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Abstract

This thesis reports a comprehensive examination of mobile marketing
(m-Marketing) success factors and proposes a new m-Marketing success model.
The model leverages a combination of DeLone & McLean’s Information
Systems (1S) success model and the Technology Acceptance Model (TAM).

Through a systematic literature review it is observed that m-Marketing
evolution is associated with the emergence of mobile technology generations
and that multichannel is the future trend of m-Marketing. A total of 23
m-Marketing success factors were identified from single-channel m-Marketing
literature (with a variety of channels considered, including SMS, MMS, mobile
web, and mobile TV). Given the emergent nature of multichannel m-Marketing,
31 m-Marketing experts, comprising 12 academic researchers and 19 industry
professionals, were recruited for and variously participated in a 3-round Delphi
study, with their numbers decreasing from round to round (to 22 and 19
participants, respectively). These experts contributed via an electronic data
collection system to identify, score and categorize success factors for both
single-channel and multichannel m-Marketing, with both quantitative and
qualitative data gathered from the Delphi panel members.

Six new m-Marketing success factors were identified from the Delphi study:
campaign popularity, campaign promotion, interoperability, user power, clutter
on mobile medium, and customization. By using descriptive statistics the
researcher finds that brand trust, entertainment, location awareness & mobility,
response time, frequency, and technical support are not critical for
multichannel m-Marketing, whereas interoperability is very critical for
multichannel m-Marketing but not critical for the single-channel approach.
Acceptance and campaign promotion are found to be the most critical success
factors for both single-channel and multichannel m-Marketing, while usability,
profit/value, and interoperability are the most critical for the multichannel
approach, and permission is the most critical factor for the single-channel
approach. Non-parametric analysis techniques were used to investigate the
existence and degree of difference in perceived factor importance ratings for
single-channel and multichannel m-Marketing. The results show that
profit/value, usability, response channel and interoperability are significantly
more important in multichannel m-Marketing; in contrast, content, accuracy,
response time and permission are less critical. The researcher also uses
correlation analysis to examine related factor pairs, and factor analysis is used
to categorize the set of 23 multichannel m-Marketing success factors with
three- and six-component extractions. The Delphi panel also categorised the
m-Marketing success factors into three groups (m-Marketing development, use
and deployment, and impacts) based on a 3-phase model, providing insight as
to the key factors at different stages of m-Marketing campaign development
and use. The researcher compares the results from both factor analyses and
participants’ inputs.
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Finally, the relevance of the various success factors to groups of m-Marketing
stakeholders is identified and discussed in this thesis; the entire set of
m-Marketing success factors is assigned by Delphi participants into two groups,
based on their determination of whether these factors influence consumers’
satisfaction and/or net benefit to brand owners and service providers. The
totality of study outcomes are represented in a multichannel m-Marketing
success model. The relationship between multichannel m-Marketing success
factors with both information system success theory and technology acceptance
theory in m-Marketing are demonstrated.

Page 14




Multichannel m-Marketing | 2012

Chapter 1: Introduction

The use of mobile computing and its evolutionary impact on business
operations has been acknowledged in the last five years to be among the Grand
Challenges of Computing Research (Kavanagh & Hall, 2008). Mobile
computing and communications provide economic potential in the form of
business and wealth creation. In addition, the rapid development and evolution
of mobile technologies facilitate the use of mobile communication tools and so
present a constant stream of new challenges to both industry representatives
and academic researchers. This PhD thesis is situated in the field of mobile
business; more specifically, it examines the use of mobile technologies and
their impact on marketing activities. The research scope of the study is focused
on the investigation of mobile marketing (m-Marketing) evolution and the
transition from single-channel to multichannel mobile communication. The
main intent is to study the success factors of m-Marketing development,
adoption and deployment, and their impact, through a multiple-round survey of
domain experts. In doing so, the research uses the well known DeLone and
McLean information systems success model (DeLone & McLean, 1992, 2003b)
and the technology acceptance model (TAM) (Davis, 1989; Davis, 1993) in
combination and arrives at an m-Marketing success model.

1.1 Research Background

The evolution of marketing strategies and models is highly dependent on the
development of technological tools and communication media — the vehicles
through which marketing strategies are implemented. When communication
tools are used for marketing message delivery, they are also considered to be
communication channels for business-consumer interaction. According to Mort
& Drennan (2005), mobile communication is the latest innovative channel for
performing marketing activities. M-Marketing has achieved initial commercial
success by using short message services (SMS), a unique feature available on
mobile phones, to deliver marketing messages. As mobile technologies have
become more mature and yet more versatile, end user services such as
multimedia message services (MMS), mobile Internet services (MIS) and
mobile television services (Mobile TV) are being deployed as marketing tools
for promoting business products and services.

Barnes and Scornavacca (2004) note that m-Marketing has indeed evolved
along with the development of the mobile technology generations. When
m-Marketing uses a sole mobile communication tool for message delivery, e.g.,
SMS marketing or mobile web marketing, this is known as single-channel
m-Marketing (Rangaswamy & Bruggen, 2005a). The use of a multichannel
strategy in m-Marketing has been proposed in (Kavassalis et al., 2003) and
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(Leppaniemi & Karjaluoto, 2005). However, these multichannel approaches
are associated with the use of other non-mobile channels. Pure multichannel
mobile communication was introduced in (Germanakos, Samaras, &
Christodoulou, 2005), and the approach applied to the delivery of mobile
government services. According to (Payne & Frow, 2004), an integrated mobile
communication approach utilising mobile telephony, SMS, WAP and 3G
mobile services was adopted to support customer relationship management for
m-Marketing service strategic analysts. In the context of this thesis then,
multichannel m-Marketing refers to the use of multiple mobile communication
tools (or channels) over mobile networks and through mobile devices in order to
perform marketing activities.

Many well-known m-Marketing campaigns are single-channel (e.g., SMS, Web
or mobile TV). For example, ZENBU WIRELESS provides a popular search
engine that uses mobile SMS for small business advertising in New Zealand;
also, Vodafone NZ started deploying m-Marketing services via its web-based
campaign (Vodafone Live) in 2009; furthermore, the Norwegian Broadcasting
Corporation (NRK) is a leading Mobile TV advertising service provider in
Europe that uses interactive television programs (IPTV) as a communication
tool for promoting business products and services. Although these
m-Marketing campaigns have achieved commercial success, they only focus on
providing m-Marketing services to particular consumer groups and use only a
single-channel communication approach for business-consumer interactions.
For example, Vodafone Live is available only to 3G mobile subscribers; in
order to use this particular m-Marketing campaign, a mobile broadband
connection has to be enabled on consumers’ mobile devices.

Due to device and network convergence between stationary computing and
mobile computing, multiple communication tools (e.g., Voice, SMS, MMS,
Web, TV) are integrated into current 3G and emerging 4G mobile services.
More recent mobile communication platforms are technically capable of
supporting a multichannel marketing campaign. As a result, m-Marketing
industry players (e.g., Vodafone, T-Mobile, MobiAD, AdMob, Madhouse),
mobile service providers (e.g., Vodafone, Nokia, Motorola) and academic
communities (e.g., Mobile Marketing Association, Mobile Marketing
Magazine, Mobile Manufacturers Forum) are interested in understanding and
potentially determining how future m-Marketing can be successfully deployed
over a multichannel communication campaign, and whether multichannel
m-Marketing is capable of offering better user experience than a single-channel
communication campaign (Frenchman et al., 2009; Laszlo, 2009; Zaidi, 2009).
Since 2010 some leading m-Marketing service providers including BitM3 and
TXT2GO have launched multichannel m-Marketing campaigns to brand
owners and consumers (Bluebookadvertising, 2010; TxT2GET, 2011b).

Page 16

I B

I A



Multichannel m-Marketing | 2012

1.2 Rationale for the Study

SMS marketing has been investigated extensively by academic researchers, and
some more recent m-Marketing studies have considered the use of other mobile
communication tools (e.g., MMS, mobile Web, Mobile TV) typically as a
single service. This thesis studies emerging trends in m-Marketing by first
conducting a meta-analysis of 230 relevant journal publications to evaluate the
relationship between the mobile technology generations and the development
of m-Marketing. The outcome of the meta-analysis indicates that multiple
mobile communication tools (or channels) could be adopted and deployed over
an integrated m-Marketing system. As a result, multichannel m-Marketing is
identified as the central research theme. The researcher then examines the
success factors of multichannel m-Marketing and proposes a theoretical model
for determining the success of multichannel m-Marketing.

As noted above, multichannel m-Marketing has been introduced and deployed
in the marketplace only recently and by a small number of service providers
e.g., TXT2GO, BizM3 (BizM3, 2009; TxT2GET, 2011b). Thus, it is too early
to say if using multiple mobile communication tools for marketing activities is
effective directly from a user perspective. Since no previous empirical study
has been found that examines multichannel m-Marketing, this thesis both
explores and suggests some new directions for research in the areas of mobile
business and m-Marketing. First, this study contributes by providing guidelines
for future multichannel m-Marketing campaign development and deployment.
Second, the findings of this thesis indicate a new research area for
(m-)Marketing researchers, namely the area of multichannel m-Marketing.

Success factors for SMS marketing (a form of single-channel m-Marketing)
have been well studied in many investigations and with various frameworks.
For example, (Scharl, Dickinger, & Murphy, 2005a) examine m-Marketing
success factors by looking at message, media and users; success factors that
influence m-Marketing acceptance are also identified in (Leppaniemi &
Karjaluoto, 2005), while success factors for m-Marketing attitudes are
identified and discussed in (Haghirian & Sangyo, 2005). This thesis examines
success factors for m-Marketing and proposes a model that can be applied for
determining m-Marketing success. The model is based on the integration of the
widely used IS success model and the TAM by following the approach
proposed in (Wixom, 2005). The model is tested specifically against the
multichannel m-Marketing approach, with empirical evidence collected from a
multi-round Delphi investigation.
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1.3 Research Objectives

This thesis is an investigation of m-Marketing success factors. In particular, it
explores and discusses the perceived level of criticality of success factors in
relation to the multichannel m-Marketing approach. The researcher also maps
out the evolution of m-Marketing and its future trends through comparing
success factors for single-channel and multichannel approaches. The research
is directed towards the following objectives:

e To identify and verify success factors for single-channel and
multichannel m-Marketing;

e To investigate the difference in success factors for single-channel
and multichannel m-Marketing through a Delphi study;

e To categorise the success factors for multichannel m-Marketing
through a Delphi study;

e To explore the role of m-Marketing acceptance and its impact on
m-Marketing success;

e To examine how certain variables (consumer satisfaction and
profit/value-oriented stakeholder benefit) that drive user acceptance
of m-Marketing are related to m-Marketing success factors;

e To propose an m-Marketing success model and use this model to
evaluate multichannel m-Marketing success.

1.4 Chapter Summary and Outline of Thesis

This chapter introduces briefly the notion of m-Marketing with both
single-channel and multichannel approaches. The rationale for this research
and its potential contributions are also described. The chapter describes the
research scope, defines the research focus on multichannel m-Marketing, and
outlines the research objectives. Since m-Marketing is a cross-disciplinary
topic, this thesis studies success factors for m-Marketing and the impact of
information technology (mobile technology) on a specific business process
(marketing activities).

The next chapter presents a review and meta-analysis of the relevant research
literature. This informs the development of an m-Marketing success model in
Chapter 3. In Chapter 4 the research design is described in detail, and in
Chapter 5 the results and findings are reported. These findings are discussed
and interpreted in Chapter 6, and the thesis is concluded in Chapter 7.
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Chapter 2: The Evolution of Mobile Marketing

Academic researchers have defined marketing communication as a business
process for delivering marketing messages, which contain information for
promoting goods, services and ideas, from brand owners to consumers (Sheth
& Parvatiyar, 1995; Srivastava, 1999). When mobile communication
technologies (MCTSs) are used as media for delivering marketing messages, this
process is known as m-Marketing (Friedrich, et al., 2009; Leek &
Christodoulides, 2009; Tanakinjal, Deans, & Gary, 2008). This Chapter
reviews literature in terms of marketing in general, the mobile technology
generations, mobile communication channels, issues of m-Marketing and
examples of multichannel m-Marketing campaigns.

2.1 Marketing

This first section provides brief background information about marketing in
general. It then introduces m-Marketing which uses mobile technology for
exchanging marketing information between brand owners and consumers.

2.1.1 Philosophy and Marketing Research

The effect of philosophy in marketing research is challenged and argued by
many researchers. Hunt (1991) suggests that philosophy does not actually
contribute to the progress of marketing science. Hunt and others contend that
marketing progress is driven by practical factors such as demand, relationships
and technology (Zineldin, 2000). However, Dibb and Stern (2000) argue that
philosophy plays an important role in marketing research, as the most
appropriate philosophy essentially guides marketing research. When
philosophy is considered in conjunction with marketing research, it provides
knowledge and guidance, so it has a positive and significant role; philosophy is
also said to inform guidelines to test issues effectively in the practical world
(Hunt, 1991).

Some researchers have attempted to determine which philosophy dominates
marketing research (Hunt, 1991, pp.396-397), and so drives the development
of the discipline. In order to answer this question, several types of theories of
knowledge, or epistemologies, are involved, including reality relativism,
constructivism, theoretical positivism and empiricism (Niiniluoto, 1991).
Alexander and Winne (2006, pp.305-320) suggest that knowledge is the
intersection of truth and belief, and emphasise that it depends on the following
factors: 1) the learning process of the learner in relation to new concepts; 2) the
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preference of practical experiences over abstraction, and 3) the importance of
evidence. Hunt (1991) claims that the “Marketing discipline continually
transgressed by indiscriminately borrowing concepts, theories and methods
from other disciplines” (p.398). The highly flexible and adaptable nature of the
marketing discipline is one of the factors that underlie the development of
marketing theory, since its progress depends on progress in other disciplines
(Hills, Hultman, & Miles, 2008). This does not necessarily mean that the
marketing discipline lacks its own theory and knowledge (Goulding, 2002).
Rather, the aggregation of theories and knowledge from multiple sources has
built a solid foundation for marketing theory (Hunt, 2002). The intersection of
marketing knowledge with other disciplines allows the transfer of evidences
and experiences; as outlined in (Moller & Halinen, 2000), this forms a general
theory of relationship marketing.

