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ABSTRACT

The focus of this research dissertation is on the mobile marketing communication and the impact
that it has on customers’ decision making. This paper is based on the current theories of marketing
and the literature review of consumer engagement, niche marketing, mobile application, and the
use of new technologies such as artificial intelligence and augmented reality. There is a need to
declare the tendencies of the present day and to emphasize the lack of literature on the topic and

the lack of integrated approach to the mobile marketing that would include all the aspects of it.

The data collection method was through online structured questionnaires with consumers from
different sectors and age groups. The survey instrument was developed to obtain specific data on
the level of mobile marketing involvement, perceived advantages, and application usage. The
quantitative data was analysed using the Statistical Package for Social Sciences (SPSS) software
with the help of descriptive analysis, regression analysis, and correlation analysis to find out the

significant predictors of consumer engagement.

The study showed that perceived benefits and mobile app usage are the two key factors that
influence consumer engagement while the personalization of mobile advertising though not
significant on its own but when incorporated with other strategies was found to be very effective.
The implications of the research can be useful for marketers, pointing to the requirement of the

combination of the content, design, and functions of the mobile marketing.

Consequently, the results and suggestions of this study can be helpful in enhancing the mobile
marketing approaches. This is a clear indication that perceived benefits, app usage and
personalization has to be integrated in a manner that enhances the consumer interaction and has an

influence on the purchase behaviour in the current society.
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Chapter 1: Introduction

1.1 Research Background
1.1.1 Introduction

Mobile marketing has become the main trend in modern marketing communications due to the
increasing role of mobile devices and the general shift toward digital technologies in consumer
interactions. The emergence of mobile technologies has provided marketers with solutions to reach
consumers more efficiently by using different mobile marketing activities, including mobile
advertising, in-app advertising, SMS advertising, and social media advertising. Nevertheless, these
improvements hold significant importance since the analysis of the desirable and effective methods

that could increase the rate of customer interest and subsequent purchase intentions retains value.

1.1.2 Evolution of Mobile Marketing

The evolution of mobile technologies has completely altered consumer engagement. The estimated
number of smartphone users around the world by the close of 2023 is around 7 billion, as per
Statista (2024); it also shows how much potential there still lies in mobile marketing. Shoppers use
their phones for everything now, from buying goods and services to entertainment; therefore,
businesses should take advantage of this opportunity by creating more personalized approaches
towards marketing that target different individuals so as to increase involvement with customers
and improve purchase activity among them, too. To remain useful or successful in any way
whatsoever during these changing times where people live alongside portable gadgets like never

before, even companies need such measures now; otherwise, they will not survive (Dogtiev, 2023).
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Figure 1. Number of smartphone mobile network subscriptions worldwide from 2016 to 2023, with forecasts from 2023 to 2028
(Statista, 2024)

1.1.3 Mobile Advertising

Mobile Advertising is another type of Mobile Marketing that gets lots of attention and is very
diverse. It includes display ads, video ads, and interactive ads. Hence, Okazaki and Taylor (2013)
observed that mobile advertising impacts not only consumers' emotions and psyche but also their
attitudes towards the product and the company whose product is being advertised. Mobile
advertising messages that are targeted employ mobile user data analysis to generate or select the
specific message that is to be sent to the user, which is known to improve interaction and
conversion (Kim & Han, 2014). Moreover, fast-growing trends in the effectiveness of mobile
advertising with the help of tools such as artificial intelligence and machine learning to create

better advertisements for users (Kohli, 2023).
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Figure 2. Sharma (2024)
1.1.4 In-App Marketing

Mobile app marketing entails the use of push notifications, in-app banners, and interstitial ads to
reach consumers right within applications. Grewal, Roggeveen and Nordfilt (2017) opine that in-
application marketing increases value communication by offering timely and pertinent information
to the intended consumer and hence develops the intimacy between the Brand and the consumer.
Thus, this marketing form can be especially effective with regard to subsequent purchases and the
development of customer loyalty. In the recent past, a number of people have found that in-app
marketing not only enhances the levels of user engagement but also boosts the chances of repeated

purchases since the consumer seems to be continuously communicating with the Brand.

Technique marketing through mobile applications works on the basis of a high click-through rate
involving the use of applications to pass custom and relevant marketing messages. In turn, the

opined messages are delivered based on the user's behaviours and interests, which are hence
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valuable to the user. The potential to target the latter through the use of push notifications that

contain specific content and the possibility of offering the customers in-app bonuses can also

contribute to customer loyalty and subsequent repurchases. The study by Varzaru et al. (2021)

showed that value-in-use and app engagement play a crucial role in determining the level of brand

loyalty among users.
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Figure 3. Conceptual Structural Model by Vdrzaru et al (2021)

A mobile application study conducted by the Journal of the Academy of Marketing Science (2023)
also highlights that due to the overlapping of pre-adoption and post-adoption stages, feedback and
engagement should be continued to retain customers. The study further notes that apps represent

an open, living system of service delivery packages that enable value co-creation intrinsic to the
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app's cape, using relationship-sustaining and value-increasing engagement with loyal customers

as the key instrument.
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Figure 4. Interstitial in-app ad (Sharma, 2024)

1.1.5 SMS Campaigns

Mobile marketing communication techniques such as Short Messaging Service (SMS), which is
one of the oldest proven techniques, continue to yield high results because of its efficiency and
personal nature. According to Scharl, Dickinger, and Murphy (2005), one of the advantages of
SMS campaigns is the ability to obtain high response rates, especially where information is spelled
out in brief and where such information holds a certain value to the recipient at that particular time.
The efficiency of SM marketing is due to the real-time communication with the consumers,

informing them about existing promotions, discounts, or events.
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Several studies made in recent years proved that SMS campaigns retain their effectiveness in the
eyes of marketers. They are characterized by high open rates and allow users to reach consumers
as soon as possible. When the recipient's name is used, or relevant offers are incorporated, the

engagement and response rate is boosted (Jamil et al., 2022).

Furthermore, the popularity of SMS and the fact that it is a rather plain-sailing service that does
not require strict understanding and comprehensive usage of mobile applications can attract a
rather wide audience, including those who could not invest so much time in using their

smartphones' possibilities.

1.1.6 Social Media Promotions

Another crucial area of mobile marketing is social media promotions that can be obtained through
the Internet on different types of portable devices. Social media such as Facebook, Instagram, and
Twitter present totally different kinds of possibilities for brands to communicate with consumers
less formally and more entertainingly. According to Rohm, Gao, Sultan, and Pagani (2012), the
use of social media promotions is a major way to influence consumers' decision-making by
creating interactiveness and content contribution. Social media are social platforms where people
can post, comment, and provide feedback instantaneously, adding validity and recognition to

brands.

Marketing on social media can particularly be valuable when it is done individually, targeting
customers to improve their customer base. Considering the fact that branded advertisements and
branded content are displayed and shared with specific audiences, there is a larger engagement of
the audience with the brands. Business organizations can use social media platforms to capture

consumers' behaviour and their choices to enhance their marketing strategies (Jamil et al., 2021).
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The power of extending communities and giving people related or dedicated groups also increases

brand consciousness and retention of customers.

1.1.7 Need for Optimized Strategies

Although mobile marketing has recorded some level of growth, there is a great need to discover
the best approach in order to increase consumer interaction and purchase intention. About the
highlighted aspects of mobile advertising, the binomial used has been the focus of preceding
studies, as have been the influence of Personalization and the part of mobile applications in the
mobile context; however, the integration of those elements and how mobile advertising can be
optimized has not been adequately captured. To meet this need, this research will seek to establish
broad optimization strategies to enhance consumers' involvement and influence their purchasing

decisions.

Goneos-Malka, Strasheim, and Grobler (2014) pointed out the significance of considering basic
usage-oriented customization of marketing communications, noting that personalized mobile
advertising has a significant influence on consumers' communication and purchase attitudes. In
the same vein, Thakur (2016) also focused on how optimizing M-Apps can foster customer loyalty
and repeat patronage, while Rohm, Gao, Sultan, and Pagani (2012) focused on the application of

social media as a tool for marketing on a mobile platform.

However, these studies have the main drawback of isolating the parameters with mobile marketing
and analysing them separately. Due to the complexity of the factors influencing the effectiveness
of promotion on portable devices, it is essential to consider the interaction of all the factors within
the integrated framework. A study by Patterson Yu and De Ruyter (2006) notes that a firm's
knowledge about customers is critical to their engagement in services; hence, it can be used to get

a grasp of the totality of the issue in reference to mobile marketing and come up with better
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strategies. Besides, there is a difference between social media involvement and consumer
purchasing that has been outlined by Viswanathan et al. (2015), who proposed an integrated

approach to these is more beneficial in the marketing process.

To that end, this research seeks to fill the above knowledge gap by investigating the factors that
act as the drivers of engagement, assessing the efficacy of the personalized advertising approach
and evaluating the contribution of mobile applications to customer loyalty. This research aims to
present realistic recommendations to marketers with the intention of establishing effective mobile

marketing strategies that can contribute towards positive change in consumers' buying behaviour.

1.1.8 Conclusion

In this context, one can note the dynamics of modern mobile technologies that have changed the
interaction between brands and consumers. Mobile marketing strategies have progressed widely;
however, there is a need to fine-tune these strategies in a bid to improve consumer engagement
and influence consumers' purchasing decisions. Solving this research problem will help fill this
gap by presenting a synthesis of the current mobile marketing techniques that can assist in creating

effective marketing strategies for utilization today.

1.2 Problem Statement

The fiercely challenging and shifting environment of today's economic climate calls for a greater
understanding of mobile marketing strategies and techniques and the identification of ways and
means to enhance the outreach of marketing messages and thereby affect consumers' buying
decisions. The existing literature proposes several scopes of mobile marketing, including the
effects of customized advertising and the significance of mobile applications for consumers.
However, more is needed to know about the integration of these strategies as a whole in order to

generate consumer engagement and thus influence purchases.
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Mobile marketing techniques are helpful for brands when it comes to reaching customers in today's
highly technologically advanced world. Mobile phones, especially smartphones, are now virtual
tools that inform consumers about various advertising mediums and marketing communication
strategies such as mobile applications, social media and text messaging. However, the difficulty is
in combining these factors into a single plan that would boost consumer attention and promote
consumption. As a remedy to this challenge, this study aims to identify the comprehensive

optimization of mobile marketing strategies.

