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Today’s communication has become driven by new technology such as text messaging, 

iPods, Facebook and other ways of connecting.  These new communication channels have 

completely changed the way we communicate in the 21st century.  After careful research, it 

becomes evident that industries have taken full advantage of the new techno-savvy population 

and continues to reach target audiences through the ultimate communication device—the cell 

phone.  Businesses have taken a giant leap towards mobile marketing because text messaging 

and other means of mobile communications is a direct way to connect with people everywhere 

and gain support for their brand and products.  Companies are concerned with efforts that 

support their bottom-line and attracting groups of followers through a device that never leaves 

their side could mean more profit and better business. 

This study will cover in detail business’ attempt to market to audiences through a new 

channel--mobile computing.  Mobile advertisements are used for three different reasons; mass 

advertising, viral marketing, and recruiting.  For many, the most attractive mobile audience is 

generation X because this group is the most acclimated to new technologies and are constantly 

connected to a network of friends.  Furthermore, cellular advertising also has benefits and 

drawbacks.  The objective is to analyze specific mobile marketing models by companies that 

have utilized this new communication channel to attract brand ambassadors and why these 

organizations are turning towards mobile media to attract business. 

Mobile computing has become an important marketing vehicle for companies to reach 

large audiences for several reasons.  Cell phones allow for excellent word-of-mouth marketing, 
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massive and targeted reach as a result of widespread access to information via Smartphones and 

text messaging, and employee recruiting. 

According to Shintaro Okataki of the Journal of Advertising Research, viral marketing 

is very persuasive and credible form of marketing—much more so than corporate sponsored 

marketing and the media (Okataki, p. 12).  The primary goal of mobile advertising is to get 

enough committed mobile supporters to talk about a brand to their friends and family.  Volvo 

invited consumers through print and television to text the word, "MYSTERY" to receive a link 

that allowed them to download a video tool to play a trailer directly on their phone (Okataki, p. 

13).  Campaigns like these allow consumers to access brand information voluntarily through 

multiple channels.  Advertisers believe that ads via mobile technology could generate an 

“intimate bond with consumers,” encouraging participants to share this information (Richtel, p. 

1).  Pulling customers to brand messages ensures that audiences are actually interested and 

engaged in the brands they choose to follow.   

In addition to viral marketing techniques, traditional cell phone and Smartphone access 

has almost completely penetrated specific global markets—many countries such as Japan have 

over 100 percent penetration, with individuals having more than one mobile subscription 

(Brown, p.1).  The devices are omniscient and messages can be tailored to certain markets 

(Richtel, p. 1).  Verizon Wireless began allowing the placement of banner advertisements to 

display on their users’ mobile phones as early as 2007 (Richtel, p. 1).  Richtel also goes on to 

explain that marketers are continuing to spend more and more on mobile advertising as a result 

of the global mobile phone penetration in all demographics (Richtel, p. 1).  The rapid 
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replacement of traditional cellular phones with Smartphones with Internet access like the 

iPhone, the Android, and the Blackberry drive the convergence of data, thus increasing site 

traffic (Bullas, p. 1).  Cell phone ads have typically displayed simple banners or text messages, 

for example, advertisements that urge consumers to send in a vote via text message for the next 

“American Idol” (Richtel, p. 2).  Mobile advertisements also offer coupons or sweepstakes 

entries (Richtel, p. 2).  Pizza Hut introduced “The Pizza Hut Challenge” allowing consumers 

who text messaged the keyword “HUT” to a short code to be entered to win a free monthly 

pizza for a whole year (Pizza Hut, p. 1).  Thus, driven by the evolving speeds and abilities of 

wireless networks, mobile advertisements include more detailed, high quality graphics and 

even video (Richtel, p. 2).  As a result, mobile access to the web is becoming more and more 

widespread and will only continue to increase.  A Morgan Stanley Internet analyst claims that 

Smartphone sales will exceed PC sales in 2012 (Kang, p. 1).  According to Mark Brownlow of 

Email Marketing Reports, Smartphones are expected to take over the majority of mobile phone 

sales by the end of 2011 and Smartphones accounted for 19% of mobile phone sales in 2010, 

up 50% from 2009 (Brownlow, p. 1).  Moreover, the implementation of mobile applications 

called “apps”—a specific program you can download to your Smartphone to perform a specific 

task such as traffic information—allows marketers to deliver personalized messages to large 

specific target markets (Grant, p. 224). 

