even when they are engaged in anottiavity,

— dissemination — originators of information can mase the wireless network of
mobile commerce to deliver specific informatiorctestomers,

— convenience — convenient for users to operate,

- instant connectivity — the company can easy cortioeteirget customer,

- location — location-specific information and protiucan be providetf.

3. MOBILE MARKETING

Mobile advertising, mobile sales promotion, locatibased mobile service, mobile
payments systems and mobile shopping stand outeasritical mobile marketing tools.
A key component of mobile marketing communicatisradvertising. Mobile coupons in
sales promotion play a vital role in mobile markgtiMobile coupons boast at least three
advantages: locating by mobile phone signals, Sewsitivity and efficient handling by
scanning the coupon’s bar code at the point of*4alecation-based mobile services play
a significant part in B2C mobile commerce. Locati@sed mobile services are the ser-
vices in which the location of a person or an objeaised to shape or focus the applica-
tion or service. The ability to identify the custeris location at a point in time is one of
the most promising applications of mobile commeRy.using the information on the
users’ identity, position, access time and prof8&M operators or retailers can offer the
users optimal information or services, which arstegtually relevant to them at the point
of need, and the customers’ location data can bd foy direct marketing purposes. Mo-
bile payments systems allow mobile phone usersotthdir transactions via SMS mes-
sages or using electronic wallets. The mobile phisree innovative tool to expand cus-
tomers’ shopping options, only secondary to therimt. Mobile shopping is a new, easy,
practical and price-conscious shopping tgol.

Mobile technologies support Customer Relationshgnkfjement. Customers can re-
ceive free newsletters, pictures, ring tones, bgmaists or coupons after joining a loyalty
program-®

A key component of mobile marketing communicatisradvertising, either in a push
or pull mode. After obtaining the consumer’s pewsita, push advertising sends relevant
but not explicitly requested text messages. Pulegtsing, by contrast, adds messages —
often free information such as traffic reports cgather forecasts — to information the
consumer requestédin push-based mobile marketing, advertisementpgshed to the
mobile device of the consumer. Whether the userdtagpted or not to receive these
advertisements differ§. Mobile advertising provides consumers with peréiaad infor-
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mation based on their time of day, location andrigdts. Consequently mobile marketing
has been defined as using a wireless medium tadeg@monsumers with time- and loca-
tion-sensitive, personalized information that préesogoods, services and ideas, thereby
benefiting all stakeholderS.Consumer attention and consumer behaviour areaheep-
tual model’'s measures of mobile marketing succéstention largely depends on the
content of the message. Messages tailored to teeesis and preferences of the con-
sumer, for example, can positively affect bothritttsn and consumer attitud&sWe can
distinguish three groups of success factors in hadivertising. There are: content, per-
sonalization and customer’s privatySimilar to traditional media, a personalized adver
tising campaign relies upon databases with actikegotential clients to reach the target
group. Such databases contain personal informafioere is a boundary between person-
alization and consumer control. Gathering data irequfor advertising messages con-
cerns problems of consumers’ privacy. Corporatécigsl must take into consideration
conditions for sending mobile advertising mess&ges.

4. LOCATION-BASED MARKETING

Advances in mobile technologies and supporting agtinfrastructures create opportu-
nities for mobile marketing. Mobile marketing reféo marketing of services or goods using
mobile technology. Examples of current mobile mankgoften involve pushing informa-
tion on promotion or discounting through SMSs tdoiteophones of potential consumers in
certain situations. Typically, the overall ideathst information can be better directed to-
wards potential consumers by making the marketimgtion-sensitive or location-based.
Location-based marketing can be highly relevantdcal advertising; for example receiving
information on train departures or arrivals atagntistatior?> Companies need to understand
the physical context in which the consumer is ledah order to provide relevant and timely
promotion. As an example, pushing information cstdunted tickets to travellers in a train
station is only relevant and timely if the consurigenble to utilise the discounted offer.
Mobility is highly defined by the way that a consuriemobile and mobile marketing ini-
tiatives would benefit from a better understandihthe consumer mobilit§* Hosbond and
Skov present two cases of mobile marketing appdisathe Personal Shopping Assistant
and the Context-Aware Shopping Trolley (CASY).

The first case outlines the Context-Aware Shoppirgldy (CAST). CAST supports
shopping by promoting products in the supermarket tarough guidance on how to lo-
cate these products. Products are visually disglayethe trolley-mounted screen with a
photographic picture and the product’s physicahtmn in the supermarket. Products will
be chosen for the display from a specified shoppgtgCAST implements a pull-based
strategy where shoppers can request more informatioproducts or on additional prod-
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ucts than specified in the shopping list. In additto supporting consumer location
awareness, CAST promotes products in close proxir@ietting close to a specific prod-
uct, the system sends an audio alert through tkesubeadset and displays a list of
nearby products. By tapping an item in the scr@smosition is illustrated on the map. In
this state, only products that are considered year® shown on the map; all other icons
are temporarily removed to reduce complexity. CA&Tets the supermarket products to
the consumer in multiple ways: location of produeisual appearance of products, exis-
tence of relations between products and informadioout products. The basic functional-
ity combines two dimensions by providing a photpiraf nearby products. CAST sup-
ports the consumer’'s knowledge of the existencaraf relations between objects by
showing products similar and related to those an ghopping list. The consumer can
select an item from the shopping list to view & ¢is alternative products. The user can
select an alternative product, displaying its pietiand view more detailed information
related to the product. The second case outlinesPtrsonal Shopping Assistant. It is
a mobile prototype and supports the shopping eepee in supermarkets by continuously
monitoring consumer behaviour to enable the pusbingroduct ads. More specifically,
the primary service delivered by the system isabvdr relevant product information to
customers based on personal preferences when amick e need arises. Specifically,
relevant advertisements are dynamically and vigudiiplayed for each customer as she
moves around in the store. The system is desigmexefate improved shopping experi-
ences for consumers, continuously during shopgingyides shoppers with tailored pro-
motions and marketing of supermarket products. griveary focus is on the consumer, it
is expected that advertisements presented atghetime, the right place and to the right
consumer will create increased sales.