2.1.2 Comparison of Marketing Theories

The development of marketing theories has therefore involved the borrowing
of a number of abstract ideas, opinions, speculations, models and frameworks,
processes and procedures from other related disciplines.

Since marketing is a business activity simple marketing theory has inherited
many properties from the business discipline (Ozcan, 2004). The ongoing
buyer-seller relationship results in the related marketing activity, which relies
significantly on communication media for delivering marketing messages
(Schultz, Tannenbaum, & Lauterborn, 1993). The relationship between buyer
and seller has therefore transformed into a relationship between marketing
message sender (sellers or brand owners) and receiver (buyers or consumers).

The integrated marketing communication theory relies on the premise that the
communication discipline is involved in the marketing communication process
(Hutton, 1996); the observable outcome from this is that initial marketing
theory has been augmented and used in an enhanced and more effective
manner.

This thesis studies m-Marketing, with the integration of marketing
communication and mobile technologies. In line with the rapid emergence of
the computing discipline, integrated marketing communication theory has
effectively leveraged the technology of the day, and mobile technology has
been used more recently as a medium for marketing communications.
Consequently, since this particular theory utilises the knowledge of business,
communication and computing, it is named ‘m-Marketing theory’.

Table 2.1 presents a comparison between these marketing theories and the
corresponding effective scope.
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Table 2.1
A comparison between marketing theories and corresponding effective scope
Discipline Description Distribution ~ Consequence
Business Marketing is a Number of
Marketing particular 1-Many receivers is
business activity small
Integrated Communication | Effective use of 11 Number of
Marketing simple marketing 1-Many receivers is
Communication larger
m-Marketing Computing Specific use of 1-1 The ‘receivers’
(Mobile) integrated 1-Many are in fact
marketing interactive and
communication responsive

The effective study of m-Marketing therefore requires a multidisciplinary
research approach. In (Fouskas, Giaglis, & Kourouthanassis, 2005), the authors
maintain  that m-Business researchers face an overabundance of
interdisciplinary research challenges and so they outline a road map that they
contend should involve the two disciplines of business (e.g., marketing
communication) and technology (e.g., mobile technology) and three
dimensions (Service, Value and Technology). As a result, this study reviews
relevant literature for each of these two disciplines. The researcher then applies
a three-phase IS success model by matching the three dimensions outlined in
(Fouskas, et al., 2005), namely Technology Development, Service Use and
Deployment, and Value as Impacts. The identification of m-Marketing
stakeholders (in section 2.5) also follows this approach.

2.2 Marketing Channel Evolution

This section explores the evolution of marketing by studying different channels
and comparing their features and shortcomings. Problems and challenges arise
with each evolutionary step in communication media. In fact, even the use of
word of mouth advertising has been accompanied by legal issues (Low, 2002).
Even though word of mouth advertising is unpaid written or oral promotion by
satisfied customers that promote business products or services, it is possible
that unrealistic messages or miscommunications might be relayed to the public
(Piddshetti, 2007). Such problems normally cease to exist once consumers
determine the actual facts about the products or services, as pointed out in
(Richins, 1983). However, with the advance of technologies, a new type of
issue has emerged, namely unwanted circulars e.g., the marketing message
contained in a mobile short message. As a consequence, according to
(Krishnamurthy, 2001), permission-based marketing receives higher consumer
rating and acceptance than other non-approved forms.
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In this Chapter, the researcher first presents background information on
marketing. Second, marketing channel evolution is examined by exploring
different marketing channels and comparing their features and shortcomings.
Also, a variety of definitions for m-Marketing found in relevant literature are
reviewed. The connection between mobile technology generations and
m-Marketing evolution is discussed. The researcher’s initial investigation, a
meta-analysis based on a systematic literature review of 230 journal papers that
present m-Marketing research studies, shows that multichannel m-Marketing is
an identifiable trend (Huang & Symonds, 2009). The researcher also explores
issues related to SMS marketing and introduces a selection of illustrative
examples of multichannel m-Marketing campaigns.

2.2.1 Face-to-Face Marketing

The most traditional and direct marketing approach is based on face-to-face
communication. Face-to-face marketing can be used in diverse ways to meet a
variety of objectives. However, its essence is interaction, and without creating
a sense of theatre, some interest or an incentive to respond, it is increasingly
less likely to succeed. It is usually difficult to deliver a marketing message to
multiple recipients or a group of target customers from a single sender by using
the face-to-face marketing approach.

2.2.2 Printed Material Marketing

Since the era of printed materials first began consumers have found their
mailboxes full of sometimes unwanted advertisements and flyers. However,
such a problem is relatively easy to solve and involves simply throwing away
the unsolicited or unwanted materials or putting a no circulars or no junk mail
sign on your mail box (Coderre, St-Laurent, & Mathieu, 2004). Usually there
are local bylaws to control this marketing approach but whatever control there
may be it has had little impact on the use of this type of communication media
(Morimoto & Chang, 2006).

2.2.3 Radio and TV Marketing

Determining the demographics of television and radio audiences and their
viewing or listening habits is a necessary marketing function. Broadcast
marketing that makes use of radio and television channels for delivering
marketing messages has become well-accepted by consumers because of its
potential for entertainment and richness (Keller, 2001). The marketing field has
become more complicated and difficult to control since broadcasting systems
began to operate (Balza & Hancea, 1996; Galloway & Brown, 2004). However,
some content of radio and television programs may not be suitable for all
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consumers (Oliver & Krishnamurthy, 2002), e.g., violence is inappropriate for
younger people. Content control is highly recommended by advertising agents
and radio/TV program providers. Governments have frequently tried to
legislate and constrain the content of broadcasting communication media as
well as the options available to consumers (Ram & Sheth, 1989).

2.2.4 Telemarketing

The marketing approach that uses telephones as communication media is
referred to as telemarketing. Cold calling behaviour associated with
telemarketing is not always welcome (Mann, 1999), since an incoming call will
very likely interrupt whatever the consumer is doing. If the call is unexpected
and not accepted/welcomed, it is very likely to create annoyance and ultimately
a failure in the marketing process (Mann, 1999). By setting up appropriate
rules and strategies, telemarketing could still be a valid marketing approach to
particular target consumers in a promotion and advertising context. Another
challenge of using telemarketing is that this marketing channel can be used for
fraud relatively easily, so it is essential to set up appropriate legislative
solutions against telemarketing fraud (Lee & Geistfeld, 1999).

2.2.5 Internet e-Marketing

The Internet as a marketing medium came to prominence in the early 1990s.
Relevant legislation, the communication approaches employed, and consumer
behaviour when using Internet marketing have all changed significantly in the
interim and are now very different from those associated with other marketing
channels (Mehta & Sivadas, 1995; Peterson, Balasubramanian, & Bronnenberg,
1997). With the reach and wide influence of the Internet, this medium of
communication brings many uncertainties to the marketing domain (Bush,
Venable, & Bush, 2000). Security and privacy are the most common issues
with which online consumers are concerned when dealing with Internet
marketing (Tsai, et al., 2011). The globalisation of the Internet has resulted in
laws becoming limited in their applicability. The differences in regulations in
different countries have created gaps that can potentially lead to security risks
(Bowrey, 2005). As a result, unwanted marketing messages could not actually
be controlled or stopped by regulation (Hansell, 2003). The credibility of this
marketing communication medium has therefore dropped to a level where
some consumers are in doubt as to whether they are actually communicating
with genuine sellers, and whether the information delivered to them is correct
and accurate (Pfleeger & Bloom, 2005). Consumers are also unsure about the
privacy of information they provide to a remote party, and without clear
regulations set, it is hard to know whether the information provided is actually
treated as stated in the ubiquitous privacy disclaimer (Miyazaki, & Fernandez,
2000). All of this has led to a suspicion of the medium, which eventually —
negatively — influences consumer acceptance of this marketing channel.
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2.2.6 M-Marketing and Its Definitions

M-Marketing is a specific type of marketing in its own right. It is an interactive
process that combines both push and pull marketing activities. More
importantly, according to prior research it has successfully achieved a higher
response rate than other marketing approaches because of two particular
features: user permission and acceptance (Barnes & Scornavacca, 2004,
Tanakinjal, et al., 2008).

M-Marketing is a marketing activity that involves the use of mobile devices
such as mobile phones, smart phones or PDAs (Mort & Drennan, 2005).
Kurkovsky and Harihar (2006) point out that mobility and location-awareness
are among the unique features of mobile technology that also apply to
m-Marketing. Mobile business has the advantage of personalisation; also, the
use of mobile systems can draw data directly from users that is constant and
accurate (Ho & Kwok, 2002).

M-Marketing is defined as the use of a mobile medium as a means of
marketing communication in (Heinonen & Strandvik, 2007; Salo & Karjaluoto,
2007) or as the “distribution of any kind of promotional or advertising
messages to customers through wireless or mobile networks” (Leppaniemi &
Karjaluoto, 2005). The m-Marketing Association (2011) recently redefined
m-Marketing as “a set of practices that enables organizations to communicate
and engage with their audience in an interactive and relevant manner through
any mobile device or network”. Sometimes, m-Marketing is called wireless
marketing (MMA, 2011). However, ‘wireless’ is not necessarily ‘mobile’.
M-Marketing is also generally characterised as using interactive mobile
communication media to provide consumers with time- and location-sensitive
personalised information, to help brand owners to promote goods, services and
ideas, thereby generating value for all stakeholders (Scharl, et al., 2005a).

2.2.7 Comparison of Marketing Channels

In order to outline the evolution of marketing from a simple and direct
approach to one involving increasingly complex communication tools this
section compares features of each marketing channel according to three
perspectives: timeline, distribution and response rate. This comparison informs
the contention that communication channel evolution leads to progress in the
development of marketing approaches. Mobile technology is a tool/medium for
performing marketing activities, whereas mobile marketing is a business
approach that leverages the evolution of communications applied to the
marketing field.
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2.2.7.1 Timeline

Marketing channel evolution relates directly to the development of
communication tools and media. Based on previous descriptions, Table 2.2
summarises the marketing evolution process by comparing different marketing
channels and noting their longevity. It can be seen that some marketing
channels have been used for quite extended periods of time. As mentioned in
(Mohr & Nevin, 1990) a marketing channel is ‘alive’ if the communication
approach (e.g., word of mouth, printed materials, telephone, broadcasting,
Internet) is not dropped from use by brand owners and consumers.

Mobile communication is therefore the latest innovative approach through
which brand owners and consumers can exchange marketing information. In
the last decade, SMS as a mobile communication tool has become well-liked
by many m-Marketing service providers, brand owners and consumers (Carroll,
et al., 2007; Ellis, Ellis, & Barraclough, 2007). As mobile technology has
continued to mature, further services such as multimedia message services
(Battiato, Farinella, Giuffrida, Sismeiro, & Tribulato, 2009) and mobile
Internet services (Haghirian & Inoue, 2007) have been deployed as marketing
tools for promoting brand owners’ products and services.

Table 2.2
Marketing Channels Comparison - Timeline

Marketing Channels

Examples of Tools Timeline

Face-to-Face Marketing Direct sales conversation and | Thousands of years till now
demonstration
Brochure, newspaper or | Hundreds of years till now

magazine

Printed Material Marketing

Radio and TV Marketing

Television or radio

Early 1950s till now

Telemarketing

Telephone call

Early 1980s till now

Internet Marketing

Website, online forum, email

1990s till now

M-Marketing

SMS/MMS, mobile web

Beginning of 21* century till
now

2.2.7.2 Distribution

The goal of a marketing strategy is to deliver a promotional business message
from brand owners to consumers, and ultimately increase sales for brand
owners (Rowley, 1998). Based on previous descriptions, Table 2.3 summarizes
the marketing evolution process by comparing different marketing channels in
terms of their scope of distribution.