Hoyer et al. (2010) state that technologies impact consumers throughout the buying process,
proving thus the need for an integration of the technologies into the marketing mix. Also, the
recently conducted survey called "3rd Annual U. S. Mobile Path-to-Purchase Study" showed that
mobile leads in the consumer path-to-purchase decision process, as many mobile users convert
their attention into purchase attention (Southern, 2014). This study, therefore, highlights the
importance of capturing the touch points of the consumer in the mobile path to purchase to leverage

the mobile ad programs.

Current research also suggests that consumers' behaviour is shifting more towards using mobile
devices; hence, there is a call for an examination of how interactions with these consumer products
can be influenced to elicit purchasing. The approach proposed by Viswanathan et al. (2018) is the
connections between different kinds of digital and mobile marketing assets in the context of the

overall consumer experience.

The findings regarding the overall optimization of mobile marketing strategies would contribute
to marketers' enlightenment regarding the formulation of strategies that positively encourage
consumers to engage with the marketing content and ultimately purchase the products or subscribe

to the services being marketed. This will include understanding more about the factors that
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determine engagement, the effectiveness of targeted and contextual advertising, and the place that

mobile apps have on the client relations map.

1.3 Research Questions
The primary research question guiding this study is:

e How can mobile marketing strategies be optimized to enhance consumer engagement

and drive purchase behaviour?

To address this primary question, the following sub-questions will be investigated:

1. What factors influence consumer engagement in mobile marketing across different

industries?

2. How does personalized mobile advertising impact consumer purchasing decisions?

1.4 Research Objectives
The objectives of this research are:

o To identify and analyse the factors that influence consumer engagement in mobile

marketing across various industries.

e To assess the impact of personalized mobile advertising on consumer purchasing

decisions.

e To develop optimized mobile marketing strategies that enhance consumer

engagement and drive purchase behaviour.

1.5 Significance of the Study
This study is significant for several reasons:
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1.5.1 Theoretical Contribution

This study fits the existing literature by presenting consumers' engagement by attempting to fill an
information gap about the different factors that promote mobile advertising, especially
personalized mobile advertising that focuses on purchase behaviour. Some previous work was
done to reveal separate factors of mobile marketing, like Personalization or consumer behaviour.
However, there needs to be a wholesome integrated approach that would show how all these factors
influence each other and how they are interconnected in the given field of mobile marketing
strategies. Indeed, through presenting a comprehensive picture of the situation, this research will
be an essential piece in the development of theories of mobile marketing and mobility, as well as
the foundation for further empirical research into the dynamics of mobile marketing (Sostar &
Ristanovi¢, 2023). Some new investigations stress that individual targeting makes for a higher
level of consumer attention and conversion, again proving the efficiency of multifaceted

approaches to mobile marketing (Daoud et al., 2023).

1.5.2 Practical Implications

This study's result will be useful to marketers who want to increase the effectiveness of their
mobile marketing activities. Thus, it is possible to develop better marketing strategies that are
aligned with consumers' needs and wants whenever key factors are recognized that will shape
consumers' interactions and buying behaviours. The findings of this study make it easier to develop
effective and specific mobile advertisement techniques with the aim of enhancing consumers'
interest and sales. In addition, knowing the best practices for mobile marketing enhances the best
way to market and, hence, the utilization of most of the marketing dollars' investment (Hammami

& Sahli, 2023). Empirical evidence for practical implications again lies in the fact that the
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consumer-centric approach that's personal and individualized is highly effective in the engagement

of consumers and conversions (Ahmed & Palusa, 2023).

1.5.3 Relevance in the Digital Age

The findings of this research will be useful to marketers and other stakeholders as progress goes
forward with mobile technology, which is dynamic, and consumers' behaviour and preferences are
always changing. The use of mobile devices is gradually extending into different aspects of the
consumer's daily life, hence the need to develop an appreciation of consumers' constant
engagement with mobile content. The outcomes of this research will enable marketers to be
equipped with the knowledge and tools to effectively counter-act the changing trends in technology
and consumers to ensure that good marketers continue to deploy good and efficient strategies in
the market as they change (Nielsen, 2023). The ongoing significance of these conclusions is the
expansion of mobile marketing's impact on consumers and the use of innovative technologies in

marketing (Esch et al., 2021).

1.6 Structure of the Dissertation
The dissertation is structured as follows:

Chapter 1: Introduction

This chapter defines the research background, problem statement, research questions, objectives,
importance of the study, and a summary of the research methodology employed in the research.

This lays the background for the entire dissertation since it informs the need for the research.
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Chapter 2: Literature Review

This chapter will review related theories and existing literature to identify gaps in the literature
and situate the study in the field of mobile marketing. It will also explore the literature within
which the current study locates itself to establish existing scholarship on the research questions

and objectives of the study.

Chapter 3: Research Methodology

This chapter will describe the type of research, the methods to be used in data gathering, the
procedures for selecting participants and the process of data analysis. It will depict the study's

methodological approach, thereby enhancing its internal validity and reliability.

Chapter 4: Findings

This chapter will display and discuss the data gathered from the survey and interviews and their
analysis. Data analysis and interpretation of the outcomes will be done in this chapter in response

to the research questions and objectives.

Chapter 5: Conclusion

This chapter presents the overall conclusions of the study and suggestions for further research and
application of the results in practice. It evaluates the study's implications for the field and outlines

directions for future research.

1.7 Summary

To sum up, this paper will seek to review and establish the most effective ways of using mobile
marketing to facilitate consumer interaction and prompt purchase intention. By answering the

research questions and objectives, this research thus aims to contribute to the advancements of the
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field of mobile marketing and provide marketers with specific directions on how they can

effectively operate in the existing mobile environment.
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Chapter 2: Literature Review

2.1 Introduction

Purpose: This literature review aims to establish a clear understanding of mobile marketing, its

relevance, and the serious need to improve the strategies used in the mobile marketing domain to

raise customers' attentiveness and influence their buying behaviour. This chapter seeks to review

the literature and compare the findings with what is currently known about mobile marketing,

including its development, current trends, and factors that make up mobile marketing, as well as

relate these to the research questions and objectives of this research.

Structure: The literature review has several main parts.

I.

Mobile Marketing Overview — This section will discuss the history of mobile marketing,
from early SMS campaigns to more advanced methods like intelligent mobile advertising.

It will also discuss what makes a good strategy for mobile marketing.

Current Trends in Mobile Marketing — This section examines new developments in
mobile marketing, such as Personalization, big data analytics, Al and sustainability, and

how these trends affect consumer involvement and marketing effectiveness.

Consumer Engagement in Mobile Marketing — In this part, we will examine factors that
influence user interaction with marketing content delivered through handheld devices, such
as easy-to-use interfaces, relevant information presented in a fun way (gamification), and

augmented reality experiences created around companies' products or services.

Personalized Mobile Advertising — Here some aspects are addressed as to why there is a

need to have personalized advertisements according to ones preference as opposed to the
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advances in technology possessing a balance between the two aspects of privacy and

Personalization.

5. Role of Mobile Applications — This part discusses how apps can assist in enhancing
customer loyalty and also tries to look at the incorporation of the social media platforms

into mobile advertising for immediate feedback regarding the businesses.

6. Challenges and Future Directions — The challenges that face marketers today include but
are not limited to rapid change in technology, privacy issues, etc., which need to be
addressed so as not to make them become stumbling blocks towards achieving success in

this area going forward.

7. Summary of Literature and Research Gaps -This final section summarizes the main
points brought forward by various authors and then identifies areas left untouched or less
explored, which formed the basis for carrying out the current study based on available

materials at my disposal

2.2 Overview of Mobile Marketing
2.2.1 Evolution of Mobile Marketing

The evolution of mobile marketing can be dated back to the end of the 1990s and the beginning of
the 2000s, focusing mainly on SMS-based promotions. Mobile marketing began when a Finnish
news provider sent the first mobile advertisement through a Short Messaging Service SMS in 2000.
Mobile marketing has advanced considerably over many years and takes advantage of the
developments of mobile technologies to present better and more involved techniques (Telecoming,

2023).
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In the early 2000s, the format of mobile advertising was widely known as SMS marketing. This
method entailed direct messaging of consumers. Smartphone technology was a major trigger for
new thinking on mobile marketing; the launch of the Apple iPhone in fiscal year 2007 paved the
way for mobile website and application development. This technological advancement enabled

business people to establish a bond with consumers via more engaging methods (Lynn, 2016).

With the introduction of social sites such as Facebook, Twitter, and Instagram, mobile marketing
opportunities have progressed to involve promotion on social sites. Users started employing these
sites to post quality content and perform marketing campaigns to reach consumers directly. With
the increase in high-speed Internet access and enhanced Smartphone screens, the growing
marketing ubiquity of Mobile Vsysteideo and Live Streaming also increased (Sharma, 2024).

Table 1. Evolution of Mobile Marketing (Telecoming, 2023)

Year Development Impact

2000 First SMS advertisement Initiated mobile marketing by sending direct

messages to consumers.

2007 Launch of the iPhone Enabled development of mobile-friendly websites

and apps, enhancing interaction and engagement.

2010s Rise of social media Expanded mobile marketing to include social media
platforms promotions, creating engaging content and targeted

ads.
2020s High-speed Internet and Facilitated growth of mobile video and live streaming

larger smartphone screens  as essential marketing tools.
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Present Al and AR in mobile Integration of advanced technologies for more

marketing personalized and immersive consumer experiences.

Some current research works, including Siu's (2023), explore the role of 5G technology within the
sphere of mobile advertising. They have revealed that the improved speed and reliability of
displaying advertisements have a positive effect on the consumer experience and, in turn, on
consumer engagement. It is important to note that the development of mobile marketing also
directly corresponds with the possibility of improving approaches to making consumers interaction
with brands in a way that would lead to purchasing decisions. Mobile technology is rapidly
advancing, and thus, to continue being useful, marketers need to embrace new tools for reaching

the public.

2.2.2 Key Elements of Mobile Marketing

Mobile marketing comprises several important sub-strategies that work together to capture the
consumer's attention and influence their purchase decisions. These elements comprise mobile
advertising and marketing, in-application advertisement and marketing, short-message service, or

simply SMS, combined with social media marketing.

1. Mobile Advertising comprises display ads, video ads, and interactive ads, among others.
Businesses use mobile advertising to deliver messages to the market while grabbing the

audience's attention and encouraging them to take the desired action.

2. In-App Marketing: This kind of mobile advertising entails disseminating messages within
the application using push notifications, banners, and interstitial advertisements. This form
of marketing is exceptionally effective in encouraging customers to make the next purchase
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and remain loyal. Varzaru et al. (2021) have also pointed out key design factors that

influence the extent to which users can spend time on the specific app on the mobile device.

