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ABSTRACT

Building abrandinthefragmenting mediaenvironmentisachallengingtask.
Advertising should beintegrated and personalized, it should utilize different
channels, and reach the customer at theright place, at theright time, through
theright channel, and in the appropriate context. Mabile advertising should
be used as a means of creating value to the customers and serving the
customers better. This paper gives aninsight into the practical possibilities
and pitfallsof mobileadvertisingasabrand buildingand customer relationship
management tool. Thecase study describes how mobile advertising can be
used to get the youthtar get group to give infor mation about themsel vesto the
company, and how this information can be utilized for future customer
relationship management. The effectiveness of mobile advertising in a cross
media context is analyzed through conversion and loyalty-measures.

INTRODUCTION

Accordingtoresearchby Ovum (Pastore, 2001), inthenextfiveyears, 40%
of the global market for Internet services will be attributable to multi-access
sarvices, i.e,theddivery of content and servicestomultipledevicesover multiple
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networks. | nthefragmenting mediaenvironment, advertisershaveto meet new
challengesinbuildingabrand. Advertising needstobeintegrated betweendifferent
channel s, takingintoaccount thelimitationsand possibilitiesof eachone. Wireless
adshavetheadvantageof immediacy, reaching consumerscloser towhenand
wherethey actually make purchase decisions. However, accordingto Jupiter
analysts(Jupiter, 2001), thegrowth of marketing onpost-PC platformswill remain
marginal becauseof thelack of standards, audiencefragmentation, and unclear
returnoninvestments. A Jupiter Consumer Survey (2000) found out that consum-
erswillingtoaccept advertisingontheirmobilephoneor persona digital assistant
(PDA) saidthey preferredsubsi dized content and access(36%), followed closely
by subsidized devices(35%). Nearly haf (46%o) of all users, however, saidthat no
formof compensationwould persuadethemtoreceiveadvertisingontheir mobile
phonesor PDAS.

Jupiter (2001) projectsonlinead revenuestoreach $16 billionby 2005, but
post-PCadvertisngrevenueswill climbdowly andtrail behind.i TV will reachonly
$4 billion and wireless$700 million by 2005. But the crucia issueiswhat the
consumerscons der asadvertising. If thebrand canbebuiltby sponsoringaservice
thatisvaluabletothecustomer, attitudestowardsmobileadvertising canchange.
Tridsacrosstheworldhaveshownthat subscribersarewillingtoopt-infor value-
added servicesandarehighly likely torespondtomulti player contestsand branded
promotions(Kotch, 2001).

Mohileasamarketing mediumisinitspil ot phaseinFinland. M obileoperators
andtraditional mediahouseshaveimplementedthefirst mobilemediasol utions
(Heimo, 2001). Sofar, mobileadvertisingcampa gnsinFinlandhaveprimarily been
based on SM S (short messaging service) text messagesbecatise of consumer
familiarity withit. However, other forms, suchasbanners, logos, interstitials,* and
evenvoicewoul dbepossi bleformsef mobileadvertising, and newformscontinue
toemergeastechnol ogy-enablesnew solutions.

Thelnternet andmobileareoften considered personal channel sthat enable
effectiveone-to-onemarketing. M obileadvertisingisoftenusedasanintegral part
of Internet marketing. Currently, mobileadvertising campaignsprimarily include
advertisngmessagessent viashort messaging service(SM S) toregi stered usersof
a web portal. Banners on the other hand can be compared to mass media
advertising if they are not targeted based on demographic or-psychographic
information. If themessageisnot rel evant to customer s, theacceptanceof mobile
advertisngdeclinesquickly. Therefore, mobil eadvertiserstoday shouldthoroughly
consider how they usethemobilechannel for advertising purposes. Customers
should be given the possihility to choose where, when, and by whom they are
contacted. Therightmessageshouldreachtheright audienceat theright placeand



16 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/case-study-role-mobile-advertising/26481

Related Content

An Empirical Study on the Integrated Framework of e-CRM in Online
Shopping: Evaluating the Relationships Among Perceived Value,
Satisfaction, and Trust Based on Customers' Perspectives

Changsu Kim, Weihong Zhaoand Kyung H. Yang (2008). Journal of Electronic
Commerce in Organizations (pp. 1-19).
www.irma-international.org/article/empirical-study-integrated-framework-crm/3513

Accelerating Loyalty: Navigating Quick Commerce's Role in Customer
Retention

Pritesh Pradeep Somani, Prachi Swapnil Wani, Vishwanathan Hariharan lyer,
Dhanraj Pundlik Tambuskarand Deepali Pulekar (2026). Methods and Applications of
Quick Commerce (Q-Commerce) (pp. 225-258).
www.irma-international.org/chapter/accelerating-loyalty/383431

Framework for User Perception of Effective E-Tail Web Sites
Sang M. Lee, Pairin Katerattanakuland Soongoo Hong (2005). Journal of Electronic
Commerce in Organizations (pp. 13-34).

www.irma-international.org/article/framework-user-perception-effective-tail/3448

Semantics for E-Commerce Applications
Jorge Cardoso (2006). Encyclopedia of E-Commerce, E-Government, and Mobile
Commerce (pp. 979-984).

www.irma-international.org/chapter/semantics-commerce-applications/12661

Analysis of Factors Affecting China's Cargo Insurance Demand Based on E-
commerce Background

Xiaoping Liu, Hui Zheng, Yi Yangand Qing Wang (2019). Journal of Electronic
Commerce in Organizations (pp. 16-29).

www.irma-international.org/article/analysis-of-factors-affecting-chinas-cargo-insurance-demand-

based-on-e-commerce-background/218251



http://www.igi-global.com/chapter/case-study-role-mobile-advertising/26481
http://www.igi-global.com/chapter/case-study-role-mobile-advertising/26481
http://www.irma-international.org/article/empirical-study-integrated-framework-crm/3513
http://www.irma-international.org/chapter/accelerating-loyalty/383431
http://www.irma-international.org/article/framework-user-perception-effective-tail/3448
http://www.irma-international.org/chapter/semantics-commerce-applications/12661
http://www.irma-international.org/article/analysis-of-factors-affecting-chinas-cargo-insurance-demand-based-on-e-commerce-background/218251
http://www.irma-international.org/article/analysis-of-factors-affecting-chinas-cargo-insurance-demand-based-on-e-commerce-background/218251

