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ABSTRACT

Mobile marketing is essential for timely, personalized communication in the digital world. Engagement
is increased by location-based strategies like geofencing and context-driven notifications. Integrating
social media improves ties with customers. In the digital age, multi-channel integration guarantees a
smooth and personalized experience. As per the authors, this chapter explores how location-based sug-
gestions, context-driven notifications, and multi-channel integration enhance client connections while
highlighting the significance of geolocation data for targeted content. For context-driven notifications
to be effective, helpfulness and privacy must be balanced. Companies create stronger relationships with
their consumers and improve the customer experience, which motivates both present and new custom-
ers to engage and connect with their brand. An analysis is conducted on the changing field of mobile
marketing, emphasizing the use of location-based tactics, multi-channel integration, and context-driven

notifications to increase user engagement.
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1. INTRODUCTION

Technological advancements have altered the way consumers behave, obtain information, and interact
with one another and how businesses must communicate their marketing message to consumers is im-
pacted by this change in behavior. Mobile phones have become increasingly important in consumers’
daily lives in recent years, surpassing the internet, which is currently one of the most popular commu-
nication platforms. Therefore, the easiest way to get in touch with customers is by using a cell phone. In
the current digital era, mobile marketing has become essential for companies to engage with their target
customers. It provides customers with personalized location and time-sensitive information. Companies
should continue developing and implementing strategies to achieve organizational goals, with marketing
strategies being crucial for performance enhancement. Mobile marketing is centered on using mobile
devices like smartphones and tablets to connect and engage with target audiences. The relevance of
mobile marketing is undeniable. Due to their increasing necessity in today’s world, people are using
mobile devices more and more. This suggests that businesses must ensure the appropriate execution of
mobile marketing strategies in order to reach their target populations.

It is essential in the digital age as mobile devices have become integral parts of people’s lives,
providing marketers new channels to connect with potential customers. Any firm that wishes to reach
its target audience must invest in mobile marketing, a subject that is both complicated and constantly
changing. The key aspects of mobile marketing includes mobile devices, mobile apps, mobile websites,
SMS marketing, mobile advertising, location-based marketing, social media marketing, mobile SEO,
mobile payment and wallet marketing, compliance with privacy regulations etc. Mobile phones provide
valuable location data, allowing marketers to deliver targeted ads and offers based on users’ current and
past locations. Marketers need to be more mindful relating to privacy regulations and user consent to
ensure effective mobile marketing. As technology advances, mobile marketing strategies evolve to meet
mobile users’ changing needs and preferences.

1.1 Engagement With Mobile Marketing

Engagement with mobile marketing is essential for success in the modern digital world. By understanding
what drives consumer engagement and implementing those insights, brands can achieve their marketing
goals and build enduring relationships with their target audience. When customers are more involved with
the brand, they are more likely to make purchases, refer it to others, and stay loyal to the firm. Customer
engagement marketing facilitates brand interaction with the intended audience. There are several ways
for customers to communicate with businesses including email, social media, community forums, etc,
where they can receive more individualized service and answers to their questions. Marketers’ involve-
ment not only improves sales and reputation but also fosters long-lasting relationships with customers.
Instead of waiting for consumers to interact with material passively when using a computer or watching
a TV commercial, businesses can use mobile marketing to design interactive marketing campaigns that
reach their customers wherever they are and respond to their behavioral indications.

Methods like push notifications and in-app messaging, allow for direct communication and the
dissemination of helpful information and promotions, resulting in a more smooth and engaging user
experience. “In-app messaging” is a feature that lets users send and receive messages straight from a
mobile or web application while they’re using it. Among the many applications for in-app messaging
are user-to-user communication, notifications, chat sessions with customer support representatives,

199



30 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/place-based-strategies-multichannel-merger-

and-context-driven-alerts-for-engagement-with-mobile-marketing/337512

Related Content

Sustainability Criteria for Tourism Attractions: A Case Study of Germany

Michael C. Ottenbacher, Sina Schwebler, Daniel Metzlerand Robert J. Harrington (2015). International
Journal of Social Ecology and Sustainable Development (pp. 20-39).
www.irma-international.org/article/sustainability-criteria-for-tourism-attractions/125829

Climate Change Lessons for Managers in a Sustainable Economy
Joyce Adefunke Ayeni (2021). Handbook of Research on Climate Change and the Sustainable Financial
Sector (pp. 229-251).

www.irma-international.org/chapter/climate-change-lessons-for-managers-in-a-sustainable-economy/280969

Assessing the Performances of Vendor Firms by Optimization Technique Industry 4.0 GSC
Architectures

K. V. Geetha Devi, Shailesh Singh Thakurand Sourabh Kumar Singh (2021). International Journal of Social
Ecology and Sustainable Development (pp. 1-10).
www.irma-international.org/article/assessing-the-performances-of-vendor-firms-by-optimization-technique-industry-40-
gsc-architectures/279088

Digitalization in Business Process Management: A Comparative Analysis of the Usability of
Process Modeling Tools

Katja Kousand Gregor Polani (2024). Convergence of Digitalization, Innovation, and Sustainable
Development in Business (pp. 97-116).
www.irma-international.org/chapter/digitalization-in-business-process-management/338675

Elections and Social Media: An Overview
Ahmet Sartaand Elif Esra Aydn (2015). International Journal of Social Ecology and Sustainable
Development (pp. 59-72).

www.irma-international.org/article/elections-and-social-media/124206



http://www.igi-global.com/chapter/place-based-strategies-multichannel-merger-and-context-driven-alerts-for-engagement-with-mobile-marketing/337512
http://www.igi-global.com/chapter/place-based-strategies-multichannel-merger-and-context-driven-alerts-for-engagement-with-mobile-marketing/337512
http://www.irma-international.org/article/sustainability-criteria-for-tourism-attractions/125829
http://www.irma-international.org/chapter/climate-change-lessons-for-managers-in-a-sustainable-economy/280969
http://www.irma-international.org/article/assessing-the-performances-of-vendor-firms-by-optimization-technique-industry-40-gsc-architectures/279088
http://www.irma-international.org/article/assessing-the-performances-of-vendor-firms-by-optimization-technique-industry-40-gsc-architectures/279088
http://www.irma-international.org/chapter/digitalization-in-business-process-management/338675
http://www.irma-international.org/article/elections-and-social-media/124206