SMS Campaigns: Even today, merely sending texts in the form of a campaign is one of
the most viable ways of mobile marketing since it is direct and personal. SMS is thus most
effective for real-time communication since the open rates are usually high, and the
response to the messages is also very fast. Research proves that timely and targeted SMS
messages motivate the target group and generate a high level of response (Jamil et al.,

2022).

Social Media Promotions: The opportunities for the Brand to directly communicate with
the consumer through these structures through findings that are on these social media
platforms, which are mostly accessed through mobile devices in more informal and
engaging ways. These platforms significantly impact consumer decisions concerning the
purchase of related products. Viswanathan et al. (2018) conducted an empirical analysis to
identify the relationship between social media interaction and consumer behavior, hence

advocating for the incorporation of social media applications into mobile marketing.
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Table 2. Key Elements of Mobile Marketing (Vérzaru et al. (2021; Viswanathan et al., 2018; Jamil et al., 2022)

Element

Mobile

Advertising

In-App

Marketing

SMS

Campaigns

Social Media

Promotions

Description

Various formats, such as display ads,

video ads, and interactive ads.

Messages are delivered within mobile
apps through push notifications,

banners, and interstitial ads.

Direct and personal messages are sent

via SMS.

Interactions through social media

platforms accessed via mobile devices.

Impact

Reaches a broad audience with
tailored  messages, captures

attention, and drives action.

Effective in  driving repeat
purchases and building customer

loyalty.

High open rates and quick response
times boost engagement and

response rates.

Influences consumer purchase
decisions, creates engaging

content, and runs targeted ads.

Some current studies include Varzaru et al. (2021), which focus on the key features contributing

to the level of engagement in mobile applications. Furthermore, Viswanathan et al.'s (2018)

investigations on the interactions between social media and consumption also emphasize the

importance of incorporating IMC mobile marketing strategies. Linking these elements to the

research question on factors influencing consumer engagement across industries underscores the

importance of a holistic approach. When a marketer knows how each of those elements contributes
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to engagement, it is much easier to build an effective marketing approach that would resonate with

the target audience.

2.3 Current Trends in Mobile Marketing
2.3.1 Personalization

Mobile advertisement that is personalized leads to a drastic effect on the manner in which
consumers engage and the products they purchase and use. The opposite of mass customization is
the technique known as targeted, individual or addressable advertising, where the adverts are
framed or positioned in a manner that corresponds to consumers' tastes, usage patterns, age, gender
and other classifications. The same sources have indicated that the use of Personalization greatly
improves the interaction rate/engagement with the customer and improves the probability of
purchase decisions (Sussman, Bright, & Wilcox, 2022). Some of the benefits for business entities

include increased click-through rates, increased customer satisfaction, and enhanced brand loyalty.

Modern research emphasizes the importance of Personalization, which has been defined in the
presented paper. For instance, Esch et al. (2021) postulated and subsequent research established
that smart ad personalization positively influences consumers' attention and patronage intentions.
Further, Kalyanaraman and Sundar's (2006) study also proved that engaging content is more
effective in improving consumer attitudes and behaviours than non-engaging content, which is
non-personal content. The given trend refers directly to the research question of this study
concerning personalized mobile advertising. Since more clients demand brands' attention and
relevant messages, marketers have to turn to big data and artificial intelligence to provide

individuals with those messages.
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2.3.2 Big Data Analytics and Al

The incorporation of big data, analytics, and Al has significantly improved mobile marketing.
These technologies enable marketers to process big data to anticipate consumers' behaviors and
market to them in real-time. Kietzmann, Paschen, and Treen (2018) enumerate various ways that

Al is disrupting consumer journey management across advertising and customer service.

Feng et al. (2019) also suggested deep learning algorithms to improve click-through rate
predictions for mobile advertising Efficiency. Another study conducted by Kalyanaraman and
Sundar in 2006 also supported the argument of this paper by pointing out the importance of Al in

the creation of content that engages consumers and impacts their purchasing behaviour.

These trends in big data analytics and Al are relevant to improving mobile marketing, which
corresponds to the research goal of this study, which is to increase consumer participation and
conversion. The possibility of generating individual content for the target audience and providing

it on time indicates the efficiency of the marketing input.

2.3.3 Sustainability

Sustainable practices in mobile marketing are increasingly important as they positively impact
brand reputation and consumer loyalty. Consumers are becoming more environmentally conscious
and prefer brands that adopt eco-friendly practices. Implementing sustainable strategies in mobile
marketing not only appeals to this growing demographic but also enhances overall brand

perception.

Sussman et al. (2022) explore the literature on the role of integrating sustainability in mobile
marketing to address consumer expectations and compliance with regulatory standards. In another
research by Goldenberg Nir and Salcudean (2019), it was established that sustainability practices

Page 30 of 99



improve consumer trust and loyalty due to advertising. Engaging consumers and retaining them
by connecting sustainability practices to them can address part of the research question. By
integrating Responsible Mobile Marketing, brands are in a position to have better and longer-term

conspicuity with their consumers.

2.4 Consumer Engagement in Mobile Marketing
2.4.1 Factors Influencing Consumer Engagement

A successful mobile marketing strategy considers factors such as convenience, Personalization,
gamification, augmented reality and exclusive mobility. All these aspects are significant in helping

grab the consumer's attention and branding for long-term engagement.

1. User-friendly Design: Designing a good mobile interface leads to easy and smooth
navigation, which makes interaction very easy. A study by Sobti et al. (2023) further
supports the argument that the application's usability and good looks have the most
substantial effects on the applicableness. This study revealed that organizing your screen
more simply and appealingly not only helps attract users but also makes them interact more,

thus effectively satisfying the user.

2. Personalized Content: This creates higher relevance of delivered material since it
corresponds to a definite customer's choice. Research by Sussman et al. (2022) revealed
that enhancing mobile campaigns through targeted advertisements resulted in better click-
through rates and overall satisfaction among consumers. Targeting content guarantees that
a consumer receives only those messages and offers that he or she is likely to respond

positively to and make a conversion.
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Gamification: The use of incentives, point systems, and scoreboards to pursue the mobile
marketing strategy would be useful. According to Hamari et al. (2014), the use of
gamification increases the motivation level and participation of the users, thereby
improving the level of engagement. Drawing out components of competition and
incentives, gamification transforms supposedly monotonous activities into delightful
activities, hence encouraging more consumers to engage in the activities as well as

encouraging them to remain loyal.

Augmented Reality (AR): AR features create unique experiences that engage the
consumer properly. Javornik (2016) reveals that, in the same vein, AR applications in
mobile marketing are acknowledged to increase consumer engagement through engaging
and unique experiences. These are important benefits for consumers since AR enables them
to see products in their environment, test virtual experiences, and communicate with brands
in unique manners, which increases the possibilities of interacting with and converting

them.

Mobile-Exclusive Promotions: Using mobile-only promotions can help boost consumer
engagement because people like to know that they can get definite benefits, in this case,
attractive promotions, only by utilizing their mobile devices. According to Seyedghorban
et al. (2016), when the right tactics are applied, consumers get excited, and this boosts the
level of engagement as well as conversion. Mobile-only coupons compel clients to interact
more with the Brand through their handheld and most used device, the mobile, making

them more loyal.
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Table 3. Factors Influencing Consumer Engagement

Factor

User-Friendly Design

Personalized Content

Gamification

Augmented Reality

(AR)

Mobile-Exclusive

Promotions

Description

Intuitive navigation and appealing

aesthetics

Customized ads based on

consumer pr eferences

Rewards, points, leaderboards in

marketing

Immersive and interactive

experiences

Offers are available only through

mobile channels

Impact on Engagement

Increased user satisfaction and

retention

Higher click-through rates and

satisfaction

Enhanced motivation and

participation

Higher levels of interaction and

conversion

Increased interaction and

conversion rates

Connecting these factors to the research question on influencing engagement, it can be concluded
that a comprehensively designed website with appealing, micro-targeted content, gamification, AR
and a reward for the user's loyalty will be effective stimuli to increase engagement. In this way,
these elements reflect the objectives of the research on the optimal strategies of mobile marketing

by helping marketers create strategies that can influence consumers' interest and, thus, retain them.
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2.4.2 Impact of Interactive Features

Interactive features, including gamification and augmented reality (AR), are very important in
attracting consumer attention and prompting them to participate. These features convert passive

consumption into active engagement, making mobile marketing effective.

1. Gamification: Incorporating rewards and challenges that come with games into mobile
marketing strategies can do wonders for user involvement. Gamification was discovered
by Hamari et al. (2014) to uplift drive so that more enjoyable and rewarding interactions
are created through it. This taps into people's intrinsic motivations, such as competition and

achievement, which subsequently increase their participation in advertising materials.

2. Augmented Reality (AR) creates immersive experiences that greatly increase customer
engagement levels. According to Javornik (2016), using AR apps in mobile marketing
ensures interactive experiences that appeal to and hold onto clients' interests. When users
can relate digital content to real-world situations, they value such engagements more, hence

heightening satisfaction rates among them coupled with conversions.

From the discussion about how these features increase consumer interaction, it is evident that if
we want people to have a better experience in terms of participation, then interactivity should be
improved upon, especially through things like games (gamification) or even virtual reality like
AR. All of this aligns with the aim of this study, which is to find out ways through which marketers
can optimize mobile promotional campaigns so as to create higher degrees of involvement among

customers leading purchase decisions.
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2.5 Personalized Mobile Advertising
2.5.1 Importance of Personalization

Consumer data is used in mobile advertising to create personalized and relevant advertisements.
This increases consumer participation, affecting their purchasing power. Individualized adverts
resonate with people more because they speak to personal needs and behaviours, thereby making

marketing interesting (Sussman, Bright & Wilcox, 2022).

Several recent studies confirmed the effectiveness of personalized advertising. Al-powered
Personalization in advertisements improves consumer engagement and the likelihood of purchase,
according to research findings by Esch et al. (2021). Kalyanaraman and Sundar (2006) also found
that tailored content can affect attitudes and behaviours among consumers more than generic
messages do. These findings align directly with our study objectives and questions about how
customizing ads may drive customer involvement or influence buying decisions. In line with the
growth experienced within the mobile marketing industry, marketers need to understand that they

have no option but to personalize their content using rich insights gathered from customers

2.5.2 Technological Advances

Mobile advertising has benefited from big data and Al, which have been used to create alternate
mobile advertisements that are personalized in real-time. These technologies enable marketers to
process a large volume of information to anticipate purchasers' behaviour and adapt their
marketing strategies. Marketing platforms integrated with artificial intelligence can especially
provide content and suggestions based on user's activities, which can greatly improve mobile

advertising campaigns (Kietzmann et al., 2018).
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Deep learning has been used to improve click-through rate predictions, as noted by Feng et al.
(2019), from which mobile advertising can benefit. Kalyanaraman and Sundar, a study conducted
in 2006, also brought out the point that advanced Al tools had a great role to play in the production
and presentation of content tailored to fit the customers which did have a major impact on the way
consumers respond and the choices they make about the products. All these technological
advancements are essential to the efficiency of mobile marketing initiatives, which are designed
to meet the research goal of increasing customers' attention and thus promoting purchase intent.
Various advanced data analysis tools make it possible to provide targeted and timely content to

clients so that marketing has the desired effect.