Alongside reaching a large audience with no time constraints, companies are using 

mobile technology to find the top talent and reach potential employees quickly and effectively 

(Brabic, p. 1).  About 1.8 billion people all over the planet are actively text messaging (Brown, 
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p. 1).  Companies are tapping into this demographic for innovative ways to communicate with 

candidates efficiently (Brabic, p. 1).  Also, because ninety-five percent of 18 to 29 year-old cell 

phone users are text messaging, companies can reach graduates and bring young people into the 

market.  As noted later, generation X is much more comfortable with technology and accept 

and prefer communication via text messaging (Brabic, p. 1).  Moreover, the mobile phone’s 

instant abilities allow organizations to update potential candidates about career fairs and 

networking events (Brabic, p. 1).  Thus, mobile advertising is allowing companies to recruit 

employees (especially young candidates) through other communication vehicles such as text 

message. 

As a result of the widespread use of mobile technology in the 21st century noted above, 

companies are searching for ways to reach this growing population.  Today’s youth possesses 

two important qualities that are attractive to brands searching for supporters.  First, adolescents 

are a large and viral demographic.  Young people use their mobile access mostly for 

entertainment purposes and are connected to others constantly via text messaging and 

applications.  Consumers who believe mobile advertisements are entertaining are more likely to 

support a brand and buy products (Al-alak and Alnawas, p. 33).  They are more likely to 

communicate about brands via the Internet or text messaging, creating a great viral platform for 

successful brands.  Second, young consumers’ widespread use and acceptance of mobile 

technology is influenced by the need to stay connected with friends and is gaining more and 

more corporate attention.  
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Generation X thrives on nonstop and instant connectivity with their peers, current 

events, and with any relevant information in general.  Recent studies on young consumers 

today shows that cell phones influence their behaviors and whom they choose to connect with 

(Okataki, p. 13).  According to John Hadl, partner and founder of a mobile-focused agency 

BrandinHand, the best approach to mobile marketing is “to know your customer, know their 

mobile data habits and their particular needs and try to match that up” (Karpinski, p. 1).  He 

notes that mobile marketing isn’t about rethinking technology, it’s about rethinking the 

consumer (Karpinski, p. 1).  Factors that drive their choice to refer brands to their friends 

include social structure constraints such as interpersonal connectivity, self-identification with 

the cell phone, and brand commitment (Okataki, p. 13).  Today’s youth yearns to be viral 

because they are consciously and unconsciously concerned about being connected with certain 

networks to engage in the “buzz” about a brand with their friends.  They seek to belong to a 

community (Okataki, p. 15).  When it comes to finding one’s identity with mobile devices, 

adolescents allow this technology to act as an “influential agent” that shares the buzz within 

their social networks (Okataki, p. 16).  A teenager’s loyalty to a brand drives their affection not 

only through face-to-face communication, but to chatrooms, social networks, blogs and other 

new social media technologies (Okataki, p. 16).   

For instance, Tokyo Girls Collection in Japan attracted 12,600 people to a fashion show 

and 15 million young people who participated in the event through a live mobile broadcast 

(Okataki, p. 16).  In the United States, Dunkin’ Donuts targeted students in the Boston area 

with hot latte discounts via their mobile device (Richtel, p. 6).  The pastry company used other 
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traditional media outlets such as radio and Internet advertisements to generate a 21 percent 

increase in store traffic (Richtel, p. 6).  Over 17 percent of participants forwarded the coupon to 

friends, creating more buzz about the coupon (Richtel, p. 6).  Ultimately, the communicators at 

the Tokyo Girls Collection and Dunkin’ Donuts not only knew their young audiences, but they 

knew exactly how to communicate with them through mobile promotion.   