Page 25

I B

I A



Multichannel m-Marketing | 2012

|

Table 2.3
Marketing Channels Comparison - Distribution

Marketing Channels Distribution Description

Face-to-Face Marketing to (1 or many) | Size of ‘many’ is small

Printed Material Marketing | to (1 or many) The larger the ‘many’, the higher the cost

Radio and TV Marketing to many The 1 or ‘many’ may not receive the
marketing message

Telemarketing to (Lormany) | The 1 or ‘many’ may not want to receive
the message

Internet Marketing to (1 or many) The 1 or ‘many’ may not trust messages
sent via the Internet

M-Marketing to (Lormany) | The 1 or ‘many’ will accept the message if
permission is given

When a new communication medium becomes available, brand owners look to
utilize the new tools and media with the purpose of gaining wider distribution
of their products and services. Each marketing channel has its shortcomings,
and it is likely that later channels overcome (in part) problems that have
occurred or limitations that are inherent in the use of previous channels. For
instance, using printed materials for marketing increases the number of
recipients and so overcomes a limitation of face-to-face marketing (Phelps,
Lewis, & Mobilio, 2004). However, a new problem arises if there is a very
large number of intended recipients since higher costs are incurred to reach all
customers (Paul, Redman, & Sanson-Fisher, 2004). In order to solve the cost
issue of printed mail marketing, brand owners can use broadcast marketing
approaches such as Radio/TV, telephone and Internet (Cheung, 2008; Paul, et
al., 2004). Thousands or even millions of recipients can receive marketing
messages broadcast through marketing channels such as these. However, brand
owners do not know whether consumers have actually received their message
(Beville, 1988); thus it is difficult for brand owners to directly know their
customers’ views about their products and services. In order to capture the
consumers’ behaviours and feedback, brand owners can use telemarketing and
Internet marketing as direct marketing tools that enable communication with
consumers in an interactive manner. Unfortunately (and as noted above),
telemarketing is not always welcome because so-called cold calling annoys
consumers (Galloway & Brown, 2004). Internet marketing campaigns are
sometimes deployed with poor security and privacy, and therefore cannot
necessarily gain consumers’ trust and acceptance. Finally, brand owners and
marketers believe that permission is one of the most important factors for
consumers to accept information via a marketing channel and in doing so
signal acceptance of the brand owners themselves. M-Marketing campaigns are
therefore being built based on an assumption of user permission (Barwise &
Strong, 2003).

o
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2.2.7.3 Type and Response Rate

Consumers’ response rates to marketing channels have a direct relationship
with consumer acceptance (Barnes & Scornavacca, 2004; Rettie, Grandcolas,
& Deakins, 2005). According to (Barnes & Scornavacca, 2004), there are two
types of marketing approach: push marketing and pull (interactive) marketing.
In the marketing field, push is used to describe the activities that are initiated
by the product or service providers, and in this situation the consumers are
passive, whereas pull refers to those activities that are initiated proactively by
consumers. As outlined in (Goyder, 1985), a face-to-face conversation has a
high net response rate; however when it is applied to sales and marketing, this
approach is unable to reach large numbers of consumers. Although printed
material via mail may reach more consumers, the response rate is not as high.
Also, this approach requires additional administrative effort and material cost
(Goyder, 1985). Conventional TV and radio marketing campaigns cannot
receive consumer responses from the same channel due to the one-way nature
of the communication channel (Duncan & Moriarty, 1998). Telemarketing
faces privacy and ethical issues, and therefore the response rate may not be
high (Duncan & Moriarty, 1995). Although the Internet has been considered as
a powerful tool for B2C (business to consumer) and B2B (business to business)
marketing (Facchetti, Rangone, Renga, & Savoldelli, 2005), consumer
response rates are influenced negatively by a lack of trust in Internet marketing
campaigns due to the growing incidence of online fraud (Miyazaki &
Fernandez, 2000) and privacy concerns. Table 2.4 summarises the evolution
of marketing channels by comparing the different channels in terms of their
types and response rates.

Table 2.4

Marketing Channels — Type and Response Rate
Marketing Marketing

Types

Response Rate | Comments

Channels

Face-to-Face Push, pull & | High Lower number of respondents

Marketing interactive

Printed  Material | Mainly Low Requires time and cost to

Marketing push-based generate response

Radio and TV | Mainly Low Usually one way

Marketing push-based communication

Telemarketing Mainly Low Cold call is not welcome
push-based

Internet Marketing | Push, pull & | Depends Concerns re security against
interactive online threats

M-Marketing Push, pull & | Comparatively | If user permission is given
interactive high

It can be seen in Table 2.4 (and those shown just prior) that, apart from
m-Marketing in its present early form, each marketing channel has certain
shortcomings and disadvantages; none receives a particularly good response
rate because the marketing channel used, the communication tool and/or the
medium are not well-accepted by consumers (Trappey & Woodside, 2005).
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These authors also indicate that response rate is linked to the type of marketing
approach. Pull and interactive marketing channels seem to be more welcome
than the pure push-based marketing channels; also, comparatively higher
response rates are received if the marketing campaigns are given permission by
consumers (Trappey & Woodside, 2005).

One of the critical factors that brand owners consider when deciding whether to
continue using a particular type of communication medium to perform their

marketing activities is effective consumer response (Kondo & Nakahara, 2007).

In previous research, mobile advertising messages have been found to have a
5-10 times higher click-through rate than Internet advertising messages
(Haghirian & Inoue, 2007; Haghirian, Madlberger, & Inoue, 2008). There are
three priorities for ensuring effective consumer response: to increase consumer
value, to remove costs that do not add consumer value, and to maximise value
and minimise inefficiency throughout the supply chain (Roussos & Moussouri,
2004). The mobile phone, as a communication tool, has the potential to satisfy
these three priorities, and that is the reason why brand owners or marketers
have begun to choose m-Marketing over (or perhaps in addition to) other more
traditional marketing channels.

This section has explored marketing channel evolution and compared different
marketing channels in terms of timeline, distribution and consumer response
rate. There is some evidence that mobile technology is currently the most
innovative communication channel used for marketing, particularly with its
specific features of interactivity and consumer permission. The purpose of
comparing various mobile communication channels and their dimensions of
technological evolution according to these characteristics is to make explicit
the cross-disciplinary nature of mobile marketing in this research study; it is
acknowledged, however, that other classification dimensions could also be
considered. The next section examines how mobile technology is used as a
communication channel for marketing. Mobile technology generations are also
related to the evolution of m-Marketing.

2.3 Mobile Technology Generations and m-Marketing Evolution

The reviewed literature suggests that m-Marketing evolution has progressed
from single-channel to multichannel mobile communication. When marketing
messages are delivered over a system with a single mobile communication
medium (e.g., SMS only), this is known as single-channel m-Marketing. If
marketing messages are delivered over a system that allows multiple mobile
communication channels or media (e.g., mobile call, SMS/MMS, Mobile
Internet, and Mobile TV), this is known as multichannel m-Marketing. This
section examines the link between mobile technology generations and
m-Marketing evolution.
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2.3.1 Current Status of Mobile Technology

As with many recent technologies the pace of development of mobile devices
has been rapid. Today this class of devices includes not only the already
conventional mobile phone but also a new generation of handheld devices such
as the iPad. Mobile device capabilities have been expanded to meet complex
user requirements. Due to its small size, portability, and the rich functionalities
integrated within it, the mobile device is thought to be “...the most popular
communication tool in 21st century” (Kumar, 2004). Although SMS was the
initial commercial success driver for these devices (Barnes & Huff, 2003), the
current trend associated with business services offered through mobile
technologies (mobile business services) indicates a move towards using the
mobile Internet (Klein & Koenigstorfer, 2007) as more and more device
features rely on the Internet platform (Haghirian & Inoue, 2007). However, this
trend raises a question with respect to m-Marketing: will m-Marketing follow
the fate of Internet marketing and become a marketing medium that lacks users’
trust (Balza & Hancea, 1996; Udo, 2001)? Given that it is different from
Internet marketing, m-Marketing may still be successful if marketing campaign
designers understand how to leverage the unique features of mobile technology
(Facchetti, et al., 2005; Kurkovsky & Harihar, 2006) without compromising
user trust. While mobile technology may be regarded as the next generation of
marketing communication media, and not limited to text messaging alone (Siau
& Shen, 2003a), more investigation is needed in order to better understand the
role of mobile technology and how it is adopted in marketing processes
(Barnes & Scornavacca, 2004).

At present, mobile devices can be categorised into three main types related to
the first, second and third or later generations. First, mobile phones are those
devices that are designed mainly for voice communication. They inherit all of
their functionalities from the traditional mobile phones, plus they also offer
features such as colour display, capability-rich operating systems and sufficient
processing power to allow certain 2G or 3G features (Lindholm, Keinonen, &
Kiljander, 2003). However, the primary function of these devices is still voice
communication and the features ported from computers to these devices are
limited. Second, the term ‘smart phone’ is used to describe those mobile
devices that run an intensive operating system. Unlike a normal mobile phone,
smart phones seek to balance desirable phone features and computing
power/functionality. The design of these devices is still quite similar to mobile
phones, but they have stronger processing power and larger memory to enable
them to run a diminished version of a computer operating system, such as
Microsoft Windows (Nichols, 2003). In this case, more computer applications
are able to be ported to and run on such devices, but still, the emphasis is to use
them primarily as phones rather than computers. Third, we also have the
Personal Digital Assistant (PDA) in mobile devices. Unlike the previous two,
the original main aim of PDAs is not for voice communication. Rather, the
main focus here is their computing features, such as data entry, calendar and
schedule management, email, contact lists, spreadsheets and word processing.
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The popularity of mobile phones has prompted the notion that if a PDA can
also support voice communication and text messaging, it can be considered as
an all-in-one device to deal with professionals’ daily needs (Anderson, 2004).
Therefore, PDA devices, such as the BlackBerry, are derivatives of the
traditional PDA, while also offering the features of voice communication, text
messaging and other phone features (Anderson, 2005). From this researcher’s
point of view, current mobile devices have the best processing power; in
addition, they also run complex operating systems that can perform tasks
similar to personal computers. Although all three categories appear to be
moving closer to the phone-plus-computer or computer-plus-phone
configuration, these features should, in fact, become the basic standards for
what a mobile device should have in the future.

Currently, mobile development in the developed world is at the deployment
phase of the 4™ generation of mobile technology. In a 4G mobile service, the
bandwidth of the mobile network and the features provided by mobile devices
have again improved. Current the 4G network has two commercial candidates:
WiMax which was first launched in Korea in 2006 and LTE (Long term
evolution) that was first launched in Scandinavia in 2009. WiMax can deliver
up to 46 Mbps downstream speed with 4G capabilities (Koe, 2008); on the
other hand, the LTE standard offers a download speed of 100 Mbps, which is a
typical standard speed of a wired local area network (Koe, 2008).

Mobile technology has started to become a viable replacement for many
current communication approaches, such as fixed-line telephones, personal
computers, newspapers and so on. The next section explores the evolution of
m-Marketing channels and examines how the mobile technology evolution just
described has had a direct impact on m-Marketing development.

2.3.2 Mobile Communication Channels for Marketing

In this section, the researcher identifies and describes four different types of
m-Marketing channel: mobile voice, SMS/MMS, mobile Web and mobile
television. These m-Marketing channels have a direct link to the mobile
technology generations outlined in the previous section.

2.3.2.1 Mobile Telemarketing (1st Mobile Generation)

A traditional telemarketing approach suggests that brand owners reach
consumers through voice communication over fixed lines. The bidirectional
voice communication enables brand owners to interact with consumers, thus
obtaining immediate responses and feedback. This has proved to be a stable
and reliable marketing approach as, after many years of development in fixed
line technology, the reliability is high and the costs of communication are
relatively low compared to most other marketing approaches.
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With the introduction of mobile technology, advanced features such as
mobility and higher availability are added to the traditional telemarketing
service. Since mobile technology has been constantly improving, the cost of
making mobile phone calls has decreased significantly. This encourages brand
owners to perform telemarketing over the mobile communication platform.
Besides, by adopting the traditional fixed-line telemarketing approach, mobile
telemarketing has also introduced specific features such as interactivity and
personalisation; therefore brand owners can more effectively reach their target
customers as mobile devices are usually non-shared with other users. Also, the
mobility of the device makes it possible to reach consumers at any point of
time as the communication is not limited to a particular space, either home or
office. Consequently, consumer availability is increased.

2.3.2.2 Mobile Messaging Marketing (2nd Mobile Generation)

The SMS/MMS is a unique service provided by the mobile platform. It was
successfully designed to deliver functionality complementary to the voice
communication capabilities of mobile phones, so that mobile users can not only
communicate by voice but can also send messages in text. This helps to reduce
or eliminate the chance of getting incorrect information through voice,
especially when the message contains important information such as an email
address, names, or a physical address, that are not easy to remember or could
be misheard in voice communication (Bamba & Barnes, 2007). The mobile
SMS/MMS approach also provides a cost-effective way to send messages to
the receiver, particularly when compared to standard voice communication
(Okazaki, 2005b). In fact, it is a successful replacement of the more traditional
pager service (Dickinger & Kleijnen, 2008). SMS/MMS enable full automation
of the message sending process, whereas the pager service involves a call made
to the control centre to initiate message sending. Therefore, although other
more advanced mobile features now exist, the SMS is still an important and
popular feature for simple text communication, whereas multimedia content
overcomes the limitation of the text-only content in terms of richness and
entertainment (Battiato, et al., 2009).

From a marketing perspective, the messaging marketing concept is a successor
to static content marketing. Unlike printed materials, SMS allows pure text
only with a length constraint set for each message. However, since all mobile
users are already familiar with these restrictions, a well designed text message
should be able to deliver the required content to consumers. Thus, the
advantages of using mobile messaging marketing are clear. First, the cost of
sending the message is the lowest to both brand owners and consumers
compared to other m-Marketing approaches (Okazaki, 2005b). Second, the
marketing message delivery time from brand owners to consumers is real time,
and lasts longer than voice communication, because the message may be stored
within the device memory so that consumers can retrieve the message again
when needed (Tsang, Ho, & Liang, 2004). Moreover, messages can deliver
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information that is difficult to communicate by voice, such as a voucher
number, or the name of a contact and their address (Mort & Drennan, 2005).
Since the SMS/MMS system is based on digital communication, it is
straightforward to enable computer systems to recognise the content of
messages, facilitating full automation of the sending and receiving processes
(Kautonen, et al.,, 2007). All of the above considerations make SMS/MMS a
favoured platform for marketing activities.

2.3.2.3. Mobile Web / Internet Marketing (3rd Mobile Generation)

The Internet is now one of the most important telecommunication platforms in
the world. Its polymorphism as a communication medium expands the
capability of business activities and embraces users’ interactive influence
(Bennett, 2003). As Internet services have become more popular and
well-accepted, and the costs for accessing them have decreased dramatically,
these services are considered suitable for performing marketing activities
(Scharl, et al., 2005a). There are multiple ways to perform marketing activities
on the Internet platform. The most popular is marketing through subscription to
email newsletters, where relevant topics are specified by the subscriber. There
are also other marketing approaches, such as advertisements embedded in
instant messenger applications (e.g., MSN Messenger, Yahoo! Messenger),
website advertisements, forums and blogs. Unfortunately, due to the lack of
appropriate control mechanisms for content, and concerns over privacy and
security, the use of the Internet as a marketing communication medium has
been found to be less welcome than was initially anticipated (Haghirian &
Inoue, 2007). The leaking, trawling or unauthorised sale of personal
information such as email addresses or instant messenger account details
enables unauthorised parties to send unwanted messages, commonly referred to
as spam, to receivers who are forced to receive them (ldwan, Alramouni,
Al-Adhaileh, & Al-Khasawneh, 2008). The negative impact of spamming on a
marketing campaign that uses email as its communication medium is such that
brand owners may simply decide to avoid the use of the Internet in order to
maintain their reputation (Merisavo et al., 2007).