2.5.3 Consumer Perceptions and Privacy Concerns

One of the biggest challenges is to find a balance between Personalization and privacy while
focusing on providing the consumer with more confidence in the Brand. Consumers also like it
when ads are targeted; however, they want their data to be processed appropriately by brands.
Privacy issues and proper disclosure of data management might improve customer trust, as well

as the efficiency of techniques used in targeted commercials (Sussman et al., 2022).

Another study by Goldenberg, Nir, and Salcudean in 2019 showed that when organizations'
intentions of using consumers' data were clear, and there was an assurance that privacy would be
respected, consumers would be loyal. Moreover, Kietzmann et al. (2018) noted that with the
increased use of Artificial Intelligence in Personalization, ethical concerns were a topic of debate.
The repercussions of privacy issues on targeted mobile advertising are immense in their impact.
From the analysis, it is clear that achieving the right blend of Personalization and privacy is an

important factor that can shape consumers' trust on which marketers rely due to the effectiveness
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of the technique. This aspect has a clear link to the objectives of this study, which are to identify

consumer engagement and enhance mobile marketing.

2.6 Role of Mobile Applications
2.6.1 Enhancing Customer Loyalty

Mobile applications are well-positioned to drive customer loyalty because of the value they offer
to customers through customization, flexibility and experience. These apps help businesses in a
way that now they can directly and closely communicate with their customers, hence building up

a strong bond of loyalty with the businesses.

Personalized Experiences: Mobile apps engage users by adapting to the information users either
purchase, like, or do in some other way. Such an approach helps customers to feel special and
unworthy and appeals to their reason, thus increasing their loyalty immensely. For example, a
loyalty app may contain features that provide discounts or suggestions to users, which would make
them return to the application. Literature reveals that the concept of mobile application
personalization results in increased customer satisfaction and loyalty (Khrais & Alghamdi, 2021;

Yum & Yoo, 2023).

Convenience: The mobility associated with business through mobile apps has a significant role in
the high level of satisfaction and loyalty customers show towards the businessman and his
products. Basic functionalities like multiple/carousal navigation that works perfectly, a clear and
simple payment process, and availability of the site 24/7 without interruptions make the customers'
experience very pleasant and hardly complicated. This convenience is essential for the current
generation, as everyone is busy with their daily schedules. As postulated by Khrais and Alghamdi
(2021), studies show that by offering convenience in using mobile apps, there is a high probability

of customer loyalty.
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Engaging Features: There are always trends in products such as gamification, augmented reality
and other features that help to make the products attractive and user-engaging. Features such as
points, Missions, challenges, and leader boards make the users more active and use the app more
frequently, hence increasing loyalty. As noted by Varzaru et al. (2021), such features greatly
increase user engagement and loyalty since the game process becomes more entertaining and

comprehensively fulfilling.

The characteristics of mobile apps are relevant to the research question of increasing consumers'
engagement and loyalty. One way of enhancing consumer loyalty is through custom, convenient
and fun mobile apps. Such integration of other features, such as interactivity and user-friendliness

of the media features, guarantees that the customers stay with the Brand.

2.6.2 Integration with Social Media

The integration of social media in mobile marketing allows businesses to receive real-time
feedback from consumers, strengthening the business—customer relationship. Social networking
sites serve as another tool by which firms can communicate and engage with consumers directly,

thus creating a more flexible marketing strategy.

Real-Time Interaction: By integrating social media into the business, companies are able to
engage with their customers directly and answer their questions, feedback and comments in real-
time. This immediacy helps strengthen the direct communication between the Brand and the
customers, which is a sign that the Brand actually cares about the customers' needs. Yum and Yoo
(2023) also confirm that real-time interaction is critical in improving clients' satisfaction and their

level of loyalty.
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Feedback and Engagement: Customers are easily accessible through social networks, and
feedback obtained from them can help make corresponding adjustments to the product or service
being offered. Communicating with customers through social networks also stimulates their
contribution to content generation in the form of reviews and testimonials, which is beneficial to
the brand image. Research by Khrais and Alghamdi (2021) indicates that there is a high correlation

between social media activities and customers' needs and the quality of the services to be provided.

Discussion: In view of the social media integration to research objective involving the
improvement of mobile marketing strategy, it can be argued that the integration of social media
can improve customers' experience and thus boost their loyalty. The integration of social media
platforms supports the functions of the mobile application's features to enhance a more effective

marketing tool in real-time interaction.

2.7 Challenges and Future Directions

2.7.1 Challenges

Mobile marketing has several issues that affect its efficiency and optimization. Some of the
challenges include security and privacy, technological advancement and dynamics, and consumer

trust.

Privacy Concerns: Another issue that has occurred with mobile marketing is the issue of privacy
due to the fact that consumer data is collected with the aim of developing and delivering
personalized content. Customers are waking up and starting to understand what rights they have
to their data and, therefore, expecting more transparency with regard to data usage. This has led to
more rigid conditionality, such as the GDPR of the European Union, which comes with hefty

penalties for violation. The problem is that consumers have a finite amount of attention and time

Page 39 of 99



while marketers have increasing demands and more knowledge about the consumer and more
intrusive technologies; thus, the question arises how marketers can respect the consumers'

willingness to be targeted, their privacy, and the existing legal frameworks (Kounkel, 2023).

Data Security: Considering the amount of data received through the use of applications and
platforms on portable devices, data security has now become a major issue. Insecurities can be
catastrophic with regard to both severities — financial and reputation. Marketers need to ensure that
their consumers' information is protected from external influences and hackers. Gartner (2023)
says that spending on new-generation security solutions, as well as following more strict security

measures and methods, remains the only way to restore consumers' trust and secure data.

Rapid Technological Changes: Technological changes are fast, and this has become a major
hurdle for mobile marketers. Subsequently, the management of new technologies such as Al, AR,
and 5G remains an ongoing process because new knowledge is constantly required. Thus,
marketers are flexible and creative by including these technologies in the existing marketing
strategies. That is why this progressive development can also have negative effects, such as the

growth of costs and the problem of resource distribution (Gartner, 2023).

Maintaining Consumer Trust: Trust is considered to be one of the most important factors in
mobile marketing with regard to both its creation and sustainability. People call for brands to
respect their data and make something valuable out of that for the clients' interactions. It can be
damaged by invasive ads, content that is unrelated to the users' interests and misuse of the data
they provide. However, in the current scenario, marketers can target with high relevance and make
use of customer data for personalized experiences and must be clear about it to build long-term

associations (Brutti, 2023).
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Table 4. Challenges and Descriptions (Kounkel, 2023; Gartner, 2023; Brutti, 2023)

Challenge Description

Privacy Concerns Balancing Personalization with data protection and respecting user
consent.

Data Security Implementing robust measures to protect consumer data from

breaches and cyber threats.
Rapid  Technological Adapting to fast-paced advancements like Al, AR, and 5G while
Changes managing costs and resources.
Maintaining Consumer Delivering relevant and personalized experiences while being

Trust transparent about data usage.

These challenges greatly affect the improvement of mobile marketing strategies. It is vital to
explain that focusing on privacy and data security issues is one of the key steps toward winning
consumers' trust, which plays a crucial role in engagement. Technological advancement is on the
rise, and marketers need to adapt quickly to every available innovation. Thus, revealing these
challenges will enable marketers to offer other practical and trustworthy mobile marketing

strategies that meet the objectives of the research.

2.7.2 Future Directions

Mobile marketing strategy is highly dependent on the development and innovations of new
technologies and the activity and interaction of customers. For marketers to enhance the
deployment of mobile marketing, it is imperative to examine the interferential role of A, AR and

VR; cultural and demographical factors.
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Artificial Intelligence (AI): Al also clears the way for the campaign to allow for a higher level of
customization and that alone improves the prospects of the campaign. The use of artificial
intelligence coupled with the habits of people in the provision of content therefore leads to
marketers being able to know about people and perfect the delivery of their content and
suggestions. Additionally, the utilization of Al in the particular sphere of marketing can also result
in an automated improvement of other features of marketing, for instance targeting, or the relations
with customers; in such a manner they will be capable of executing such tasks better and at a lower

costs (Gartner, 2023).

Advice From Transitioning Executives

By 2026, 80% of advanced creative roles
will be tasked with harnessing GenAl to
achieve differentiated results, requiring
CMOs to spend more on talent.

Gartner.
E12023 Gartrer, Ina. andor its affiliates. All rights ressrved. 2669416 ®

Figure 5. GenAl Potential Future Roles (Gartner, 2023)
Augmented Reality (AR) and Virtual Reality (VR): Engagement levels that augment reality or
virtual reality systems can bring to the consumers is another level up. It is a group that develops

interesting content that will grab people’s attention and at the same time give them memorable
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brands. For instance, customers could use AR to see how products will appear in their own
environment before buying something; this might enhance their shopping experience, hence

increasing conversions (Kounkel, 2023).

Cultural and Demographic Differences: People in various parts of the world react differently
towards some types of ads or promotions displayed on their smartphones or tablets because
different cultures have different needs when it comes to advertising messages received via mobile
devices. Therefore, the one-size-fits-all approach does not work here; hence, marketers should
ensure that such campaigns are designed to resonate well among diverse groups, leading to more

focused, successful marketing endeavors (Brutti, 2023).

Table 5. Future Directions and Descriptions (Kounkel, 2023; Brutti, 2023)

Future Direction Description

Al Enhancing Personalization and efficiency through Al-driven
analytics and automation.

AR and VR Providing immersive and interactive experiences to enhance
consumer engagement.

Cultural and Designing targeted campaigns that resonate with diverse

Demographic Differences  audiences based on cultural and demographic insights.

It is important to discuss the future projections of the given subject areas of research to fill the gaps
and enhance the efficiency of marketing. AR and VR, in particular, are the technologies that bring
more opportunities for individualization and increase people's interest, which corresponds to the
objectives of this research. Cultural and demographic analysis helps in comprehending the

marketing strategies to be used on different consumer bases. The findings of this paper, therefore,
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enable marketers to harness these technologies and knowledge to create distinct and effective
mobile marketing approaches.