Another attractive feature of today’s young audiences is that young consumers embrace 

mobile and other new media technologies and have been using them since childhood.  Forty-

seven percent of teens can text with their eyes closed according to MarketingCharts.com (Cell 

Phones Key, p. 1).  Mobile phones are fashion statements, communication channels, and ways 

of participation in brand campaigns for young people and these devices create an efficient, fast-

paced lifestyle (Grant, p. 224).  According to Ian Grant of the International Journal of 

Advertising, young consumers’ preferred use of mobile technology is instant entertainment, 

“when I have nothing better to do” (Grant, p. 232).  Adolescents also embrace mobile 

technology because it allows a time to escape from real life (Grant, p. 237).  Adults and young 

people have different relationships with their phones.  For instance, adults use mobile phones 

for necessary communication and business while adolescents use it more as a toy and social 

tool, thus they don’t mind the intrusion of advertisements as much as adults do (Fawyer, p. 1).  

Ultimately, young consumers know mobile technology inside and out making them an easy 

target audience for corporate mobile campaigns.  The popularity of cell phones is turning many 

marketing and recruiting programs to mobile marketing tactics that target young consumers.   
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There are many advantages for companies using mobile marketing tactics today.  Some 

benefits include media coverage, portability, diversity, cost, environmental benefits, historical 

relationships, and efficiency (Resources, p. 1-2).  First, research has shown that “90 percent of 

consumers will read advertisements when they are sent,” according to Taylor Resources from 

Associated Content by Yahoo! (Resources, p. 1).  Quick, short advertisements with catchy 

phrases have the power to resonate in the minds of consumers using a mobile phone 

(Resources, p. 1).  Many users have their devices attached to their hips, especially when other 

media are not available (Powell, p. 1).  Second, portability ensures that messages are always 

delivered and people are no longer tied to computers for digital communication (Krum, p. 11).  

Third, unlike traditional forms of advertising, a company can reach a broader audience, no 

matter what the demographic.  Audiences can be targeted by zip code and the message is easily 

controlled by whole receives the information and it’s contents (Resources, p. 1).   

Next, a huge factor is cost.  Mobile campaign costs are shared by consumers and 

companies—possibly a few cents per customer—dramatically reducing marketing budgets 

(Resources, p. 1).   Every mobile phone has an automatic payment system using a SIM card (a 

Subscriber Identity Module card links you to the network and stores account information) 

(“Chapter 2: Pros and Cons,” p. 3).  Billing is easy through the user’s mobile network, and 

paying for content and downloads is second nature to the way that consumers use their phones 

With cell phones, consumers don’t expect goods and services to be free unlike the web 

(“Chapter 2: Pros and Cons,” p. 3).  Also, traditional magazine and television advertisements 

can be incredibly expensive and labor intensive to a business, especially smaller ones.  
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In addition, mobile marketing cuts down on the need for paper and electricity allowing 

for less waste and making a company more “green” and environmentally responsible 

(Resources, p. 1).  Especially today, being environmentally conscious is important for a 

company’s reputation in the eyes of the public.  Next, by having a unique phone number, 

companies can reference prior interaction history, thus improving personalization and meeting 

customer demands (Powell, p. 1).  Lastly, speed and efficiency are crucial attributes of mobile 

advertising because a mobile marketing campaign can be created with little manpower and can 

be distributed to millions instantly (Resources, p. 1).  By taking advantage of mobile marketing 

benefits, mobile communication can be a credible and influential form of advertising.  

In contrast, mobile marketing has some drawbacks and limitations.  People may become 

irritated by advertisements, company resources can be limited, viruses and scams can plague 

consumers, the government may place restrictions on mobile marketing, and devices, carriers 

and navigation can be complex and fragmented. 

The most obvious disadvantage to reaching consumers through their cell phones is that 

many people dislike receiving marketing messages through them (“SMS Marketing,” p. 1).  

Our cell phones are very personal items and people may be irritated and feel like advertisers are 

intruding on their privacy (Grant, p. 223).  Mobile marketing can be just another way for 

customers to be bombarded by unwanted advertisements and simply exist as annoyances 

instead of creating relationships and awareness. 
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Second, many companies lack the proper resources and objectives to run a successful 

mobile campaign (Krum, p. 17).  Mobile marketing is still very primitive—many companies 

don’t have access to the finances or technical skill to test campaigns and possibly fail (Krum, p. 