Since mobile Internet marketing inherits some attributes of the Internet
marketing approach, it also inherits some of the associated risks and
disadvantages. However, with more appropriate mobile Internet regulations,
the situation may be quite different from that relating to normal Internet access.
This is due to the fact that the regulations for use of mobile communication are
relatively well-defined and this is expected to resolve the issues related to
privacy and security (Merisavo, et al., 2006). First of all, the costs of use of
mobile Internet are higher than fixed line or stationary Internet. Although this
may prevent some brand owners from utilising mobile Internet marketing, it
should help to ensure that the players who have chosen to use the channel are
sufficiently resourced to enforce control over the content and their processes
(Bauer, et al,, 2005). Additionally, not all web resources can be displayed on
mobile devices. In fact, due to the limited size of the mobile display, web
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resources have to be designed specifically for that device according to strict
standards (Haghirian & Inoue, 2007). These conditions increase the likelihood
that mobile Internet marketing could avoid or be less affected by the failures of
traditional Internet marketing.

2.3.2.4 Mobile Television Marketing (4th Mobile Generation)

The TV marketing approach is directed at audiences that are often dynamic and
volatile, and so it is necessary to repeat the contents of marketing messages
several times in order to assist consumers in remembering or understanding
(Marez, et al., 2007). TV marketing allows high-tech involvement in marketing
processes and, in addition, is said to hit consumers’ psychological perceptions
(Pihlstrom & Brush, 2008). The dynamic nature of such a communication
channel supports the use of new elements such as animation and sound, which
can further deepen the consumers’ impressions (Pihlstrom & Brush, 2008).
Furthermore, the ongoing correctness of the message delivered to consumers
can also be increased by using live verbal and visual communication.

Current TV services can make use of the Internet protocol as a communication
medium, a scenario known as IPTV or interactive TV; traditional TV programs
are now available on computer devices and mobile phones. Using mobile
phones for TV advertising is considered to be mobile TV marketing, which
allows mobile users to select a TV program or content based on their
permissions and willingness to view (Bayartsaikhan, et al., 2007). Although
mobile TV advertising is aimed at the general public, it is deployed via an
interactive or pull-based marketing campaign and so consumers can select to
receive particular advertisements from a mobile TV service.

2.3.2.5 M-Marketing Channels vs. Traditional Marketing Channels

Table 2.5 summarises the connections between mobile generations,
m-Marketing channels, the associated mobile communication media/tools and
related traditional marketing channels.

Table 2.5
Mobile Generations vs. m-Marketing Channel Evolution

Mobile m-Marketing Mobile Communication Traditional

Generation Channel medium and tool Marketing Channel

1* Generation Mobile Mobile Voice Telemarketing
Telemarketing

2" Generation | Mobile SMS/MMS Printed Material
Messaging Marketing

3" Generation Mobile Internet | Mobile web/email Internet Marketing
Marketing

4rd Generation | Mobile Television | Mobile TV Television Marketing
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With each mobile technology generation a new mobile communication tool or
medium becomes available and is used to perform marketing activities, which
in turn enables new m-Marketing channels. As can be seen in Table 2.5, all
traditional marketing channels can be deployed over current mobile
communication platforms and devices. Thus, single-channel or multichannel
m-Marketing are both feasible.

2.3.3 M-Marketing-Specific Characteristics

Three specific characteristics are identified in this thesis that differentiate
m-Marketing from other marketing approaches: location awareness,
personalisation and interactivity.

2.3.3.1 Location Awareness and Mobility

This characteristic is illustrated effectively in an example of use given in
(Crowdedbrain, 2010):

“NAVTEQ, a global provider of maps, traffic and location data
enabling navigation, location-based services and mobile advertising
around the world, has announced it has been awarded the EMMA
2010 prize for most effective location-based mobile advertising
campaign in Europe. The campaign, based on the NAVTEQ
LocationPoint Advertising Network, enabled advertiser McDonald’s
to deliver location-relevant mobile ads to users of Nokia Ovi Maps
when they were within a certain distance of McDonald’s 82
restaurants in Finland. The campaign promoted a McDonald’s
cheeseburger for 1 euro. Consumers clicked on the ads to see details
of the offer and to find the nearest McDonald’s. The campaign
yielded a 7% consumer click through rate (CTR); of those, 39% of
users asked for maps to the nearest McDonald’s restaurant. ‘We
recognise that using NAVTEQ LocationPoint to target consumers
when they are near our locations and navigating them right into
stores is powerful marketing,’ said Tomi Wirtanen, Marketing
Director, McDonald’s Finland. ‘We are pleased to find EMMA
recognised that too.” ‘We believe location can and will transform the
ad experience,’ said Chris Rothey, vice president, advertising for
NAVTEQ. The McDonald’s campaign is a superb example of this”

The mobility inherent in mobile devices can eliminate physical limitations
within the coverage area of the network. Prior research indicates that location
awareness is an important factor for brand owners and consumers when
considering how to carry out marketing activities (Barnes & Scornavacca,
2004). For most businesses, there are commonly three scales of location-based
services of interest: country-based, city-based and suburb-based.
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Location-based m-Marketing services usually provide information such as
local advertisements, directory listings, local map and shop/service locations
(Gidofalvi, Larsen, & Pedersen, 2008a). However, such m-Marketing services
have tended to require substantial administrative effort and technological
support. For consumers, it has not always been possible for them to find
services or products of a specific brand in a random area, as most sources of
information require a static access point with Wi-Fi connection or that the area
is covered by a 3G mobile network (Barutgl, 2007). Given these challenges,
early location-based marketing efforts were aimed primarily at consumers who
had already lived in a specific area for a period of time, which meant a limited
number of consumers who could receive and act on the marketing messages
sent from brand owners.

The rationalisation of satellite technologies has resulted in positioning services
that are no longer expensive and restricted to an elite group of users. The
global positioning system (GPS) is now a common and popular service used to
track and identify the current position of a specific user, and the size of a
GPS-enabled device has been minimised. With the GPS service integrated into
a mobile device, it can not only support normal mobile phone-related services,
but can also deliver GPS-based services based on knowing the user’s current
position, such as providing an online map of the surrounding area and then
services or products offered nearby (Tripathi & Nair, 2006). This allows
consumers to seek out a desired product or service even in an unfamiliar
location, and enables brand owners to communicate with consumers with more
relevant, accurate and timely information (Pura, 2005).

2.3.3.2 Personalisation

An illustrative example of personalisation in m-Marketing was provided in
(Monjack, 2011):

“Upstream, the global m-Marketing solutions provider recently
announced the addition of new features to the gamification engine
that forms an integral part of its Marketing Communications Suite
(MCS) technology platform. Upstream’s gamification engine’s new,
real-time personalisation features deliver key insights into
interactions as they happen, enabling the platform to tailor campaigns
so that their frequency, progress and content are driven by highly
targeted mobile consumer segments, making it ultimately more
rewarding and enjoyable for them. ‘The new capabilities will enable
Upstream to customize our gaming engine in very sophisticated ways
to help carriers and brand owners drive the highest possible
engagement and value from their mobile campaigns,’ says Guy Krief,
Vice-President, Innovation, Upstream. “With Upstream we identified
new consumer sectors to target and employ the MCS platform, with
the best gamification techniques built-in, to engage and incentivize
our subscribers, increasing customer satisfaction and brand owners’

loyalty”
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Mobile services can support personalisation, which means that in some
situations, and after careful authentication and verification, mobile phones can
be used as a cooperative substitution of other forms of personal identity such as
credit cards, bank cards or social security identification (Tanakinjal, et al.,
2008). Personalisation can also be integrated with location awareness, which
means location-based services could be provided in an individually targeted
manner through mobile devices, saving the effort of end users since there is no
need to perform manual geographical filtering (Mahatanankoon, 2007).

Since the mobile communication system is inherently highly personalised,
brand owners may store consumers’ profiles in their own databases (under
permission) for further m-Marketing activity. Unlike the Internet, where it may
be highly risky to supply personal information to a remote party, mobile
systems are comparatively highly regulated, and most of the time information
storage is local and contextual (Bauer, et al., 2005). It has also been suggested
that obtaining customers’ permissions before carrying out further marketing
activities is vital for establishing reciprocity and understanding (Tanakinjal, et
al., 2008). Furthermore, communication and interactions between brand owners
and consumers are also protected by the mobile network, although the extent of
that protection depends on the level of security implemented in the system (Xu,
2006; Xu, Liao, & Li, 2008).

2.3.3.3 Interactivity

An indicative example of the role of interactivity in m-Marketing is given in
(MobileMarketingWatch, 2010):

“More than one full year has passed since Apple last rolled out a
new version of its iPhone OS. Today’s update, however, is likely the
most important advancement of the iPhone’s operating system to
date — especially if you're a developer or advertiser. Indeed, Steve
Jobs’ introduction of the new advertising platform called ‘iAd’
represents one small step for advertising and one giant leap for
mobile marketers. Promoted first and foremost as a way to help
developers make money, Apple will host the ads but provide a 60%
cut to the devs. ‘We have a lot of free or reasonably priced apps. We
like that,” Jobs told his audience at this morning’s new iPhone OS
‘party.” ‘But our devs have to find ways to make money. So our devs
are putting ads into apps.’ Essentially, Apple is delving deep into the
apps in order to serve up a mobile advertising mechanism — one that
is both interactive and packed with emotion — unlike anything ever
experienced in the world of digital advertising. ‘iAd,” which comes
built into the new OS, will cover a broad base of digital content.
From games to video, iAd’ will allow users to enjoy and absorb ads
without ever having to exit an application. Delivering a wicked cool
demonstration of the ‘iAd’ platform today, Apple is clearly
endeavouring to raise to the top of the heap as the ultimate conduit
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for effective m-Marketing campaigns that make the advertising
experience more engaging than ever thought possible. With the
average user spending 30 minutes per day consumed by mobile
applications, Steve Jobs said the iPhone will soon have the ability to
serve ‘a billion ad impressions per day,’ a situation that will open up
‘an incredible demographic’ to the advertising community”

Popularity, commonality and functional development of mobile phones are
among the main drivers of m-Marketing growth. In m-Marketing, brand
owners and consumers exchange marketing information via various channels,
in a process known as m-Marketing business-consumer interaction. Unlike the
static marketing communication media, which mainly focus on information
delivery to consumers, mobile devices allow timely communication to take
place, emphasizing interactivity (Merisavo, et al., 2007). For different
marketing communication media, the time responsiveness for both push and
pull marketing strategies are different, but in the m-Marketing discipline
consumers and brand owners can obtain immediate results from each other
because of the interactivity of mobile technology.

In the marketing process, consumers and businesses are required to interact

with each other in order to carry out business activities, e.g., selling and buying.

As a consequence, both brand owners and consumers expect to communicate in
an efficient and effective manner so that accurate information can be delivered
without misunderstandings or delay. According to (Krimmel, 2008), efficiency
and effectiveness of m-Marketing interactivity are variables that can affect the
level of users’ satisfaction. In summary, (Haghirian, Madlberger & Tanuskova,
2005) define m-Marketing as “using interactive wireless communication
medium to provide consumers with time and location-sensitive, personalized
information, that promotes goods and services thereby generating values for
all stakeholders”.

2.3.4 Towards Multichannel m-Marketing — Outcomes from a Systematic
Literature Review

Building on the contemporary issues evident in the work of relevant research
and practice communities, the focus of this thesis is set on multichannel
m-Marketing. The central pillar of this research is a Delphi study conducted to
examine the success factors for single- and multichannel m-Marketing. In
(Huang & Symonds, 2009) the authors systematically considered 230 journal
papers and provide a meta-analysis of the relevant m-Marketing literature. In
this section the outcomes of this systematic literature review are examined and
discussed. The interested reader is referred to the original paper for further
details of the review and its conduct.
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2.3.4.1 Research Outcome Summary

After an appropriate filtering process as part of the systematic literature review,
52 journal papers were examined as primary studies in the review. Table 2.6
represents how m-Marketing channels are reflected in the sample of literature
outlined in (Huang & Symonds, 2009). This sample reflects the development
of mobile phone technology through the 1%, 2" and 3™ generations.

Table 2.6.
Mobile Technology & Marketing Channel Evolution (Huang & Symonds, 2009)

Mobile M-Marketing Tool Number of Papers Comments
Technology Evolution
Evolution
1G: Voice Mobile 2 No longer retains
Communication Telemarketing research interest
2G: Data Mobile SMS/MMS | 45 Achieves success in the
Communication Marketing 21% century
3G: Internet Mobile 22 Mobile Internet service
Communication Web/Internet drives network
Marketing convergence
4G: Fast Internet | Mobile Television | 4 An innovative service
and Multimedia Marketing and new research area
Multiple Tools /
Channels

As a result of widespread mobile technology development, mobile tools have
become established as communication channels for m-Marketing campaigns.
These mobile channels are all active and are often used concurrently. The
researcher expects that more research focus will be given to 4™ generation
m-Marketing systems that are multichannel and draw upon capabilities from all
mobile technology generations. Out of the 52 reviewed journal articles, 12
papers specifically referred to the Technology Acceptance Model (TAM), 12
papers examined user acceptance of mobile marketing, 6 papers applied
Structural Equation Modelling (SEM) either to test TAM or theories based on
TAM, and 5 papers studied an m-Marketing value-chain model.