2.8 Summary of Literature and Research Gaps
2.8.1 Summary of Literature

The literature review regarding mobile marketing provides extensive information about consumer
engagement, advertisement, and mobile applications. This piece's essential discoveries assert the
relative advanced change from the initial perfect mobile marketing that initially included only
SMS advertisement to current sophisticated mobile marketing strategies that use technologies like

artificial intelligence (Al) and augmented reality (AR).

Consumer Engagement: User-friendly design, personally orientated context, the idea of
gamification, and AR are indisputably important in the context of consumer experience
management. Segmented and targeted advertisements are likely to have a high click-through rate
as well as higher client satisfaction because appropriately targeted material was delivered as per
client's interest (Sobti et al., 2023; Sussman et al., 2022). Thus, with the aid of gamification and
AR, one can create interactions with the consumer that will increase involvement and retention

(Hamari et al., 2014; Javornik, 2016).

Personalized Advertising: The use of Al and big data concepts to tailor the mobile ads a consumer
sees also leads to a shift in consumer behaviour. Products or services that incorporate consumer
statistics as a basis for adverts are more persuasive to the users. Nonetheless, finding the right
mixture between Personalization and privacy is crucial to establishing consumers' trust

(Kietzmann et al., 2018; Esch et al., 2021).
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Mobile Applications: Mobile apps are quite useful in delivering more personal, convenient, and
entertaining approaches. Facilities, including recommendation engines, game designs, and social
media compatibility, boost clients' commitment and interaction (Varzaru et al., 2021; Khrais &

Alghamdi, 2021).

Table 6. Summary of Literature Findings

Element Key Findings References
Consumer User-friendly design, personalized content, Sobti et al. (2023);
Engagement gamification, and AR significantly enhance Sussman et al. (2022);
consumer engagement. Hamari et al. (2014);
Javornik (2016)
Personalized Al and big data analytics enhance personalized Kietzmann et al. (2018);
Advertising advertising, impacting consumer behavior. Esch etal. (2021)

Balancing Personalization with privacy is

essential.

Mobile Personalized recommendations, gamification, Varzaru et al. (2021);
Applications and social media integration in mobile apps Khrais & Alghamdi (2021)

enhance customer loyalty and engagement.

2.8.2 Research Gaps
After studying the literature, the following gaps were identified, meaning that problems need

further examination to enhance the successful use of mobile marketing strategies.
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Holistic Optimization Tactics: Strategizing for consumer engagement, therefore, requires an
integrated approach that takes into consideration personalization and interactivity. This is
important because current research on mobile marketing usually defines only certain items or
factors and studies them without taking into account potential interactions. To depict a clearer
picture, a multifaceted approach of different elements, including the creation of individualized

content and engaging features, is needed to create better strategies (Sow, 2023).

Long-Term Effects on Customer Loyalty and Brand Perception: Mobile marketing
communication strategies have minimal studies on the impact on customer loyalty and brand
perception in the long run. To establish strategic approaches for marketing communication,
Marshall (2022) has pointed out that it is essential to comprehend these long-term effects in order
to look for long-term influence to preserve customer loyalty (Braun, 2024; Korizis and Glick,

2023).

Balancing Personalization with Privacy Concerns: While Personalization in mobile marketing
is gradually advanced, the problem remains of how to achieve just the right level of Personalization
while still considering the user's rights to privacy. More investigation is required to identify

approaches that protect the consumer's privacy while creating custom experiences (Fanaras, 2023).

Impact of Cultural and Demographic Differences: Customers' preferences and consumption
patterns are also found to differ significantly by geographic and demographic zone. These factors
suggest that more research is needed to develop marketing tactics that are more effective in

reaching out to a variety of population subgroups (Palumbo, 2023).

Potential of Emerging Technologies: Novel solutions like Al, AR and VR present completely

new ways of increasing Personalization and client involvement. However, their usefulness and
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potential influence on mobile marketing efforts have yet to be at their full capacity. More in-depth

research must be done to express specific uses and advantages of these technologies in the mobile

marketing space (Gartner, 2023).

Table 7. Research Gaps and Descriptions

Research Gap
Holistic  Optimization
Tactics

Long-Term Effects on

Customer Loyalty

Balancing
Personalization with

Privacy

Cultural and
Demographic

Differences

The Potential of

Emerging Technologies

Description

Need for integrated strategies combining

Personalization and interactivity.

Limited research on the long-term impacts
of mobile marketing on loyalty and brand

perception.

The challenge of balancing sophisticated

Personalization with privacy concerns.

Need for understanding cultural and

demographic  variations in  mobile

marketing responses.

Further research is needed on the impact and
applications of Al, AR, and VR in mobile

marketing.
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Despite these identified gaps, relating them to the research questions and objectives highlights the
necessity of this study. To fill these gaps, this research seeks to provide best practices on how to
effectively advance the mobile marketing holding and encourage consumers' purchase behaviour.
It is hoped that this perspective will be useful to practitioners and can contribute to the definition
of marketing strategies that are efficient and designed for the long term, especially in a context of

constant technological change.

2.9 Conclusion

The literature review in this paper also provides a summary of the knowledge of mobile marketing
from its development to the present state and the essential factors that influence consumers'
attention and purchasing behaviour. At the same time, the review reveals the crucial role of
individual approaches to content, convenience in navigation, the use of game approaches, and
augmented reality in improving the result with the consumer. In addition, it also underlines the
importance of mobile applications for offering customized, convenient, and compelling services,

hence increasing customer retention.

These findings reveal that mobile advertising, in-application marketing, short messaging services
marketing, and social marketing are fundamental constituents of mobile marketing. Kaplan named
mobile advertising as among the most efficient techniques of enhancing awareness and promoting
products and services among the target consumers; specifically, popular technologies like Al and
big data have been reported to create Personalization to consumers, hence turning them to engage
to advertised items. Nonetheless, the literature also points out key issues that characterize SM;
these are privacy, security, and dynamism, which are occasioned by the ever-evolving

advancements in technology.
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Importance of Addressing Research Gaps

However, there are still many areas where further study is needed to optimize mobile marketing

strategy.

Methods of holistic optimization: What has been done so far is the isolation of one
element of mobile marketing for detailed research. Personalization should be combined
with interactivity, among other things. An integrated approach would reveal more effective
ways (Sow, 2023).

The impact over time on customer loyalty and brand perception: So far, little has been
researched about how long-term effects can be achieved through these strategies. This
means that it is necessary for them to find out what these impacts are in order to create
sustainable methods that will keep customers loyal for long periods (Braun, 2024; Korizis
and Glick, 2023).

Personalization and privacy concerns: With increased sophistication in this area comes
the need to balance privacy and Personalization. Therefore, it is important that they find
methods of ensuring consumers' privacy while providing them with personalized
experiences at the same time (Fanaras, 2023).

Cultural and demographic differences: More investigation should be carried out into
cultural and demographic variations concerning consumer behaviour and preferences. Only
through such understanding can marketers develop marketing plans targeting different
groups of people (Palumbo, 2023).

Emerging technology potentialities: Some examples here include AI, AR or virtual
reality (VR), which have great potential for personalizing things further and promoting
engagement on mobile devices. Nevertheless, their full benefits and applications to mobile
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strategies have yet to be fully understood, hence the need for additional studies on this issue

(Gartner, 2023).

Based on these gaps, this research seeks to add value to the knowledge of mobile marketing and
likely contribute to the improvement of mobile marketing strategies to encourage consumption
patterns among consumers. This approach will, therefore, be useful to marketers and other
stakeholders in providing a rich source of information that will enable them to propose and

implement suitable marketing strategies that are appropriate for the dynamic market.
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Chapter 3: Methodology

3.1 Introduction

This chapter describes how the research was conducted regarding mobile marketing strategies that
can attract consumers’ attention and alter their purchasing behaviour. This methodology will help
answer the research questions and objectives listed in previous sections while providing a

systematic and organized procedure for gathering information as well as analysing it.

3.2 Research Philosophy

This research study applies a pragmatic research philosophy. The reason for this is that it uses
quantitative approaches to try and understand how different mobile marketing approaches can be
optimized for improved consumer engagement and purchasing intentions. The main idea behind
pragmatism is putting concepts into action and translating results into practice, or the practical

application of knowledge (Saunders, Lewis, & Thornhill, 2019).

In a pragmatic approach, any given concept or theory’s truth and meaning are determined by its
effects (Creswell & Creswell, 2018). Such a philosophical position does not belong to any school
of thought or methodology but rather seeks ‘what works’ in real life as far as addressing the
research problem is concerned (Tashakkori & Teddlie ,2010 ). In this study, pragmatic philosophy
is demonstrated through use of quantitative research method which gives broad view about
consumers’ engagement and purchasing trends .Structured questionnaires will be used in
collecting quantitative data from consumers across different industries .Correlation analysis will
then be used to determine relationship between various mobile marketing strategies employed and

their effectiveness.
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3.3 Research Approach

The research methodology used in this study is mainly positivist. The main objective of the study
is to create and test hypotheses about mobile marketing and consumer behaviour through the
collection and analysis of quantitative data. Deductive reasoning begins with a theory, then moves
on to examine its derived hypotheses by means of observations (Bryman & Bell, 2007). This means
that different mobile marketing strategies will be proposed from literature review, which will
influence consumers’ involvement as well as purchasing behaviors. These hypotheses will be

tested using survey data collected from consumers.

For analyzing quantitative data collected, correlation analysis will be used. According to Field
(2018), this type of analysis looks into the strength and direction of relationships between
variables. Therefore, deductive approach is adopted in this research so as to come up with clear
conclusions that can help design effective mobile marketing strategies. This approach helps to
establish the research findings in the existing theory while at the same time adding empirical data

to the body of knowledge.

3.4 Research Method
3.4.1 Quantitative Method: Surveys

The main data collection technique is structured surveys. Questionnaires are common in
quantitative research since they enable the researcher to collect data from a large number of
respondents within a short period (Creswell, 2009). For this research, an online survey has been
developed and administered to consumers from various industries. The survey is divided into two

main sections: Basic Demographic Characteristics and Mobile Marketing Interaction and Activity.
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3.4.2 Survey Structure
The survey comprises the following sections and types of questions:

e Demographic Information: This section gathers information concerning the respondents'
age, gender, education level, employment status, income level, marital status, number of
children, geographical location, type of house, and ethnicity. Gathering this demographic
information enables the identification of the various ways through which people in
different demographic categories engage with mobile marketing. This information is very

useful for defining the marketing approaches to different target groups.

e Mobile Marketing Engagement and Behavior: This section contains questions on the
respondents' exposure to mobile marketing content, the relevance and targeting of the ads
received, the use of mobile applications, and how these influence buying behavior.