17).  Also, mobile marketing is new and growing, but just because it exists doesn’t mean 

companies should launch a mobile campaign.  Companies must focus on the value and return 

on investment of their marketing tactics to ultimately be successful (Krum, p. 17).  An 

organization’s marketing activities must align with corporate strategies and goals.  If a 

company’s audience doesn’t want to be connected via text messaging, then a mobile marketing 

campaign would not be effective.  For many companies, it is best to wait until the process 

evolves, there are more tools available, and the appropriate research has been completed 

(Krum, p. 17). 

Like computers, mobile phones can be attacked with spam, malware, and viruses 

(Krum, p. 255).  Mobile spam is any unwanted or unsolicited content to a user’s mobile device 

(Fuller, p. 1).  Marketing becomes unwanted by consumers based on three factors—frequency, 

relevance, and control (Fuller, p. 1).  When consumers opt-out to receive offers, many 

companies don’t hesitate to resend the message multiple times (Fuller, p. 1).  Also, if the 

information isn’t relevant to the individual (or they are not in your target market), then contact 

isn’t wanted here either (Fuller, p. 1).  Consumers also can’t control a lot of the marketing that 

invades their daily lives in other media outlets.  Billboards, banners, pop-ups, and other 
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corporate advertisements are everywhere and are impossible to avoid in some circumstances.  

Mobile gimmicks can just be another ignored advertisement.   

For example, in March of 2008, the Washington Post reported a mobile scam that used 

a voice mail system (called “vishing”) to gather private banking information from people 

(Krum, p. 258).  Mobile users received a text message warning that their bank account has been 

closed due to suspicious activity and to call to reactivate the account (Krum, p. 258).  125 

victims were directed to an automated voice mailbox that required them to enter personal 

information (Krum, p. 258).  Mobile scams can occur to aid identity theft and to greatly 

inconvenience consumers. 

Moreover, there are various governmental and activist groups that can restrict certain 

aspects of mobile marketing.  For example, the Federal Communications Commission (FCC) 

released an order in April 2010 requiring mobile marketing companies to acquire customer 

consent before carriers can release data (this also makes it easier for consumers to say no to 

mobile advertising) (Koppel, p. 1).  As of June 2010, the Mobile Marketing Association 

created the U.S. Consumer Best Practices Guidelines for Cross-Carrier Mobile Content 

Services that set industry standards for mobile content services (Mon, p. 1).  The guidelines 

give concrete examples and rules that cross-carrier mobile programs should abide by (Mon, p. 

1). 

Another important drawback is the diversity various operating systems, carriers, and 

user interfaces that consumers use.  Many physical aspects must be considered for example, 
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phones do not have a mouse and not all phones have touch screens (“Chapter 2: Pros and 

Cons,” p. 8).  Navigation depends on a phone’s qualities and capabilities–making some sites 

difficult for users to operate unless the company has a mobile site (“Chapter 2: Pros and Cons,” 

p. 8).  There are many different wireless carriers and devices as well as different preloaded 

applications (Koppel, p. 1).  To add to the complexity of the technology, your message is 

limited to 160 characters, which sometimes isn’t enough to explain the details of your message 

(“SMS Marketing,” p. 1).  These complications can result in a poor user experience and push 

consumers away from your mobile marketing campaign.  

New mobile technologies have made their mark on the marketing departments of many 

of today’s brands.  Brands like Google, Nationwide Insurance, Reebok and Nike specifically 

alter their mobile marketing campaigns to apply to certain device platforms such as 

Smartphones like the iPhone and the Android.  Other organizations use mobile communication 

to get personal with customers and to increase engagement and drive traffic like Land Rover, 

Visa, Facebook, Universal Studios, and David’s Bridal.  In contrast, cell phone carriers have  

struggled with the implementation of mobile advertising and companies including Verizon, 

Nextel, Sprint, and T-Mobile have run into a number of financial and legal problems for 

deceptive advertising.  These companies are pioneers in customer mobile communication. 

One company investing heavily in mobile marketing today is Google.  They are 

currently spending $1 billion in mobile device revenue.  Google has added multiple 

revolutionary features to their mobile site including mobile editing in Google Docs, Google 



Mobile Marketing for 21st Century Businesses – Lindsay Callahan 

  12 

Voice on the iPhone, mobile payments, and location-based search suggestions (Robinson, p. 1).  