The systematic review used a meta-analysis approach to evaluate the
relationship between the evolution of mobile technology and m-Marketing
tools. In addition, the review showed that multichannel m-Marketing
campaigns are under-researched.

2.3.4.2 No Longer Just SMS Marketing

An m-Marketing campaign must be carried out through at least one of the
technologically available mobile communication channels; consequently
m-Marketing research has also focused on the characteristics of the selected
channel and its adoption, utilization, and future trends. At present, the use of
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voice communication in m-Marketing (1% generation communication channel)
attracts minimal research interest. Message-based marketing (SMS/MMS) and
mobile Web marketing (2" and 3" generation communication channels
respectively) have gained acceptance and popularity and are well represented
in the academic literature (Bamba & Barnes, 2007; Battiato, et al., 2009; Li &
Stoller, 2007). Mobile TV (4™ generation) is the most recent marketing channel
investigated in m-Marketing research (Bayartsaikhan, et al., 2007). Since all
mobile communication channels are active and often used concurrently by
mobile device owners, it seems likely that a multichannel mobile
communication campaign will be used in future m-Marketing services (Chou,
Hsu, & Chen, 2003). This is supported by the findings of the meta-analysis
conducted in the systematic literature review.

2.3.4.3 Multichannel M-Marketing

Traditionally, businesses use a range of marketing methods or strategies to
reach consumers in order to promote or advertise products and services. For
example, McDonald’s fast food is one of the world's most recognised brand
owners, and it uses multiple-channel marketing campaigns for delivering
promotional news to consumers. For instance, McDonald’s has simultaneously
employed telemarketing, direct mail, Internet, television, radio, newspaper, and
magazine channels (Morgan & Hunt, 1999). McDonald’s’ marketing approach
through such channels is a traditional multichannel marketing strategy. Due to
mobile technology advances (also refer to Table 2.5), all traditional marketing
campaigns can be deployed using mobile services, platforms and devices.
Businesses can deliver marketing messages to consumers by using a
multichannel m-Marketing campaign (see Figure 2.1) and this is known as a
multichannel m-Marketing strategy.

Traditional Multichannel Multichannel
Marketing Strategy M-Marketing Strategy
Telemarketing Mobile

Telemarketing

Television Mobile TV
Mobile Web &
Brand WP &ML consumer Brand  jnternet Consumer
owners owners
Direct Mail Mobile SMS &
MMS
Others Can be mobilized

Figure 2.1. Traditional Multichannel Marketing Strategies vs. Multichannel M-Marketing
Strategies - Adapted from (Morgan & Hunt, 1999) also refer to Table 2.5
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Figure 2.1 depicts two types of multichannel strategy. First, the traditional
multichannel marketing strategy is adopted from (Morgan & Hunt, 1999), in
which brand owners use communication media such as telephone, TV, Internet
and direct mail to advertise products and services to consumers. Second, the
multichannel m-Marketing strategy is shown alongside, depicting brand
owners delivering their marketing or promotional messages to consumers via
mobile platforms with various mobile communication media such as mobile
phone calls, mobile TV, mobile Internet, and SMS/MMS.

Although traditional multichannel marketing strategies successfully assist
businesses in promoting their products and services, such campaigns may incur
high implementation costs and may require significant deployment effort
(Rosenbloom, 2006). In addition, if the targeted consumers are not users of the
non-mobile communication channels chosen for a traditional multichannel
campaign (e.g., they are not a newspaper reader, or do not watch TV), they are
not going to receive the marketing messages or the relevant information.
Moreover, it is difficult for businesses to determine if consumers receive the
marketing messages sent, and to receive consumer feedback. Traditional
marketing strategies usually employ a ‘push’ marketing approach, leaving no
space for business and consumer interaction (Rangaswamy & Bruggen, 2005b).
In contrast, m-Marketing uses both ‘push’ and ‘pull’ marketing approaches and
can be highly interactive. Its specific features, supported by the relevant
technologies (e.g., permission-based and location-based), enable the brand
owner to personalise the marketing message and to make it relevant to the
mobile customer’s location at the time they receive it, thus creating added
value for the recipient. Deploying more than one mobile communication
channel in a single marketing campaign may enable brand owners to take better
advantage of these unique features that make m-Marketing different from all
other traditional marketing approaches (Barwise & Strong, 2003; Kurkovsky &
Harihar, 2006; Okazaki, 2008).

The systematic literature review showed a clear pattern matching mobile
technology generations with the proliferation of mobile communication tools
(messaging and web/Internet). Very few papers address the more established
voice marketing channel or the newly established television channel. Therefore,
academic researchers could give greater attention to web/Internet and
television channels and less to the traditional voice channel in their ongoing
research. Moreover, (Ye, 2007) was the only published research effort of
hundreds of reviewed articles to offer a weak connection to multichannel
mobile communication. Another research paper that investigated operational
performance of multichannel m-Marketing was presented at the ICBM 2005
International Conference (Schierholz, Ostrowski, Glissmann, Kolbe, &
Brenner, 2005). Although this research paper was excluded from the review
(because the review focused only on journal articles) it presents relevant
discussion about applying multichannel mobile communications to marketing.
Another reason for excluding conference papers from the study presented in
(Huang & Symonds, 2009) was that conference papers might be problematic
given the strong technology dimension of the research area.
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From a technical point of view, since the pattern of m-Marketing tool evolution
matches mobile technology generations, it can be expected that new
communication tools available for mobile services enable new m-Marketing
channels. Since the older mobile communication tools (e.g., voice and
messaging) are still valid for current m-Marketing campaigns, we assume that
future m-Marketing campaigns might be implemented over a multichannel
mobile communication system but leveraging specific mobile characteristics
(location-awareness, interactivity and personalisation). The research points to
an expectation that these characteristics will be extensively integrated into
future m-Marketing system development and deployment.

Due to the growing maturity of mobile technologies, convergence has been
taking place between stationary computing and mobile computing (lvanek,
2008; Petrova & Huang, 2007). This presents an opportunity for researchers to
consider how to use multichannel campaigns for m-Marketing strategies and
operations in an appropriate, effective and efficient manner. This thesis
therefore examines the term ‘multichannel m-Marketing” first introduced in the
researcher’s systematic literature review (Huang & Symonds, 2009), and
reports further and more comprehensive investigations of its success factors
and its significant differences from the single-channel approach. The Editor of
the International Journal of M-Marketing (IJMM) states that technological
convergence could significantly influence global mobile business development
(MMA, 2010). It is vital to find out whether mobile communications and
technologies are appropriately used or applied for business purposes (e.g., for
performing marketing activities). Bouwman et al. (2007) point out that past and
present mobile services are not always used in an optimal way; as a result,
mobile solutions or related services are sometimes not meeting user
expectations (Bouwman, Carlsson, Castillo, & Walden, 2007).

The following is a summary of the findings of the systematic literature review.
These findings have directly informed the research conducted and reported in
this thesis:

e Multichannel m-Marketing is a trend that runs in parallel with
m-Marketing evolution.

e M-Marketing stakeholders need to be identified by further studying
the m-Marketing value chain model and theory.

e A further study of m-Marketing success and success factors needs
to apply the right theoretical model, e.g., success model for
information systems.

e TAM needs to be considered as part of the theory for this research.

e The role of permission and acceptance for m-Marketing success
needs to be further investigated since acceptance theory is popular
in m-Marketing research.

The next section considers issues relating to SMS marketing, recognised as a
specific and popular form of single-channel mobile marketing.
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2.4 From Single-Channel to Multichannel m-Marketing

SMS marketing is (to date) the most popular and successful form of
single-channel m-Marketing. Most academic investigations of m-Marketing
and m-Marketing models or theories are based on SMS marketing. This section
explores and discusses issues related to the move from single-channel to
multichannel m-Marketing. At the end of this section, two industry examples
(TXT2Get and BizM3) of multichannel m-Marketing are described as typical
illustrations of its use.

2.4.1 Drivers for m-Marketing

There are several substantive reasons for the popularity of mobile devices in
marketing at present. First, due to their small size mobile devices can be
carried easily (Hosbond & Skov, 2007). Compared to a fixed-line telephone
that requires a wired connection and has a limited scope within a premises,
communication with mobile users can be established anywhere and at any time
so long as there is signal coverage (lvanek, 2008; Vrdoljak, Vrdoljak, &
Skugor, 2000). Second, mobile phones now support rich content (Sugai, 2007).
Their derivatives such as smart phones, Pocket PCs, PDAs and tablet devices
can perform many tasks that were previously unique to computers. Compared
to desktop computers, which are not movable, and laptops, which are relatively
heavy, the mobile phone has become an ideal all-in-one device/platform where
mobility and functionalities have converged (Anderson, 2005).

As mentioned in the summary of the previously conducted systematic literature
review in Section 2.3.4, the linkage between mobile technology and
m-Marketing is provided by the communication medium or tool and channel.
With the involvement of mobile technologies, however, the focus of the model
may need to be moved from the traditional stakeholders to the communication
medium itself (MMA, 2008). The role of the mobile phone as a communication
tool, however, is at a more abstract level which can become an extension of or
substitution for the existing communication media (Wilkinson, 2002). More
traditional media such as newspapers, posters and static printing can now be
displayed on mobile devices in digital form. It is now possible to also receive
animated or real-time media such as television, radio and live events on mobile
devices. The data connectivity on mobile devices also provides Internet
connection and allows online content to be viewed on such devices. With the
additional unique text messaging feature, mobile devices have become the
central integrated communication medium which allows multi-dimensional
marketing communications to be performed through a single platform (Scharl,
et al., 2005a). This is one of the main drivers that has pushed forward the
progress of m-Marketing development and deployment.
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M-Marketing stakeholders, including both brand owners and consumers, would
generally prefer simplicity and convenience in both operation and use. All
stakeholders tend to accept communication methods or marketing channels that
are (relatively) easy to learn and use (Mylonakis, 2004). Besides this, there are
some other aspects that are the drivers of the development of m-Marketing with
SMS. The most prominent reason is the increasing penetration to a global
market of mobile users (Observer, 2011). The coverage of the mobile network
is virtually the coverage of the potential market, which can even be globalised.
The process of m-Marketing also enables business-consumer communication
and interaction (Braiterman & Savio, 2007; Gronroos, 2004). Unlike the static
marketing communication media, which are mainly focused on information
delivery, mobile devices allow timely two-way communication to take place,
emphasising interactivity (Barnes & Scornavacca, 2004). From a technological
point of view, the use of m-Marketing can lead to improvements in mobile
handheld design, especially in the area of usability (e.g., size of screen). It
encourages users to adapt to mobile services and use them as a necessary
‘accessory’ on an ongoing basis (Mahatanankoon, Wen, & Lim, 2006; Okazaki,
2008). Ding, Li and Ho (2004) offer evidence that an increasing number of
applications and services are developed or ported to the mobile platform,
resulting in a centripetal trend for users moving from other communication
media and technology (Ding, Li, & Ho, 2004).

2.4.2 Challenges for m-Marketing

While mobile devices can be used to emulate the attributes of different
communication media, the great variety of resources overcomes their
limitations compared to mobile services (Satyanarayanan, 1997). Although
mobility is an advantage for mobile technology and service, it can sometimes
be inherently hazardous. For example, lost or stolen mobile devices may
contain sensitive information, and it is difficult to verify identity due to
mobility (Patterson, 2003). Mobile connectivity may be highly variable in
terms of performance and reliability. Strength of signal, blockage of obstacles,
and distance to the cell site, weather and interference, may all affect the
reception of data and the quality of communication (Lee & Helal, 2002). It
may therefore be difficult to maintain a high Quality of Service (QoS) due to
the packet switching nature of the Internet Protocol. Along with the fact that all
mobile devices rely on finite energy sources, this may cause unexpected
communication interruptions or data corruption, which could be potentially
risky to the performance of marketing activities delivered via mobile networks.
These challenges are not easy to resolve, and they also have different priorities.
In order to provide further knowledge regarding the best practice of future
m-Marketing development and deployment, the researcher needs to identify all
the success factors that are necessary to achieve stakeholder goals.
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2.4.3 Barriers and Benefits of m-Marketing

The reviewed literature suggests that providing unique features is a success
factor for mobile technologies (Kurkovsky & Harihar, 2006). Kurkovsky &
Harihar (2006) report an in-depth investigation of the functionalities provided
by mobile devices by comparing them to other forms of communication media,
and suggest that the Internet service enables all e-Activities on mobile devices.
Although this may seem similar to other approaches such as personal
computers, the additional unique features create the overall power of mobile
devices (Smith & Taylor, 2004). As introduced above, the inherent mobility of
these devices can eliminate physical limitations intrinsic in the coverage of the
network. Mobile devices can also provide location awareness, which means
location-based services can be provided, saving the effort of the end users since
there is now no need to perform geographical filtering manually (Ververidis,
2002). Table 2.7 shows the barriers and benefits of a mobile system as
described in (Bouwman, et al., 2007).

Table 2.7
Barriers and Benefits of M-Business System (Bouwman, et al., 2007)
Barriers Benefits
Physical: whether or not a medium is (Perceived) flexibility & entertainment:
physically accessible have a positive effect on the future use of
mobile services.
Cognitive: understanding how systems Value-added: provides opportunities to

work (technically) and how to master new | relevant service bundles
technologies

Affective: relates to attitudes, and Interaction: builds business-consumer
motivation with regard to the use of relationship in a long term manner
systems, such as confidence, efficacy, and

trust.