Questions are designed to capture the following:

o Frequency of engagement with mobile marketing content (ads, promotions,

notifications).

o Relevance and personalization of mobile ads.

o Usage of mobile apps provided by favorite brands.

o Influence of loyalty programs offered through mobile apps on purchasing

decisions.

o Appreciation of receiving push notifications regarding promotions and new

products.

o Concerns about privacy when personal data is used for personalized advertising.
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o Likelihood of engaging with interactive mobile ads (e.g., games, quizzes, AR

experiences).

o Satisfaction with the overall user experience of frequently used mobile apps.

o Influence of mobile ads on purchasing decisions.

3.4.3 Survey Design
The survey contains multiple-choice questions and Likert scale questions to assess the participants'

beliefs. This mixed approach helps ensure that the collected data is sufficient and specific

(DeVellis, 2017).

3.4.4 Sampling Method
The probability sampling technique, which is stratified random sampling, is used so as to have a

sample that is a representation of the population. This approach increases the external validity of

the research (Saunders, Lewis, & Thornhill, 2019).

3.4.5 Data Collection Process
The survey was conducted online using Google Forms. Recruitment is done through Facebook, a
mailing list, and LinkedIn. This format is chosen because it is easy to use and can reach many

people at once.

3.5 Data Analysis
The collected data will be analyzed using correlation analysis to test the hypothesis and to find
correlation coefficients between the variables. This study will use correlation analysis because it

will establish the nature and extent of the association between mobile marketing strategies and
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consumers' engagement and purchase behavior. The analysis will be conducted with the assistance
of statistical tools like Statistical Package for the Social Sciences (SPSS). The key steps in the data

analysis process include:

o Data Cleaning: Ensuring the dataset is free from errors or inconsistencies.

o Descriptive Statistics: Summarizing the basic features of the data, including mean,

median, mode, and standard deviation.

o Correlation Analysis: Using Pearson’s correlation coefficient to measure the strength and

direction of the relationship between variables.

o Interpretation: Analyzing the results to draw meaningful conclusions and provide

actionable recommendations for optimizing mobile marketing strategies.

3.6 Ethical Considerations
3.6.1 Informed Consent

All the participants are informed before they participate in the survey. The study information sheet
gives participants full details of the study, the role they will play, and how their data will be
utilized. This information is provided at the onset of the survey, and the participants are required

to tick 'Yes, I agree' before they continue with the survey.

3.6.2 Confidentiality and Anonymity

The participants' right to privacy and anonymity are sacrosanct. In particular, there is no moment
in the survey where the authors ask the respondents for any personal information. The responses
are anonymous in a manner that would not allow any person to identify the participants in the
study. The information collected is for information purposes only, and it is also well protected so

that there is no violation.
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3.6.3 Data Protection

Security measures are taken with regard to the information collected to protect the data. The survey
is conducted online using secure platforms such as Google Forms and therefore adheres to data
protection laws such as GDPR. The data is kept in encrypted forms, and only the researcher and

other personnel involved in the study will be allowed to access it.

3.6.4 Right to Withdraw

Participants are informed that the survey is completely voluntary, and they have the right to
withdraw from the survey at any time without any reason. They are also informed that they can
decline any question that they do not want to answer, thus making participants free from any

pressure or force to complete the survey.

3.6.5 Minimizing Harm

The research is aimed at avoiding any possible adverse effects on the participants. The questions
are designed in such a manner that the respondent will not feel uncomfortable or distressed in any
way. Also, the survey is targeted at the general population and their experience with mobile
marketing, which is not an area that is likely to elicit Harm or distress to the participants.

3.6.6 Ethical Approval

This research has been approved by the National College of Ireland institutional review board and
ethics committee. This approval process entails the assessment of the research design, methods,

and ethical issues in order to determine whether the study is ethical.
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3.6.7 Transparency and Integrity

There is adherence to the principles of transparency and integrity in the course of the study. They
are made aware of the objectives of the study and how data collected from them will be used to
achieve the research goals. The study report will be free from any form of fabrication and

falsification of results as it will be based on the findings of the study.

3.6.8 Debriefing
The participants are also given further details about the study at the end of the survey regarding
the use of collected data and how they can obtain the findings of the research if they wish. Such

Debriefing enables the participants to be fully informed and to ask any questions they may have.

3.7 Limitations
3.7.1 Sample Size and Representation

One limitation of this study is the sample size of 109 respondents. While this number is adequate
for conducting correlation analysis, it may only partially capture the diversity of the broader
population. As the sample is limited, the findings may only be somewhat generalizable to some
consumers or industries. Future research with larger and more diverse samples could provide more

comprehensive insights.

3.7.2 Cross-Sectional Design
The study also uses the cross-sectional research design, which gathers information only once. This
approach gives a cross-sectional view of the consumers’ interaction with mobile marketing

techniques and does not show the changes that occur with time. Cross-sectional studies, which
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gather data at one point in time, could not capture changes in consumers’ behavior over time and

temporal fluctuations in the effects of mobile marketing strategies.

3.7.3 Self-Reported Data

The information gathered in this study is self-reported; therefore, the information presented herein
reflects the participants' perceptions of and recalls of mobile marketing. Self-reported data are
known to have some types of biases, such as social desirability bias, recall bias and response bias.
The respondents may exaggerate their participation and activities in a certain field. Another
methodological improvement that could be made in the research is the use of actual interaction

with mobile marketing content as a way of enhancing the validity of the findings.

3.7.4 Survey Design and Question Interpretation

Even though the survey was well-developed and pre-tested, there could be some confusion in the
interpretation of the questions posed to the respondents. Another source of variability is the
differences in the manner in which people understand and respond to questions in a survey. To
avoid this, questions are asked in the simplest form possible, and at the end of the study, a pilot

test is performed to identify the problems.

3.7.5 Limited Scope of Mobile Marketing Strategies

The survey focuses on specific aspects of mobile marketing, such as SMS campaigns, in-app
advertising, mobile web ads, and social media promotions. However, mobile marketing is a broad
field that includes various other strategies and technologies, such as location-based services,

mobile wallets, and augmented reality experiences. The study's findings might only be applicable

Page 58 of 99



to some other areas. Future research could expand the scope to include a wider range of mobile

marketing strategies.

3.7.6 Privacy Concerns

Given the increasing concern over data privacy, respondents might have reservations about sharing
honest feedback regarding their interactions with personalized mobile ads. This could lead to
underreporting of engagement levels due to fear of privacy invasion. Emphasizing the
confidentiality and anonymity of responses can help mitigate this issue, but some level of

reservation might still affect the data quality.

3.7.7 Geographical and Cultural Differences

The sample includes respondents from various geographical regions, but the study might need to
account for cultural differences that influence consumer behavior fully. Cultural factors can
significantly impact how consumers perceive and interact with mobile marketing. Future studies
could conduct comparative analyses across different cultural contexts to better understand these

variations.

3.7.8 Technological Variability

The effectiveness of mobile marketing strategies can be influenced by the varying levels of
technology adoption and usage among different demographic groups. This study might need to
capture the full impact of technological literacy on consumer engagement. However, there is scope
for more research to examine the way in which the technological literacy influences the

engagement with the mobile marketing content.
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Chapter 4: Analysis and Interpretation of Results

4.1 Introduction & Structure of the Sections

The primary focus of this chapter is to analyze and interpret the SPSS findings which examine
how different mobile marketing strategies affect consumer engagement (CE). These results are
important because they shed light on what kind of marketing approaches can draw in and retain a
consumer’s interest, thus leading them to buy more products or services. This chapter aims at
providing a clear organizational framework that shows the relationships among all variables
involved. It seeks out patterns within the data by examining it closely. Mobile marketing strategies
used may influence any number of things, including CE. This part has been written so that the
results can be understood through descriptive statistics, regression analysis, correlation analysis as

well as discussion.

Descriptive statistics provide a broad overview of sample traits and show demographic as well as
behavioural characteristics of participants. It gives background for deeper scrutiny by summarizing
important data like age, gender, income and location. To measure consumer involvement in this
research we use regression analysis with perceived benefit (PB), personalization of mobile ads
(PMA) and mobile application usage (MAU) acting as independent variables. This will reveal their
closeness to each other concerning strength thus shedding light on which one influences consumer

engagement most significantly.

Correlation analysis attempts to demonstrate how closely these variables are connected. It does
this by looking at their degree of relationship with each other. The different marketing strategies
can be better understood in terms of their influence on overall consumer engagement by observing

the correlations between them. Lastly, all the results from earlier analyses are combined and
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interpreted using a theoretical framework and existing literature in the Discussion section.
Furthermore, this segment will point out the practical implications that such findings have for
marketing, particularly suggesting ways through which mobile marketing strategies meant to boost

consumer engagement could be improved upon.

Chapter four is focused on showing and discussing the evidence that determines how mobile
marketing contributes to customer engagement. It is hoped that this will give marketers who are
looking for proof about ways of getting more involved with their clients in a growing digital

market.

4.2 Descriptive Statistics
Table 8. Descriptive Statistics

N Minimum [Maximum [Mean Std. Deviation
Age of respondent]23 2.00 5.00 4.0000  [.52223
|Gender 23 1.00 2.00 1.1739  [38755
Income 23 4.00 5.00 4.3043 147047
Resident 23 1.00 5.00 2.6087  |1.46905
Valid N (listwise) |23

Age of

respondent  |Gender [I[ncome [Resident
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N Valid |23 23 23 23

r\/lissing lo 0 0 0

The aim of descriptive statistics is to give basic information about the sample's characteristics

regarding age, gender, annual income, and geographical location. These characteristics are
important in analyzing the demographic background of the mobile marketing strategies adopted

and their resultant Consumer Engagement (CE).