In November 2010, Google announced plans to allow mobile editing for Google Docs to add to 

editing already supported by Google Docs spreadsheets on the Android (Robinson, p. 1).  Edits 

will be in near real-time and text can be entered using your voice (Robinson, p. 1).  As a result, 

Google has now made an official Google Voice app available through iTunes among many 

other new applications (Robinson, p. 1).  To make mobile payments more efficient, Google is 

also planning to allow users to touch a physical map point to pay with their phones with credit 

card or cash (Grove, p. 1).  Lastly, in January 2010 Google offered search suggestions based on 

the current or recent location of a mobile device (Boulton, p. 1).  Potential keywords appear as 

the user enters a search, reducing time spent searching (Boulton, p. 1).  Overall, Google is at 

the fore front of exploring the effects of mobile marketing and continues to improve services 

and create new ones. 

Furthermore, Nationwide Insurance dipped their funds into an interactive mobile 

campaign in 2009 specifically aimed at iPhone users and to attract new iPhone customers 

(Krum, p. 82).  They allowed customers to submit an auto claim (coined the “Accident 

Toolkit”) to aid the clean-up process following an accident (Krum, p. 82).  Their goal was to 

make submitting a claim less stressful via the iPhone, encourage users to take better record of 

the incident (collect information, take pictures), and attract more iPhone users (Krum, p. 83).  

The application isn’t just limited to Nationwide Insurance customers either—but the efficiency 

encouraged iPhone users to become aware of the service and possibly switch insurance 

providers (Krum, p. 83). 
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With the help of mobile marketing, Reebok wanted to reach a younger demographic and 

focus on personalization allowing iPhones users to create a custom pair of shoes (Krum, p. 83).  

They could send their designs to friends and all designs were placed in the iPhone mapping 

feature allowing other users to see the most popular designs in their geographic locations 

(Krum, p. 84).  Reebok used the intimacy advantage that mobile marketing offers, especially 

for young mobile users. 

Another shoe retailer, Nike, took advantage of the technologies that Smartphones offer 

in 2009 and ran a bar-coding campaign to expose their “Dew Tour” with sponsor, Mountain 

Dew (Krum, p. 122).  Nike aimed for teenage extreme sports fans and to connect this 

demographic and extreme sport athletes (Krum, p. 122).  Participants were asked to snap 

pictures of 2D barcodes and send to Nike and they would receive videos and other information 

about the pictured athlete (Krum, p. 122).  Participation and brand awareness was so high that 

Nike plans to mix in more bar-coding techniques with future campaigns (Krum, p. 122). 
Land Rover used mobile marketing to generate awareness and buzz for their new line of 

SUVs to males between the ages of 34 and 54 (Krum, p. 102).  They worked with AdMob to 

make sure their advertisements ran on prominent mobile sites such as CBS and AccWeather 

and exclusively on the most hi-tech Smartphones (to reach the appropriate income 

demographic).  The advertisements linked to videos, dealer contacts, images, downloadable 

content and brochures (Krum, p. 102).  Land Rover’s mobile media campaign drove traffic to 

Land Rover’s mobile site.  The site generated 45,000 video views, 7,400 wallpaper downloads, 

128,000 image views, 1,100 click-to-calls, 800 brochure requests, and 5,000 dealer look-ups 
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(Krum, p. 102).  Land Rover successfully used mobile marketing to reach a specific audience 

and increase site traffic to inform people about their new line of SUVs. 

Another well-known company, Visa, sponsored coverage of the 2008 Olympic games in 

Beijing with Yahoo (Krum, p. 103).  They implemented mobile banners on Yahoo!’s site to 

drive traffic to their mobile site where viewers could read more in depth about the details of the 

Olympics.  As a result, Visa’s click-through rate for their mobile site was higher than average 

(Krum, p. 103). 

In November 2010, social media giant Facebook is now allowing retailers and other 

companies to offer coupons and deals through its mobile application (Wortham, p. 1).  This 

implementation is predicted to heighten mobile advertising competition within the market.  A 

location feature called “Places” provide coupons for locations nearby and users can sign in at 

the retailer or restaurant and show the deal to an employee for the special sale (Wortham, p. 1).  