Economic: relates to benefits and costs Mobility: anytime and anywhere

Social: relates to cultural norms

Political: relates to power and
knowledge gaps

Due to the fact that mobile devices are already well known and widely used,
most of the barriers listed in Table 2.7, such as cognitive, physical or economic
barriers, could be resolved relatively easy. The convergence of Internet
technology and mobile devices means that concepts in the Internet field that are
already recognised and known can be ported to the field of mobile technology.
The barriers for m-Marketing are therefore lower compared to the integration
of marketing with another newly released technology.
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2.4.4 Consumer Attitudes and Behaviours Regarding m-Marketing

According to some prior research the most imperative success factor for
m-Marketing is the gaining of user acceptance (Barnes & Scornavacca, 2004;
Bauer, et al., 2005; Leppaniemi & Karjaluoto, 2005). While a user may have
already accepted mobile phones, whether that user accepts a new concept
delivered via their mobile device will depend on their attitude to that concept

(Carroll, Barnes, & Scornavacca, 2005). This is not a ‘universal truth’ however.

User attitude may not always have a direct connection to user acceptance. In
the simple case of going shopping, a buyer may purchase something even when
having a negative attitude, or he/she may not buy something while having a
positive attitude (Rao & Troshani, 2007; Tsang, et al., 2004). Although attitude
may affect the user’s process of decision making, it is not absolutely essential.
In fact, as previously stated, users are more likely to focus on the following
three points to determine if they should accept m-Marketing or not: users’
permission, mobile service provider control, and brand owners’ trust (Bamba &
Barnes, 2006).

2.4.5 Win-Win Marketing

According to the research findings presented by Scott (2008), m-Marketing can
eventually achieve success; however, it will only achieve a win-win situation if
two conditions are satisfied. The first requirement is investment from key
players, although an excessive emphasis on this can lead to potential value not
being created and therefore failing to pay attention to consumers’ preferences
and needs. Second, it is important to maintain a high-quality and easy to use
m-Marketing experience for the consumers, with an appropriate level of
investment involved.
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Increasing emphasis an permissive, valuahble advertising

Figure 2.2. Win-Win Situation for M-Marketing Success (M. Scott, 2008)
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If m-Marketing lacks investment, the Win-Win is not achieved and the strategy
results in a niche market environment. A balance point for both requirements
must be established to ensure that investment and consumer involvement are of
the right degree.

2.4.6 Examples of Multichannel m-Marketing Campaigns

Multichannel mobile marketing campaigns have been launched recently by
industry players. This section introduces two m-Marketing campaigns (BizM3
and TXT2Get) that use multiple mobile communication channels to deliver
marketing messages and enable brand-consumer interactions.

2.4.6.1 BizM3 Multichannel m-Marketing Campaign

The following example is provided in (BizM3, 2009):

“If you're familiar with mobile marketing, you probably know
that it's next to impossible for mobile carriers to push your
ads directly to their subscribers. Before you can ‘push’ your
campaign through the mobile channel, you need to ‘pull’
users to opt-in to receive your message and comply with FCC
regulations in the process. This is where bizM3’s
multi-channel strategy allows you to add a mobile
call-to-action to all of your existing marketing channels —
both digital and traditional.

The bizM3 platform helps you develop a multi-channel
strategy to capture your customers and provides the tools to
maximize the results of your campaigns across all relevant
marketing channels. You can quickly assign different
keywords for each marketing message to track the
effectiveness of each channel. Once your customers respond
to the mobile call-to-action from the various channels, our
platform captures the opt-in data and allows you to analyze
the efficiency of your campaigns and manage the engagement
cycle.

The mobile channel and reaching the mobile consumer,
including multi-cultural audiences, is rapidly becoming one
of the most important objectives for marketers today for three
reasons — reach interaction and engagement. ”
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Figure 2.3. BizM3 multichannel m-Marketing Campaign (Bluebookadvertising, 2010)

Figure 2.3 depicts the multichannel m-Marketing service deployed by BizM3
and the operational process of the M3 m-Marketing campaign. The M3
platform BizM3 is a cutting-edge mobile marketing technology business that
provides solutions and tools for advertising campaigns and deployment
strategies. In late 2009, BizM3 was the first business to offer a multi-channel
mobile content management and distribution platform for m-Marketing
services. The BizM3 m-Marketing campaign uses customised short code and
SMS opt-in services; marketing messages can be delivered via an integrated
m-Marketing campaign with communication channels such as: interactive
voice response, SMS, mobile Web (WAP), Kiosk/Digital Signage, mobile
radio and TV.

2.4.6.2 TXT2GET Multichannel m-Marketing Campaign

The following example is provided in (TXT2GET, 2011b):

“As media becomes more and more fragmented (so many
competing TV channels, radio stations, print titles and
websites), the cost of delivering an advertising message to a
broad spectrum of consumers has be- come prohibitively
expensive. For years, smart marketers have been refining the
targeting of their ads to hit those most likely to purchase, and
purchase profitably for the organisation.

Despite this, however, the link between even well targeted
advertising and its response mechanism has routinely been
broken. The advent of text response is a proven way to repair
that link and boost advertising effectiveness. Quite simply,
organisations can no longer afford to pay to have consumers
see their ads, desire their products or services, but then have
those same consumers take no action for want of a
convenient response mechanism.
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Consumers have shown they are keen to research products or
services they are interested in, and they also want the ability
to respond to advertising in their own time (immediately in
many cases), even when this is outside of normal business
hours. Organisations that recognise this and provide these
potential customers with a convenient 24/7 response
mechanism will certainly secure themselves a significant
marketing advantage.”
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Figure 2.4 & 2.5. Txt2GET multichannel m-Marketing Campaign (TXT2GET, 2011a)
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Figures 2.4 and 2.5 represent the multichannel m-Marketing service deployed
by TXT2GET and the operational process of the TXT2GET m-Marketing
campaign. Similar to the BizM3 campaign, TXT2GET is another firm that
launched multichannel m-Marketing campaigns in late 2010, in the USA,
Australia and New Zealand. TXT2GET also uses SMS for user opt-in, and then
enables multiple interactive and advertising response channels such as
SMS-Marketing  print, SMS-Marketing Voice, SMS-Marketing TV,
SMS-marketing email, and outdoor SMS-Marketing signage. Its recently
deployed TXT2GET service in New Zealand allows email and voice opt-in
services; sometimes, a double opt-in process is required.

The above examples demonstrate that mobile technology has matured
sufficiently to support m-Marketing and that multichannel mobile
communication is being used to perform business activities. As a consequence,
industry players have started developing and deploying multichannel
m-Marketing campaigns or services. This fact confirms the outcome of the
meta-analysis presented in Section 2.3.4, that multichannel m-Marketing is a
trend that has developed along with m-Marketing development. However, it
remains unclear how to ensure the success of multichannel m-Marketing, an
issue of interest to both industry players and academic researchers. From the
service providers’ point of view (in the examples provided by BizM3 and
TXT2GET), multichannel m-Marketing can raise the consumer response rate.
With multichannel m-Marketing, consumers can choose their preferred
communication channel (e.g., email, message, phone call or the Web) to
complete the marketing information exchange process; however, in the case of
single-channel m-Marketing, consumers have to give up using the campaign if
the communication channel is not their preferred one.

2.5 Chapter Summary

This Chapter introduced the link between marketing and technology, and
examined how mobile communication channel evolution is associated with the
evolution of mobile technologies. A variety of definitions for m-Marketing
found in relevant literature were reviewed and a range of m-Marketing issues
were studied. The researcher has reviewed a range of academic studies in the
area of m-Marketing. Fundamental knowledge in this field, the new research
direction of multichannel m-Marketing as well as the researcher’s own
thoughts have been discussed in detail. In Chapter 3, m-Marketing models
related to stakeholders, success and acceptance are reviewed, and a list of
m-Marketing success factors is identified and described.
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Chapter 3: Understanding and Modelling Mobile
Marketing Success

In this Chapter, a three-dimensional model (Technology-Intention-Value, or
T-1-V) for m-Marketing stakeholders is constructed by evaluating the
m-Marketing value chain model and the technology acceptance model (TAM).
An m-Marketing acceptance model is then proposed based on a theoretical
integration of user satisfaction and technology acceptance. From a review of
marketing literature related to the use of SMS, 23 m-Marketing success factors
are identified and described. At the end of the Chapter, the researcher combines
the TAM-based m-Marketing acceptance model with DeLone and McLean’s IS
success model, and proposes an m-Marketing success model.

3.1 Mobile Marketing Stakeholder Analysis

In order to ensure an in-depth analysis and understanding of m-Marketing
processes and operations, relevant stakeholders are identified and described
through consideration of the m-Marketing value chain. The emergence of
m-Marketing has been driven by mobile marketing companies (Lepp&niemi,
Karjaluoto, & Salo, 2004); also, key components of the m-Marketing value
chain are investigated, and telecommunication and advertising industries are
included. M-Marketing stakeholders are identified and are categorised using
the three variables (T-1-V) and also in regard to their roles, responsibilities and
level of influence in m-Marketing processes and operations: 1) Technology
related 2) Intention for m-Marketing and 3) Value gained.

3.1.1 M-Marketing Value-Chain Model

In order to attract stakeholders’ interest, m-Marketing must be perceived by
them as an attractive option while also providing them with value in monetary
terms (Barnes, 2002). Although m-Marketing offers non-dollar benefits to
consumers, the perceived advertising value of marketing content or advertising
information can drive consumers’ intention to use m-Marketing (Haghirian, et
al., 2005; Leppaniemi & Karjaluoto, 2005). Leppaniemi, Sinisalo and
Karjaluoto (2006) have constructed a value chain model for m-Marketing. An
example in the mobile industry would be the propagation of a marketing
message from a telecommunication (network) provider, to an m-Marketing
(service) provider, and then to advertising (content) providers, and finally to
the users (consumers and brand owners), as shown in Figure 3.1.
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Advertising N Users
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Provider "~ Brand owners)

Telecommunication

(Network) Provider

Figure 3.1. M-Marketing Value Chain Model

3.1.2 M-Marketing Stakeholders

According to the studied value-chain model, there are four stakeholders
identified for m-Marketing. They are the m-Marketing provider,
telecommunication provider, advertising provider and users. In order to
identify and understand their different roles and responsibilities in
m-Marketing development and deployment, further discussion of these
m-Marketing stakeholders is now provided.

3.1.2.1 M-Marketing (Service) Provider

This stakeholder develops m-Marketing campaigns and deploys m-Marketing
services to users (brand owners and consumers). According to the business
requirements and user expectations of m-Marketing, m-Marketing service
providers are responsible for the design and development of marketing
campaigns over mobile communication platforms, in addition to the
deployment of m-Marketing services that can be carried out on mobile
handheld devices (Karjaluoto et al., 2007).

In order to design and develop an m-Marketing campaign that functions as
expected, it is vital to ensure that the hardware and software of the
m-Marketing system can satisfy the requirements and demands of the users
(Leppaniemi & Karjaluoto, 2008). According to Merrilees, Getz and O’Brien
(2005), the main objective of developing such an m-Marketing campaign is to
provide a platform that deals with marketing activities over the mobile network
and, in return, creates revenues for brand owners and other commercial
stakeholder groups. M-Marketing providers should not only understand the
needs of marketing and its operational requirements, but they also need to
recognise how mobile technologies can be used to maximise the benefits and
efficiency of marketing activities.

From a technical point of view, m-Marketing providers have the power to
influence the m-Marketing operational process; they also have a high degree of
interest in finding out about the level of acceptance for all users involved
(Bauer, et al., 2005). For example, the m-Marketing provider needs to take care
of the quality of system and service, and also to sort out usability problems
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(Haghirian, et al., 2005). Furthermore, in terms of service deployment, issues
such as the impact of trust, user opt-in, permission, privacy, security, and
interactivity should be carefully considered (Merisavo, et al., 2007; Roussos &
Moussouri, 2004). Also, m-Marketing providers have to ensure as far as
possible that the m-Marketing campaign and service are consistent and satisfy
technological and user requirements. Value for this stakeholder is generated
through the use and adoption of the m-Marketing campaign and its services.

3.1.2.2 Telecommunication (Network) Provider

Telecommunication providers include mobile network or device providers and
they are an inherent component of the value chain since m-Marketing data
communication takes place via mobile networks and devices.

Mobile network operators provide and manage the m-Marketing channels and
communications. M-Marketing relies on mobile technologies as a base, and all
operational processes require an interconnected mobile network for message
delivery (Shim et al., 2006). The network operators comprise the owners of a
mobile network or the operators of a mobile network. Since they have full or
partial control over the mobile infrastructure and related services, it is in their
interests to obtain and maintain relationships with m-Marketing service
providers (Pousttchi & Wiedemann, 2006). Competition among providers
drives interest in cutting-edge technologies and processes in the mobile
(marketing) area for network operators and service providers (Irvine, 2001;
Kuoa & Yub, 2006). Although mobile network and service operators are
responsible for the control and management of data traffic, relatively speaking
they do not have very strong or direct influencing power over m-Marketing
operations. The telecommunication provider can receive business revenue from
mobile services (e.g., Mobile Internet services, SMS).

Mobile device manufacturers design, build and supply mobile devices for users.

The device provider is responsible for the mobile device usability design,
functionality design and capacity design (Braiterman & Savio, 2007). Clearly
m-Marketing cannot be performed without the use of mobile devices. It is
important that the used mobile devices are capable of ‘cooperating’ with the
m-Marketing campaign and the mobile communication platform (Pousttchi &
Wiedemann, 2006). Mobile marketers work to use phones that are popular with
the targeted consumer group(s). However, the development of mobile devices
is not principally for m-Marketing services, thus support for m-Marketing is of
relatively lesser interest to device providers.

3.1.2.3 Advertising (Content) Provider

Advertising providers include message content providers and advertising
agencies.
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A content provider is — clearly — extremely important to a marketing operation.
The raw marketing message requires an appropriate level of design and
refinement before being delivered to consumers. Content providers generally
focus on the design of message elements such as text, graphics and sometimes
multimedia, and obtain direct revenue from brand owners. Although the design
may be specific to m-Marketing, the general concepts and processes may also
be applied to other communication media such as posters, telemarketing,
newspapers or television. However, there are some requirements specific to the
mobile channel that need to be met. Therefore, content providers cannot simply
apply the same concepts and processes to m-Marketing content design without
having an in-depth knowledge of the m-Marketing process. It is also noted that
content providers are not directly involved in the m-Marketing process, which
means they generally have little power to control and influence the process.