Table 9. Age of respondent

Cumulative

Frequency |Percent [Valid Percent [Percent

Valid 25-34 |1 4.3 4.3 4.3
45-54 120 87.0 87.0 91.3
55-64 |2 8.7 8.7 100.0
Total |23 100.0 100.0

Age of Respondents: Respondents' ages range from 25 to 64 years, and the majority of them
(87%) are between the ages of 45 and 54. Such a high concentration in one category indicates that
the sample mainly consists of middle-aged people, which may affect how widely these results can

be applied. The statistics on age distribution are as follows:
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¢ Minimum: 2.00
e Maximum: 5.00
e Mean: 4.00

e Standard Deviation: 0.52223

Count of What is your age?

m 25-34
m 35-44
= 45-54
55-64
Figure 6. Pie Chart of Age Count
Table 10. Gender.
Cumulative

Frequency |Percent [Valid Percent |Percent

Valid male 19 82.6 82.6 82.6
FEMALEHM 17.4 17.4 100.0
Total 23 100.0 100.0
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Gender: The sample comprises 82.6% males and 17.4% females. This significant gender disparity
points to a majority of male respondents. It needs to be considered when interpreting the results,
as gender differences can influence consumer behavior and interaction with mobile marketing

strategies. Below is the breakdown of gender distribution:
e Male: 19 (82.6%)
e Female: 4 (17.4%)

Table 11. Income

Cumulative
Frequency [Percent [Valid Percent [Percent
Valid €60,000- €79,000 |16 69.6 69.6 69.6
£80,000- €99,000 |7 30.4 30.4 100.0
Total 23 100.0 100.0

Income: The income distribution among the respondents shows that most of them (69.6%) have
an annual income between €60,000 and €79,000, while 30.4% earn between €80,000 and €99,000.
This high-income level would imply that the respondents have a relatively high buying power,
which in turn affects their interaction with mobile marketing. The statistical details for income are

as follows:
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Figure 7. Respondents Income

Table 12. Resident

Standard Deviation: 0.47047
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Total
H Total
| -
€40,000-  €60,000- €80,000- Lessthan (blank)
€59,000  €79,000  €99,000  €20,000
Cumulative
Frequency [Percent [Valid Percent |Percent
Valid Europe 8 34.8 34.8 34.8
Asia 4 17.4 17.4 52.2
Africa 2 8.7 8.7 60.9
North America|7 30.4 30.4 01.3
South America |2 8.7 8.7 100.0




Total D3 100.0  [100.0 ‘ ‘

Geographical Residence: The respondents are geographically diverse, with the highest proportion
residing in Europe (34.8%), followed by North America (30.4%), Asia (17.4%), Africa (8.7%),
and South America (8.7%). This diverse spread across different geographical areas offers
extensive insight into the consumers' cross-cultural interactions. The regional distribution is

summarized as follows:

Europe: 8 (34.8%)

e North America: 7 (30.4%)

e Asia: 4 (17.4%)

o Africa: 2 (8.7%)

e South America: 2 (8.7%)

4.3 Regression Analysis
Table 13. Variables Entered/Removed®

Variables 'Variables

Model |Entered Removed Method
1 MAU, PMA,
Enter
PB"

a. Dependent Variable: CE
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b. All requested variables entered.

In this research, regression analysis aims to find out the relationship between consumer
engagement (CE) and independent variables such as Perceived Benefit (PB), Personalization of
Mobile Advertising (PMA), and Mobile App Usage (MAU). Such an examination reveals which

ones are important predictors of CE in the context of mobile marketing.

Model Summary: The model summary provides key metrics that indicate the overall fit of the

regression model.

Table 14. Model Summary

Adjusted ~ R[Std. Error of

Model |R R Square [Square the Estimate

1 .835% .697 .650 1.01658

a. Predictors: (Constant), MAU, PMA, PB

e R:0.835, indicating a strong correlation between the observed and predicted values of CE.

e R Square: 0.697, meaning that approximately 69.7% of the variance in CE is explained by

the model.

e Adjusted R Square: 0.650, which adjusts the R Square value for the number of predictors

in the model.
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o Std. Error of the Estimate: 1.01658, representing the average distance that the observed

values fall from the regression line.

ANOVA: The ANOVA table tests the overall significance of the regression model.

Table 15. ANOVA?

Sum of
Model Squares df Mean Square [F Sig.
1 Regression |45.234 3 15.078 14.590  [.000°
Residual 19.635 19 1.033
Total |64.870 22

a. Dependent Variable: CE

b. Predictors: (Constant), MAU, PMA, PB

o Regression Sum of Squares: 45.234

e Residual Sum of Squares: 19.635

o Total Sum of Squares: 64.870

e F-value: 14.590, indicating that the model is a good fit for the data.

o Significance (p-value): 0.000, showing that the regression model is statistically significant

(p < 0.05).
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Coefficients: The coefficients table provides the regression coefficients, their standard errors, t-

values, and significance levels.

Table 16. Coefficients®

Unstandardized Standardized
|Coefficients Coefficients
Model B Std. Error  |Beta t Sig.
1 (Constant) |5.313 2.409 2.206 .040
PB 490 .209 447 2.348 .030
PMA -.161 312 -.077 -.516 612
MAU 359 126 .500 2.850 .010

a. Dependent Variable: CE

e Constant: B=5.313, p=0.040

e Perceived Benefit (PB): B = 0.490, p = 0.030 (significant)

e Personalization of Mobile Advertising (PMA): B =-0.161, p =0.612 (not significant)

e Mobile App Usage (MAU): B =0.359, p=10.010 (significant)

According to the regression analysis, it seems that Perceived Benefit (PB) and Mobile App Usage

(MAU) are significant predictors of Consumer Engagement (CE). However, Personalization of
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Mobile Advertising (PMA) does not show any significance in this regard. This is indicated by the
positive coefficients for PB and MAU, which imply that as these variables increase, consumer
engagement also rises. Specifically, their respective Beta values suggest a strong influence on CE,

where PB has a standardized coefficient (Beta) of 0.447 while MAU's Beta value stands at 0.500.

This finding aligns with previous studies which highlight perceived value and user interaction as
key factors for engagement (Khrais & Alghamdi, 2021). In contrast, Sussman et al.’s research
shows that personalization needs to be integrated with other aspects such as perceived benefits or
app usage in order to affect user participation levels; otherwise, its influence may not be realized

(Sussman, Bright & Wilcox, 2022).

From the regression results, it is established that PB and MAU seem to have direct influence on
the dependent variable CE since they are statistically significant and have positive coefficients.
Consumer engagement in the process of purchase can therefore be improved by marketer’s
focusing on these factors. Personalization, which has been included here, although not

prominently, should be used as part of an overall mobile marketing strategy.

4.4 Correlation Analysis
The objective of the correlation study is to investigate the connections between consumer

engagement (CE) and independent variables. The three variables were defined as follows:
Perceived Benefit (PB), Personalization of Mobile Advertising (PMA), and Mobile App Usage
(MAU). This part discusses how different variables are related in terms of their Pearson

coefficients and p-values.

Table 17. Correlations
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[cE PB PMA  [MAU

CE  Pearson Correlation |1 752" .363 779"

Sig. (2-tailed) .000 .089 .000

N 23 23 23 23
PB  Pearson Correlation |.752"" |l 536 6947

Sig. (2-tailed) .000 .008 .000

N 23 23 23 23
PMA Pearson Correlation |.363 536" 1 401

Sig. (2-tailed) .089 .008 058

N 23 23 23 23
MAU Pearson Correlation |.779™  |694™  [401 1

Sig. (2-tailed) .000 .000 .058

N 23 23 23 23

**, Correlation is significant at the 0.01 level (2-tailed).

The correlation analysis reveals several key findings:

1. Consumer Engagement (CE) and Perceived Benefit (PB):
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The Pearson correlation coefficient between CE and PB is 0.752, with a
significance level of p = 0.000. This indicates a strong and statistically significant
positive correlation between these two variables. As perceived benefits increase,
consumer engagement also tends to increase. This finding underscores the
importance of highlighting the advantages and value propositions of mobile

marketing strategies to enhance consumer engagement (Khrais & Alghamdi, 2021).

2. Consumer Engagement (CE) and Personalization of Mobile Advertising (PMA):

o

The Pearson correlation coefficient between CE and PMA is 0.363, with a
significance level of p = 0.089. Although there is a positive correlation, it is not
statistically significant. This suggests that more than personalization is needed to
be a strong predictor of consumer engagement in this context. Future research could
explore the conditions under which personalization might have a more pronounced

effect (Sussman, Bright & Wilcox, 2022).

3. Consumer Engagement (CE) and Mobile App Usage (MAU):

o

The Pearson correlation coefficient between CE and MAU is 0.779, with a
significance level of p = 0.000. This indicates a very strong and statistically
significant positive correlation. Higher mobile app usage is strongly associated with
increased consumer engagement. This finding emphasizes the critical role of
mobile apps in engaging consumers and should encourage marketers to invest in
developing user-friendly and engaging mobile applications (Khrais & Alghamdi,

2021).
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4. Perceived Benefit (PB) and Personalization of Mobile Advertising (PMA):

o Pearson's correlation coefficient between PB and PMA is 0.536 at a significance of
p=0.008. This strong positive association means that when mobile advertising gets
more personalized, so do perceived benefits. The implication here is that marketers
could increase the value attached to personalized advertisements based on this

finding.

5. Perceived Benefit (PB) and Mobile App Usage (MAU):

o The Pearson correlation between PB and MAU is 0.694 with a significant level of
p = 0.000, which means the relationship is strong and statistically meaningful. This
suggests that as mobile applications are used more often, they are seen to provide
greater value, meaning that these apps can successfully convey and create worth

for their users.

6. Personalization of Mobile Advertising (PMA) and Mobile App Usage (MAU):

o The Pearson correlation coefficient between PMA and MAU was calculated to be
0.401, with a p-value of 0.058. While this indicates that there exists some degree
of positive association, it is not statistically significant as per common standards.
This means that though personalization might have an impact on mobile app usage
or vice versa, such influence cannot be confirmed by the current research findings
due to its lack of strength in relation to other possible factors involved in the

relationship.

By analysing the correlation, a clearer picture of how consumer engagement relates to different
mobile marketing strategies emerges. One such strategy is perceived benefits (PB), which shows
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a strong positive correlation with CE, as does MAU — Mobile App Usage. This indicates that these
two factors are very important in driving consumer engagement through their marketing activities.
Therefore, it can be suggested that marketers should work on improving the value they offer and

also encourage more use of their apps so as to attract more customers (Khrais & Alghamdi 2021).

The absence of a significant correlation between CE and PMA shows that personalization is
important but only some things only some things in driving engagement. This corroborates with
previous studies, which suggest that for personalization to be effective, it needs to be part of a

wider integrated marketing strategy (Sussman, Bright & Wilcox, 2022).

In a correlation study, the results showed a highly positive correlation between consumer
engagement and perceived benefits as well as usage of the company’s mobile apps. This means
that these factors should be given due consideration as marketers formulate their marketing
techniques concerning mobile phones. Lastly, although personalization was revealed not to have
any measure of its relatedness to customer engagement in this study, it is recommended that it be

adopted by combining it with other techniques for better results.