5. OWN RESEARCH

The conducted research investigates the most sfatésrm of mobile communica-
tion with consumers. Two hundred respondents haen lexamined for analysing the
aspects connected with using mobile marketing twot®ntacts with consumers. Data for
this research were collected through a questioansiirvey. Attitudes towards mobile
marketing tools were measured by means of 6 questicat the respondents marked
using a four-point scale. The elaborated scalendsfthe acceptance level for different
mobile marketing tools (high, average, low, lackasteptance). The research was con-
ducted in the period between September and Nove@fi9. The results of questionnaire
survey have been presented in table 1.

Table 1. Consumers’ attitudes towards mobile mangetbols.

Mobile marketing tools Acceptance level Average of
high | averagelow | lack of acceptance p0§|t|v§
indications
Mobile pull advertising 96 73 22 9 63,66
Mobile push advertising 64 69 61 6 64,66
Mobile sales promotion 147 49 4 - 66,66
Location-based marketing 82 83 2y 8 64,00
Mobile shopping 24 68 94 14 62
Mobile payment systems 37 79 78 11 63

Source: own research.
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The most successful mobile marketing tool is mobékes promotion. The high accep-
tance levels have mobile advertising and locatiaseld marketing. The lowest acceptance
levels have mobile shopping and mobile paymentesyst It is probably connected with
low consumer’s confidence towards transaction gafet

Additionally the respondents have indicated thedi@cthat influence their attitudes
towards mobile marketing. The aim of analysis whecking how mobile technology
contributes to improvement of relationship with tousers. The following factors have
been taken into consideration: privacy ensuringndaction safety, personalization, con-
venience, flexibility, time and location-specificanketing. Influence of these factors on
customer’s satisfaction level has been checked égnm ofy 2- test. In case of all consid-
ered factors the value gf statisticwas highethan the critical value. The significance of
influence has been confirmed at the significaneelle = 0,05. The results of conducted
analysis have been shown in table 2.

Table 2. Factors of customer’s satisfaction in reofriarketing.

Conditions of customers’ satisfaction Value of ° statistic Critical value
transaction safety 192,04 7,89
personalization 134,89 7,89
convenience 109,76 7,89
time-specific marketing 59,21 7,89
location-specific marketing 85,61 7,89
privacy ensuring 127,61 7,89
flexibility 92,41 7,89

Source: own elaboration.

The conducted analysis showed that the considexeirt connected with mobile
technology visibly contribute to improvement of mmer’s satisfaction level in mobile
commerce. Flexibility, convenience, personalisémietindependent and location — spe-
cific marketing information influence the consumeasceptance for mobile marketing
tools. Transaction safety and privacy ensuring rd@teate the acceptance for mobile
payment systems.

5. CONCLUSIONS

In parallel with the Internet, mobile communicasoand technologies have emerged
to play a key role in business and marketing. Téeetbpment of mobile payment sys-
tems (credit cards, paying via SMS messages oigudiectronic wallets) supports the
development of mobile commerce. All mobile phonerssre target customers for mobile
advertising and mobile promotion. The successfulpéidn of mobile advertising plays
a crucial role in improving attitudes towards mebdommerce. Text messages should
contain an attractive idea. Text massages shoufelsonalized based on the consumer’s
local time, location, and preferences. Company roaasider the best time and message
frequency for the target group and topic. Consunieecseasingly expect tailored and
location-based services, thereby underlining thpoirance of personalized mobile mar-
keting. Personalizing messages increases impantistbmer preferences. Mobile adver-
tising, mobile sales promotions and location-basenices are more positively accepted
by mobile phone users. There are factors that ntey g crucial role in improving atti-
tudes towards mobile commerce. Growth in mobile memte depends on reducing the
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potential risks for mobile payment transaction gagjeting the mobile phone users who
have more positive attitudes towards mobile mankgtbols.
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NARZEDZIA MARKETINGU MOBILNEGO
W OCENIE KONSUMENTOW

W artykule przybltona zostata problematyka wykorzystania technologiibilnych
w dziatalngci marketingowej przedgbiorstw. W pracy scharakteryzowane zostaty garz
dzia marketingu mobilnego oraz mivosci ich zastosowania w relacjach mobilnymi kon-
sumentami, ktérzy niezaleie od miejsca i czasu mpgokonywa zakupow, ptatngi i ak-
tywnie korzysté z informacji na temat produktow lub ustug. W ceiskazania najbardziej
skutecznych naerdzi komunikacji z klientem w marketingu mobilnynezpprowadzone zo-
stato badanie ankietowe. Jego wyniki pozwolity waskadeterminanty satysfakcji oraz naj-
bardziej preferowane przez konsumentéw formy melgitnmarketingu.