Advertising specialists or agencies are the parties that assist brand owners to
use the most appropriate marketing method. Their main objective in the
m-Marketing value chain model is to serve as an aggregator in order to
generate revenue. Although advertising agencies do not have great power to
directly influence or manage m-Marketing, they can raise brand owners’
interest or intention to use m-Marketing, given an assumption that advertising
over mobile communication has greater efficiency when compared to other
conventional marketing approaches. Although they have control in the
selection of media used for a particular case, they do not have any strong
interest in how technical issues influence m-Marketing processes. They are
value-driven stakeholders.

3.1.2.4 Users (Brand Owners and Consumers)

M-Marketing users are brand owners and consumers, also known as marketing
message senders and receivers.

Brand owners are product and service providers. These stakeholders promote
their products or services to their intended consumers by sending marketing
messages (Merrilees, Getz, & O'Brien, 2005). In this situation, brand owners
have decision making power when choosing a particular mobile service as a
communication medium for delivering their marketing messages. Brand
owners also expect marketing activities to lead to increased sales regardless of
the chosen marketing campaign (Clulow, 2005). Therefore, brand owners
expect to obtain monetary value indirectly from the use of m-Marketing.
Moreover, it is noted that brand owners are not especially interested in how
m-Marketing operates, but have a strong intention or willingness to use
m-Marketing if benefits are received as a consequence of the process
(Leppaniemi & Karjaluoto, 2005). Brand owners have to invest in and initialise
the m-Marketing operation (Haghirian, et al., 2005). If the m-Marketing
approach is considered inappropriate by brand owners, a consequent lack of
interest and/or willingness to invest may lead to a complete withdrawal from
the m-Marketing service.
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Consumers are the receivers of marketing messages and they are also vital for
the m-Marketing operation. Under the protection of government regulation,
consumers have the most influence on the m-Marketing outcome (Merisavo, et
al., 2006). It has been estimated that nearly 60% of people worldwide will own
a cell phone by the end of 2011 (Observer, 2011). This overwhelming number
of end users influences the decision as to whether to accept or refute whether
the mobile phone is an appropriate tool through which to perform marketing
activity. In this case, m-Marketing success depends significantly on consumers’
satisfaction and acceptance, and obtaining user permission has been found to
be one critical success factor for that acceptance (Barnes & Scornavacca, 2004;
Rohm & Sultan, 2006). The approach of m-Marketing depends significantly on
the users i.e., on consumer behaviours related to mobile phones, mobile
communication tools and the m-Marketing services (Rao & Troshani, 2007).
Apart from the above, however, consumers may not be interested in the process
of m-Marketing; in particular they may not (wish to) understand how mobile
communications and information technologies participate in an m-Marketing
process (Bamba & Barnes, 2006). The fact is, as long as they can receive the
appropriate information of their choice and with their permission, they may not
be interested in the flow of the message. Consumers are the main source of
direct or indirect revenue for other players in the m-Marketing value chain
model (Sabat, 2002). However, consumers are frequently price driven, so cost
of service is a factor that can influence their intention to opt-in and respond to
messages sent via m-Marketing campaigns.

3.1.3 Three Dimension Model of m-Marketing Stakeholders (T-1-V)

This section proposes an m-Marketing stakeholder model built by adapting the
three-dimension stakeholder identification approach outlined in (Huang, 2011);
the proposed model in this study is also supported by variables derived from
the value-chain model and TAM.

The three dimensions proposed in Huang (2011) were used as three variables to
describe stakeholders for m-Marketing. They are as follows:

@ Value (Benefits): “the criterion is whether this stakeholder receives
dollars as one of the outcomes and expectations from the mobile

marketing .

@ Interest (Intention to use): “the condition is whether this
stakeholder is particularly interested in mobile marketing
operational process and outcome as well as the extent of interest
itself”.
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@ Power (Use and impact): “which means whether this stakeholder
can have significant impacts on mobile marketing operational

process and outcome” (Huang, 2011).

M-Marketing is considered to be a multi-sector service that consists of
telecommunication providers, advertising providers, brand owners and
consumers. In order to establish the relevance of the technology adoption
model (TAM) it needs to be reiterated that m-Marketing is a technology-driven
marketing process. Thus technology is an enabler of m-Marketing development,
use and deployment. Also, other researchers point out that for stakeholders
there is a direct relationship between value creation and level of interest,
including user power and user attitude (Clulow, 2005; Merrilees, et al., 2005;
Payne, Ballantyne, & Christopher, 2005). As outlined in (Koivumaki, Ristola,
& Kesti, 2006; Legris, Ingham, & Collerette, 2003; Mathieson, Peacock, &
Chin, 2001b), the level of intention to use technology (in this case
m-Marketing) is a vital variable that can characterise stakeholders (as far as the
TAM is concerned). Finally, Miller and Lewis (1991) believe that stakeholders
exchange value during the marketing process; Value provides power that links
together stakeholders who use and deploy m-Marketing. This fits the
requirements for Power in Bunn’s stakeholder model, thus Value becomes
another relevant variable (Huang, 2011; Troshani & Hill, 2009).

Following the above, the variables value, intention and technology are used to
construct an m-Marketing stakeholder model as shown in Figure 3.2.
Accordingly, the model is denoted as a T-1-V model. The first variable is
Technology, which indicates whether a stakeholder provides technology or
provides some other support that enables the m-Marketing acceptance process.
The second variable is Intention to use m-Marketing and it indicates whether a
stakeholder is particularly interested in m-Marketing operational processes and
outcomes as well as the extent of that interest. The third variable is Value
(Benefits) from m-Marketing, and it indicates whether a stakeholder receives
value as an expected outcome from the m-Marketing process.
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Figure 3.2.Three-Dimensional T-1-V Model for m-Marketing Stakeholders

Table 3.1 presents the stakeholders and their roles in the T-1-V model.

Table 3.1
M-Marketing Stakeholders in the T-1-V Model

Stakeholders Technology Intention

Although brand owners and consumers are both users their roles have different
aspects in terms of the means of gaining value, thus they are considered as
separate parties here. For consumers who are involved in m-Marketing,
although user acceptance and satisfaction are critical, the motivation for using
m-Marketing is not acceptance and satisfaction per se. Rather, from the
consumers’ point of view, by using m-Marketing they still have to obtain value
that is high enough to override the monetary costs and the effort spent on
conveying acceptance and granting permissions; even though consumers can
also receive monetary value from m-Marketing e.g., spend less money on a
purchase after relevant marketing information is gathered. On the other hand,
brand owners gain value from sales.
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3.1.4 TAM-based m-Marketing Acceptance Model

The TAM is a model (see Figure 3.3) that represents the interaction between
users and technology (Davis, 1989; Legris, et al., 2003). When m-Marketing is
considered in terms of TAM , marketers and service providers first consider the
usefulness and ease of use of m-Marketing, and then develop and deploy the
m-Marketing technology to users (consumers and brand owners) (Gefen & Keil,
1998). This is a process of technology creation that leads to the actual
m-Marketing development. Next, user attitude and intention to use such a
technology (m-Marketing) is driven by the level of influence of users
(consumers and brand owners), a process of technology use that leads to the
actual m-Marketing use (Davis, 1993).

3 N
PERCEIVED
USEFULNESS
INTENTION USAGE
TO USE BEHAVIOR
PERCEIVED
EASE OF USE
\ J

Figure 3.3. Technology Acceptance Model ( Davis, 1989)

When the T-I-V stakeholder model is combined with TAM (see Figure 3.4),
m-Marketing acceptance can be shown as an overall goal that should occur
after the appropriate creation and use of m-Marketing, leading to brand owners
and consumers gaining value (Mathieson, Peacock, & Chin, 2001a).

Intention
Technology (Attitude & Acceptance
Power) / Use

Figure 3.4, Modified TAM integrated with T-1-V m-Marketing stakeholder model

A theoretical integration of user satisfaction and technology acceptance is
proposed in (Wixom, 2005) and is applied to the m-Marketing field in this
thesis. Technology acceptance for m-Marketing is driven by user acceptance
(Barnes & Scornavacca, 2004; Bauer, et al., 2005). In m-Marketing stakeholder
analysis, users include both consumers and brand owners. Therefore, from a
perceived value point of view, m-Marketing acceptance has two aspects: 1)
whether consumers are satisfied with the use and deployment of m-Marketing,
and 2) whether brand owners receive business profit from m-Marketing. A
complete user-based m-Marketing acceptance model is presented in Figure 3.5.
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Figure 3.5. User-based m-Marketing Acceptance Model

Consumers have a strong influence on the satisfaction level of m-Marketing,
that in turn leads to an impact on acceptance (Bauer, et al., 2005; Heinonen &
Strandvik, 2007). As outlined in (Varnali & Toker, 2010), perceived value and
satisfaction are significant consumer-based variables that drive the acceptance
of m-Marketing. Consumers do get monetary value directly from the
m-Marketing service. In contrast, brand owners, telecommunication providers
and advertising providers are considered profit-driven stakeholders as these
stakeholders aim to receive direct monetary value (profit) from m-Marketing.
As a consequence, in order to obtain acceptance, m-Marketing should meet the
expectations of all user stakeholder groups: satisfaction from consumers and
monetary benefits for profit/value-based stakeholders.

3.2 Determining m-Marketing Success

The aim of this research study is to identify success factors for m-Marketing
and to then build a suitable, expert-informed theoretical model of m-Marketing
success. Given this, the research utilises a well-known information system (IS)
success model to underpin this work.

3.2.1 Information System Success

The information system success model was first proposed by (DelLone &
McLean, 1992) and was later revised by the same authors (DeLone & McLean,
2003b). The model has been widely accepted, and has been applied extensively
in eCommerce or m-Computing/Commerce/Business research studies (see
Table 3.2). It has become a popular theoretical framework used to identify
success factors or to examine (the determinants of) user acceptance.
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Table 3.2

Examples of use of the DeLone and McLean IS Success Model
Year Research Term
Published

Citation

eCommerce success (Molla, 2001)

eCommerce success (DeLone & MclLean,
2004)

eCommerce success (Wang, 2008)

Factors affecting mobile computing (Kima et al., 2009)

User acceptance of mobile Internet (Shin, 2007)

Moabile health success factor (Chatterjeea et al., 2009)

User acceptance of eBusiness (Lai, 2006)

Factors influencing mobile Internet | (Shin et al., 2010)
usage

m-Commerce success (Lin & Wang, 2006)
Factors affecting m-Banking success | ( Lee & Chung, 2009)
Mobile Internet success factors (Cheong, 2005)

In this thesis the DelLone and MclLean IS success model is applied to
m-Marketing in order to build a theoretical framework for categorizing
m-Marketing success factors and to support the structuring and presentation of
an m-Marketing success model. In doing so the roles of satisfaction and
acceptance in m-Marketing are considered. In (Petter & McLean, 2009), the
authors present a meta-analysis based on a review of 52 papers that used the IS
success model. They point out that this model provides particular insights that
allow users to evaluate an information system’s success and to demonstrate the
relationships between success factors. As such it is a suitable model for the
work undertaken and reported here.

3.2.2 Initial m-Marketing Success Model

DeLone and McLean (1992) presented an integrated view of the concept of IS
success by introducing a comprehensive taxonomy that consists of six
categories of factors that affect an information system’s success (DelLone &
McLean, 1992). As a result, the initial IS success model is a three-phase
unidirectional chain model with six components: system quality, information
quality, use, user satisfaction, individual impact and organisational impact.
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Figure 3.6. Information System Success Model (DeLone & McLean, 1992)

In Figure 3.6, the first phase represents the creation of the information system,
which contributes to system quality and information quality. These two
components influence use of and user satisfaction with the information system,
which belong to the second phase — use. After the use phase, the impacts on
individuals and organizations are the consequences of the use of the
information system. DeLone and McLean also believe that individual impacts
contribute to organizational impact, and these are the consequences of the use
of a given information system. Considering m-Marketing in light of this model
leads to the initial m-Marketing success model as presented in Figure 3.7.

m-Marketing Corlls‘siqgfrrgze of °
Marketing

m-Marketing
Creation Use

(Development) (Use and Deployment) (Impacts)

Figure 3.7. Initial m-Marketing Success Model Adapted from DelLone & McLean (1992)

However, Seddon (1997) proposed that measuring information system success
should combine variance and process models. While a process model itself is
useful for representing the information system progression, it is not appropriate
for measuring information system success (DeLone & McLean, 2002). This
view has been supported by many subsequent empirical investigations that
have studied information systems success (DeLone & McLean, 2003a, 2004;
Molla, 2001; Wang, 2008). As a result of all those studies, ten years later
DeLone and McLean modified their initial 1S success model as shown in
Figure 3.8. This model has informed the development of an amended
m-Marketing success model as detailed in the next section.
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Figure 3.8. Revisited Information System Success Model (DeLone & McLean, 2003)

3.2.3 Theoretical Integration: TAM & IS Success Applied to m-Marketing

When comparing the two IS success models (DeLone & McLean, 1992, 2003b)
it is evident that Service Quality has been added to the revised IS success
model in the development phase. The deployment and use of the information
system have been split up into two sub-components - Intention to use and Use.
This change forms a cyclic relationship between Intention to use and Use.
Furthermore, individual impacts and organisational impacts are no longer
separate components. They are combined together and assessed in terms of Net
benefits which represent the main goals of the development and use of
information systems. The model is also no longer unidirectional. In this revised
model, net benefits influence the intention to use the information system and
also have an effect on user satisfaction. The DeLone and McLean revisited IS
success model (Figure 3.8) uses net benefits because the authors believe that
impacts or consequences can be positive or negative, whereas benefits are
always positive, whether as an impact or consequence.