Facebook also ran a campaign offering a free pair of jeans to the first 10,000 people who 

checked into their local Gap store using Facebook’s new mobile application, Places (Wortham, 

p. 1).  Director of monetization at Facebook, Tim Kendall, said “We’re enabling merchants to 

push deals out to their existing customers and hopefully attract new customers,” (Wortham, p. 

1).  He explains that the coupon platform allows fans and visitors to take action and turn into 

real business.  Other companies Facebook plans to use Places with include H&M, McDonalds, 

and 24-Hour Fitness (Wortham, p. 1).  The success of the campaign is yet to be measured, but 
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Facebook’s gigantic user base (over half a billion people), gives the social network an easy 

advantage (Wortham, p. 1). 

Another company exploring the utility of mobile marketing is Universal Studios.  To 

promote the launch of a comedy Forgetting Sarah Marshall, they included a text message 

campaign in their marketing efforts in April 2008 using the 4INFO advertisement network 

(Why SMS Advertising, p. 1).  They included mobile video trailers and widgets along with 

SMS advertising (Why SMS Advertising, p. 1).  Their objectives were to engage males ages 18 

to 34, drive mobile views, generate film release buzz and eventually get people to theaters 

(Why SMS Advertising, p. 2).  As a result, their campaign opened number two in the box 

office, brand awareness increased by 19.7 percent, mobile trailer views increased by 14.6 

percent, and the intent to see the movie in theaters rose to 21 percent (Why SMS Advertising, 

p. 3).  Ultimately, Universal Studios used their mobile campaign to create awareness and drive 

box office sales. 

Another retailer, David’s Bridal, went after the teenage girl market during prom season 

in 2009 by marketing via SMS text messaging, mobile coupons, and mobile searches (Krum, p. 

235).  When users sign up, they were sent links to the mobile site to generate a word of mouth 

campaign and the site included a store finder and a “send a friend” feature (Krum, p. 235).  

Girls voted for the best dresses for special reductions and the mobile campaign drove traffic 

and sales to bridal stores nationwide (Krum, p. 235). 
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On the negative side, Verizon Wireless was fined $25 million by the FCC for “spurious 

data charges,” after a ten month investigation (Brill, p. 1).  Over 15 million customers were 

charged for accessing the so-called free Verizon home page on their phones and for navigating 

to websites that did not load (Brill, p. 1).  This glitch in Verizon’s mobile plan may have 

resonated with mobile users could hold back confidence in mobile marketing.  Verizon had to 

refund over $50 million dollars to its falsely charged customers (Brill, p. 1).  In addition, the 

state of New York filed suit against Nextel, Sprint, and T-mobile for deceptive advertising 

(Cuneo, p. 1).  The carriers advertised for great deals but failed to point out the fine print, 

practically denoting the special offers (Cuneo, p. 1).  California also filed suit against Sprint 

and Cingular filed suit against mobile spamming, costing customers about ten cents per text 

message (Cuneo, p. 1).  Executive director of UCAN, Michael Shames, responded “Cell phone 

customers should not be charged for ads sent to their phones by the carriers themselves, let 

alone any other advertiser” (Cuneo, p. 1).  Therefore, not all marketers celebrate success 

through mobile campaigns and risk the chance of loosing money to ripped-off customers and 

legal fees. 

In conclusion, mobile marketing is on the rise as a new way for companies to reach a 

variety of audiences.  Mobile marketing is used for mass advertising, viral marketing, and 

recruiting.  Moreover, organizations find today’s youth to be the most attractive audience for 

mobile advertising because this group is the most accepting of mobile culture and have the 

skills to use these new technologies.  Communicating with audiences via mobile devices also 

has advantages and drawbacks that influence the effectiveness of mobile campaigns.  Many 
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prominent brands have used this new advertising channel to attract brand ambassadors and 

generate business while others’ reputations and finances have suffered resulting from deceptive 

advertising and costly spam.  Mobile marketing can have a definite impact on companies trying 

to connect with their customers while this new advertising medium continues to grow and bring 

to light the benefits and issues mobile technology has to offer.  
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