4.5 Discussion
The study results presented in this chapter provide insights into the effectiveness of the designed
mobile marketing campaigns. These insights are valuable in rationalizing how and what measures

affect CE and indeed provide practical recommendations to marketers.

1. Perceived Benefit (PB):

o The perceived benefits also came out to be highly significant which was closely
related to the consumer engagement (r = 0.752, p = 0.000) with a significant

regression coefficient (B = 0.490, p = 0.030). This points to the fact that marketers’

Page 74 of 99



should declare tangible and intangible attributes of products or services in mobile
advertising since they bear the interaction features. It could be understood that
customer-oriented value co-creation and value derived from it can improve

engagement (Khrais & Alghamdi, 2021).

2. Mobile App Usage (MAU):

o

The results highlight that the business performance of the mobile app is positively
correlated with the consumer participation rate; in addition, the regression
coefficient of the mobile app usage is also statistically significant, equaling B =
0.359 and showing a value of p= 0.010.This suggests that mobile app usage is a
critical driver of engagement. Interactive features, user-friendly designs, and
regular updates can foster higher levels of consumer interaction and satisfaction.
Encouraging app usage through loyalty programs, exclusive content, and seamless
user experiences can substantially boost engagement (Sussman, Bright & Wilcox,

2022).

3. Personalization of Mobile Advertising (PMA):

o

Despite its popularity, the study finds no significant impact of PMA on consumer
engagement (r = 0.363, p = 0.089; B = -0.161, p = 0.612). This finding suggests
that while personalization is an important aspect of modern marketing, it may not
independently drive consumer engagement. Other factors, such as perceived
benefits and mobile app usage, might play more critical roles. Therefore,
personalization should be seen as a complementary strategy rather than a standalone

approach (Sussman, Bright & Wilcox, 2022).

Page 75 of 99



4. Implications for Marketers:

o

It is relevant to highlight that the given outcomes point toward the importance of
delivering perceived benefits and increasing the consumption of mobile
applications for stimulation and interaction with consumers. Communications
should focus on the propositions of specific goods and services as well as using
tools such as mobile applications to deliver distinctive, rich and stimulating
experiences. These strategies should be implemented together with personalization,
which is also a key practice. Thus, by using a broader approach that involves
perceived benefits, actual app usage, and personalization, the engagement level

shall be higher (Khrais & Alghamdi, 2021).

5. Future Research:

o

The study creates the basis for future research, expanding the area of
personalization strategies in various fields of activity or increasing the sample.
Future research could explore the situations where personalization has a stronger
impact on customer response. However, other variables that might be of interest to
mobile marketing include social influence through social network platforms, the
quality of customer services offered, and the extent of patronage or brand loyalty

among the customers.

From the research outcomes, perceived benefits and mobile app usage are only two factors that
have a greater impact on consumer engagement in mobile marketing. To ensure that the strategies
being developed fit the needs of the customer by maximizing the clients' engagement level to the

highest levels, marketers must consider these considerations. Though the general result of the
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findings is that personalization, as indicated in this study, is not very significant, it should be
considered. However, it should rather be incorporated into an overall model of mobile marketing.
Thus, it is crucial to attempt to communicate certain benefits, mostly concerning the background
of the mobile app, supplemented by attempts to enhance the consumers' experience so as to force

them into loyalty.
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Chapter 5: Conclusion

5.1 Introduction

This chapter concludes the study by restating the essential findings, answering the research

questions, highlighting the practical, theoretical, and policy implications of the findings, and

identifying recommendations for future research. This last chapter synthesizes the research results

derived from mobile marketing strategies and their influence on consumer engagement (CE).

5.2 Summary of Key Findings
The analysis and discussion presented in Chapter 4 revealed several critical insights:

1. Perceived Benefit (PB):

o

The study found a significant positive correlation (r = 0.752, p = 0.000) and a
substantial regression coefficient (B =0.490, p=0.030) between perceived benefits
and consumer engagement. This indicates that highlighting the tangible and
intangible benefits of products and services is crucial for enhancing consumer

engagement.

2. Mobile App Usage (MAU):

o

There was a strong positive correlation (r = 0.779, p = 0.000) and a significant
regression coefficient (B = 0.359, p = 0.010) between mobile app usage and
consumer engagement. This suggests that mobile app usage significantly impacts
consumer engagement, emphasizing the need for interactive features, user-friendly
designs, and regular updates to foster higher levels of consumer interaction and

satisfaction.
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3. Personalization of Mobile Advertising (PMA):

o The study found no significant impact of PMA on consumer engagement (r = 0.363,
p =0.089; B=-0.161, p = 0.612). While personalization is important, it may not
independently drive consumer engagement. Other factors, such as perceived

benefits and app usage, might play more critical roles.

5.3 Addressing Research Questions
The primary research question guiding this study was: How can mobile marketing strategies be

optimized to enhance consumer engagement and drive purchase behaviour?

The following sub-questions were addressed:

1. What factors influence consumer engagement in mobile marketing across different

industries?

o The study identified perceived benefits and mobile app usage as significant
predictors of consumer engagement, highlighting the importance of these factors in

mobile marketing strategies.

2. How does personalized mobile advertising impact consumer purchasing decisions?

o It became apparent that personalization is not a factor that can be held responsible
for affective consumer involvement in the present study; nevertheless, it should be
used as a tool that should be integrated into the other strategies to create a combined

force for enhancing the results.
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5.4 Implications of Findings
Practical Implications:

e For Marketers:

o Marketers should strive to offer the perceived benefits of enhanced consumer
interactions through mobile applications. This means that campaigns aimed at the
benefits of products and services, as well as a deeper and interactively engaging
experience, can be presented through mobile applications. The above strategies are

good and should be applied hand in hand with the issue of personification.

e For Mobile App Developers:

o The use of interactive and easy-to-operate mobile applications can greatly improve
customer relations. Privileges like lay programs, content targeting, and well-
coordinated user experiences are some of the most important aspects that help

achieve higher customer satisfaction.

Theoretical Implications:

e The study adds value to the literature by offering a quantitative justification of the
importance of perceived benefits and the usage of mobile apps in engaging the consumer.
This expresses the importance of strategic planning in implementing different plans to

enhance the efficiency of mobile marketing.
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Policy Implications:

o Data Privacy and Security:

o In view of the rising concern for data privacy, it is prudent for policymakers to
ensure that mobile marketing campaigns respect consumers' privacy. Stressing that
consumers' data are secure and anonymous can also create trust and truthful

feedback from consumers.

o Digital Literacy:

o Policymakers should promote digital literacy to ensure consumers can effectively
engage with mobile marketing content. Educating consumers about the benefits and
safe usage of mobile apps and personalized advertising can enhance their

engagement and satisfaction.

5.5 Future Research Directions
The study opens avenues for further research in several areas:

¢ Role of Personalization in Different Contexts:

o Future studies could explore the impact of personalization in different contexts or

with larger sample sizes to better understand its effect on consumer engagement.
e Social Media Influence:

o Investigating the influence of social media on consumer engagement and purchase
behaviour could provide more comprehensive insights into mobile marketing

strategies.
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o Customer Service Quality:

o Exploring the role of customer service quality in mobile marketing can offer

valuable insights into how service interactions influence consumer engagement.

o Technological Proficiency:

o Examining how technological proficiency affects interaction with mobile
marketing content can help develop strategies tailored to different consumer

segments.

e Comparative Analyses Across Cultures:

o Conducting comparative analyses across different cultural contexts can provide a
deeper understanding of how cultural factors influence consumer behaviour and

engagement with mobile marketing.

5.6 Final Thoughts

The study confirms that perceived benefits and mobile app usage are significant predictors of
consumer engagement in mobile marketing. These aspects should be of specific concern to the
marketers in order to build on the measure they already have and increase the chances of attaining
better engagement levels. Personalization which although was not quite significant in this study
should not be ignored but incorporated but rather as a part of a wider agenda of mobile marketing.
Hence, by offering marketers tools to create tangible value propositions and make applications and
other services on the clients’ mobile devices better, several clients are capable of reaching out and

securing customers’ trust.
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Hence, the conclusions of this research would be valuable in enriching existing understanding of
the current mobile marketing optimizations from which marketers can useful strategies for
enhancing the consumers’ interaction as well as their buying cycle. Therefore, the study provides
the imperative need to look at the mobilization of perceived benefits, usage of mobile applications,

and personalization from a systematic perspective to improve mobile marketing efforts.
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Appendix — A

Questionnaire for the Survey:
What is your age?

o 18-24
o 25-34
o 35-44
o 45-54
o 55-64

o 65 or older
What is your gender?

o Male
o Female
o Non-binary / Third gender

o Prefer not to say
What is your annual household income?

o Less than €20,000
o €20,000 - €39,000
o €40,000- €59,000
o €60,000- €79,000
o €80,000- €99,000

o €100,000 or more

Where do you currently reside?
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o Europe

o Asia

o Africa

o North America
o South America
o Australia

o Antarctica

I frequently engage with mobile marketing content (e.g., ads, promotions, notifications) on my

smartphone.

o Strongly Disagree

o Disagree
o Neutral
o Agree

o Strongly Agree

The mobile ads I receive are relevant to my interests and needs.

Strongly Disagree

o

o Disagree
o Neutral
o Agree

o Strongly Agree

I am more likely to engage with a mobile ad if it is personalised based on my preferences or past

behavior.
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o Strongly Disagree
o Disagree

o Neutral

o Agree

o Strongly Agree

I regularly use mobile apps provided by my favorite brands.

o Strongly Disagree

o Disagree
o Neutral
o Agree

o Strongly Agree

Loyalty programs (e.g., rewards, points) offered through mobile apps significantly influence my

purchasing decisions.

o Strongly Disagree

o Disagree
o Neutral
o Agree

o Strongly Agree

I appreciate receiving push notifications from mobile apps regarding promotions and new

products.

o Strongly Disagree
o Disagree
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o Neutral
o Agree

o Strongly Agree

I am concerned about the privacy of my personal data when it is used for personalized mobile

advertising.

o Strongly Disagree

o Disagree
o Neutral
o Agree

o Strongly Agree

I am likely to engage with interactive mobile ads (e.g., games, quizzes, AR experiences).

o Strongly Disagree
o Disagree

o Neutral

o Agree

o Strongly Agree
I am satisfied with the overall user experience of the mobile apps I frequently use.

o Strongly Disagree

o Disagree
o Neutral
o Agree

o Strongly Agree
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Mobile ads often influence my purchasing decisions.

Strongly Disagree

o

o Disagree
o Neutral
o Agree

o Strongly Agree
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