DeLone and McLean state that the revised IS success model consists of three
main phases:

e Development, which includes quality of system, information, and
service (the latter added in the revised model);

e Use and deployment, which involve the intention to use and the
actual usage of the system;

e Impacts, which are mainly expressed in terms of net benefits.
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It is contended here that m-Marketing is a special case of information system
use that is influenced by the TAM adoption process. According to the
stakeholder analysis reported above, all m-Marketing stakeholders gain value
from the m-Marketing process. Furthermore, it is also contended that
acceptance can only be achieved when m-Marketing users (consumers and
brand owners) experience satisfaction in all three phases of the m-Marketing
process. The researcher has followed the theory-building process outlined in
(Wixom, 2005), with the purpose of bridging user satisfaction and technology
acceptance, in order to identify the role of satisfaction and acceptance in
determining m-Marketing success.

As shown previously, in Figure 3.6, m-Marketing acceptance is driven by user
satisfaction (that includes consumers’ satisfaction and profit/value-based
stakeholders’ benefit). When m-Marketing is considered in terms of the three
phases of development, use and deployment, and impacts, user satisfaction
should be considered in all phases in order to build m-Marketing acceptance.
By integrating the TAM-based m-Marketing acceptance model and the 3-phase
m-Marketing process success model, a 2" Stage m-Marketing Acceptance
Model is proposed, and is depicted in Figure 3.9.

Development Use and
Deployment

Figure 3.9. 2" Stage m-Marketing Acceptance Model

The components presented in Figure 3.9 and their connections to acceptance
are described as follows.
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Technology — m-Marketing system design and development are driven by
m-Marketing providers; consideration also needs to be given to other technical
and non-technical support provided by stakeholders such as mobile network
support, mobile device support, content support and m-Marketing campaign
support. The main purpose of adopting technology in this particular context is
to implement an m-Marketing campaign with satisfactory system quality,
information quality and service quality, by meeting the requirements identified
in the revised IS success model of DeLLone & McLean (2003).

Intention (Power/Attitude) — according to the technology acceptance model, a
shift from intention to actual use of technology must exist (Dishaw & Strong,
1999; Legris, Ingham & Collerette, 2002). As a result, when the researcher
examines m-Marketing service deployment, intention to use and actual use of
m-Marketing are two terms that require special focus. However, an intention to
use m-Marketing does not necessarily mean its acceptance; the actual process
of using m-Marketing and its consequences also need to be considered. When
m-Marketing is ready for use and the service is deployed, it is vital to involve
the users in order to evaluate user power and attitude. The actual use process is
therefore preceded by the user’s intention to use m-Marketing.

Value — this represents the benefits (profit-based or non-profit-based) for
m-Marketing stakeholders as outlined in the DeLone and McLean IS success
model; furthermore, perceived value is considered to have an impact on the
outcomes of m-Marketing. While impacts or consequences are not always
positive, the term Value means that benefit is a positive outcome of developing
and using m-Marketing.

Acceptance — user acceptance can be achieved if:

e Technology is appropriately adopted and a satisfactory m-Marketing
system is developed;

e M-Marketing service is appropriately deployed, to meet users’
expectations and create intention to use such a service with a
satisfactory level of willingness;

e M-Marketing stakeholders are satisfied with the value (benefits) they
receive from their use of m-Marketing.

As identified in a recent literature review of 255 peer-reviewed journal articles
published between 2000 and 2008, there is no commonly accepted
classification framework for m-Marketing, and an agreed conceptualization of
the phenomenon is still lacking (Varnali & Toker, 2010). This is the initial
motivation for proposing an m-Marketing success model based on existing
models within the information systems domain, being TAM and the IS Success
Model. Furthermore, by conducting a comprehensive systematic literature
review, the researcher has proposed multichannel m-Marketing as a new
concept in the m-Marketing field and has identified candidate success factors
for both single-channel and multichannel forms of m-Marketing.
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3.3 Mobile Marketing Success Factors

It seems highly unlikely that information system success can be determined by
a single factor. Also, as stated in (Meijden, Tange, Troost, & Hasman, 2003),
the definition of success can vary for different stakeholders. In the discipline of
information systems, academic researchers consider success factors as
variables that can influence the process of determining information system
success (Ballantine, Levy, & Martin, 1996; Li, 1998; Poon & Wagner, 2001).
In this thesis, success factors refer to variables associated with the three
m-Marketing processes (development, use and deployment, and impact). When
the variables reach a satisfactory level for relevant stakeholder groups
m-Marketing can be considered successful. Since the researcher considers SMS
marketing as a specifically successful example of single-channel m-Marketing,
this thesis presents an empirical investigation of single-channel vs.
multichannel m-Marketing success factors. This section identifies and
describes m-Marketing success factors as found in the relevant SMS marketing
literature. In later Chapters of this thesis, the researcher conducts his own study
based on outcomes built on prior work, but particularly with a specific focus on
multichannel m-Marketing.

3.3.1 Identifying m-Marketing Success Factors

As outlined in Figure 3.7, m-Marketing has three major processes:
m-Marketing development, use and deployment, and impacts. The researcher
studied a range of literature sources to examine issues potentially relevant to
these three m-Marketing processes.

3.3.1.1 m-Marketing Development Issues

This section examines issues associated with m-Marketing development. A
multi-case study gathered empirical data in New Zealand and specifically
studied the key success factors for m-Marketing (Scornavacca & McKenzie,
2007). This study reveals that, although interactivity, mobility, costs and
time-related (delivery and response) factors are important for m-Marketing,
content, permission and user acceptance & satisfaction are actually more
significant than other factors. The authors also pointed out that richness was
perceived as an important variable in m-Marketing campaigns that require a
high level of interaction. However, Facchetti et al. (2005) argued that cost of
sending messages and the frequency of receiving messages in m-Marketing are
unlikely to be less significant than in other conventional marketing approaches
— from the consumer perspective, the cost of using an m-Marketing service
(e.g., SMS service) is important because consumers are frequently price-driven,
especially when they are using a new service (Michael & Salter, 2006);
furthermore, marketing messages should not be sent to the same recipient
frequently, otherwise the message will become an annoyance or ‘spam’.
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In another research study, entertainment is identified as one of the central
acceptance drivers of mobile marketing (Bauer et al., 2005). Facchetti et al.
(2005) identified that: 1) user permission and acceptance of the m-Marketing
process are initialised at the point of user opt-in through user registration with
the campaign. User opt-in, permission and acceptance are important for
m-Marketing success, as these factors result in a higher response rate from end
users and fewer complaints; 2) the m-Marketing campaign should let the
message receivers manage frequency of receiving messages and should inform
users if an additional cost is applied; 3) the campaign should ensure that the
marketing messages are correct, valuable, timely, and personalised; 4) mobile
marketing are value added services.

From the above, the researcher outlines a list of 14 potential factors:

Content

User Opt-in

Permission

Acceptance & satisfaction
Cost

Frequency
Personalisation

Location Awareness & Mobility
Richness

Response time

Delivery time
Interactivity

Value

Entertainment

3.3.1.2 m-Marketing Use and Deployment Issues

When m-Marketing campaigns are well designed and developed, the next step
is to decide how to effectively adopt and deploy m-Marketing services through
the campaign. There are eight essential issues related to the use and
deployment of m-Marketing as identified from relevant literature.

Consumer information should be analysed in order to avoid an unwanted
message being delivered to consumers; consumer information and accuracy of
the obtained information have to be carefully determined (Berry, 1995). Apart
from this, it is preferable to establish a deep and long-term business-consumer
relationship, which can only be achieved by developing and sustaining
sufficient trust between brand owners and consumers (Ryals, 2001).
Appropriate  m-Marketing response channels enable interactions (e.g.,
information exchange) between brand owners and consumers (Barnes &
Scornavacca, 2006). In the marketing message delivery process, postage and
packing affects efficiency of message delivery (Dickinger et al., 2004). From
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the consumers’ point of view, privacy management is a significant concern of
relevance to m-Marketing service deployment (Barnes & Scornavacca, 2004).
It is necessary to allow consumers to know how their private details are stored
and used, and also to allow consumers to manage or control the permission.
Acceptance & satisfaction and permission (Kavassalis, et al., 2003) are said to
be the two most important factors in determining whether an m-Marketing
message is useful and valuable to the users, or if it is classified as spam.

Further, there are additional issues related to the background, the infrastructure,
of m-Marketing communication. Technical and telecommunication control is
generally thought to be a significant issue behind the scenes. Security and
quality of m-Marketing service between different networks, different providers,
and different devices are vital to ensure the delivery of marketing messages
(Wood, 2003). According to the findings of Barnes and Scornavacca (2004),
m-Marketing users expect to use a cost-effective, timely and anywhere
m-Marketing service regardless of their choice of service providers (Barnes &
Scornavacca, 2004). There is also a potential issue with usability and consumer
service support, especially when cross-provider problems occur and consumers
may not be able to get the right party to resolve their problems competently.
Good usability is also essential to obtain user acceptance of new technologies
or services, therefore successful m-Marketing service use and deployment
should provide a high-standard of usability design (Lindholm, Keinonen &
Kiljander, 2003).

From the above m-Marketing use and deployment issues, the researcher
outlines a list of 15 potential factors:

Accuracy

Interactivity

Long term relationship
Trust

Response channel

Cost

Time

Location Awareness & Mobility
Privacy

Acceptance & satisfaction
Permission

Security

Quiality of service
Usability

Technical support
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3.3.1.3 m-Marketing Impacts Issues

The overall goal driving the development, use and deployment of m-Marketing
Is to achieve user acceptance. Therefore, acceptance has been identified as the
factor with the most significant impact on the success of m-Marketing by
multiple researchers (Barnes & Scornavacca, 2004; Bauer, et al., 2005; Hanley,
Becker, & Martinsen, 2006; Ye, 2007; Zhang & Mao, 2008). As stated
previously, m-Marketing acceptance is evaluated in terms of whether the
m-Marketing system creates value (benefit) for its users (Mort & Drennan,
2005; Mylonakis, 2004). From the reviewed articles, the researcher has
identified seven key success factors that affect m-Marketing acceptance. These
factors are:

User acceptance & satisfaction
Value

Brand trust

Permission

Control (Network Service Provider)
Content

Personalization

3.3.1.4 Summary of m-Marketing Success Factors

In the previous sections the researcher has outlined 14 success factors for
m-Marketing development, 15 success factors for m-Marketing use and
deployment, and 7 factors for m-Marketing impacts. Factors in the lists clearly
overlap. Table 3.3 shows a shortlist process for all potential factors that have
been outlined and so 23 m-Marketing success factors are identified; the table
also provides references to studies of those factors.

These 23 factors have been identified from a review of SMS Marketing
literature, an example of single-channel m-Marketing. Participants in the
Delphi study conducted in this thesis are asked to identify success factors for
multichannel m-Marketing based on the outcome of this preliminary factor
identification process. The identified factors for both approaches are scored,
ranked and categorised, as reported in Chapters 4 and 5.
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Table 3.3

Identification of m-Marketing Success Factors

Mobile Marketing Development Use-Deployment Impacts Citations
23 Success Factors | 14 (relevant to 14) 15 (relevant to 16) 7 (relevant to 8)
User Acceptance & X X X (Barnes & Scornavacca, 2004; Bauer, et al., 2005; Hanley, et al., 2006;
Satisfaction Leppaniemi & Karjaluoto, 2005; Merisavo, et al., 2007; Rohm & Sultan,
2006; Wehmeyer & Lankenau, 2007)
Permission X X X (Bamba & Barnes, 2006; Barnes & Scornavacca, 2004; Jayawardhena, et
al., 2009; Karjaluot,o et al., 2008; Kavassalis, et al., 2003; Krishnamurthy,
2001; Tanakinjal, et al., 2008)
User Opt-in X (Bamba & Barnes, 2006, 2007; Frank & Wuersch, 2006; Newell & Meier,
2007; Ramkumar, 2007; Stuart & Eusebio, 2008)
Brand Trust X X (Jayawardhena, et al., 2009; Karjaluoto, Lehto, et al., 2008; Lee, 2005;
Okazaki, 2007; Okazaki, Katsukura, & Nishiyama, 2007; Roussos &
Moussouri, 2004)
Value / Profit X X (Facchetti, et al., 2005; Grant & O'Donohoe, 2007; Haghirian, et al., 2005;
John, 2004; Lee & Jun, 2007; Mylonakis, 2004; Saxton, 2006; Scornavacca,
Prasad, & Lehmann, 2006; Sun, Su, & Ju, 2005; Yang & Jolly, 2006)
Long Term X (Barnes & Scornavacca, 2004; Haghirian, et al., 2005; Haig, 2002;
Relationship Kavassalis, et al., 2003; Merisavo, et al., 2006)
Interactivity X X (Bauer, et al., 2005; Haghirian, et al., 2005; Kurkovsky & Harihar, 2006;
Leppaniemi & Karjaluoto, 2005; Scharl, Dickinger, & Murphy, 2005b;
Ursu, et al., 2008)
Content X X (Barnes & Scornavacca, 2004; Bauer, et al., 2005; Carroll, et al., 2005;
Haghirian, et al., 2005; Kavassalis, et al., 2003; Pousttchi & Wiedemann,
2006; Rau, et al., 2011)
Accuracy X (Carroll, et al., 2005; Haghirian, et al., 2005; Leppaniemi & Karjaluoto,
2005; Maron, Magnus, & Read, 2009; Rao & Minakakis, 2003)
Entertainment X (Barutqu, 2007; Haghirian, et al., 2005; Pihlstrén & Brush, 2008; Pousttchi

& Wiedemann, 2006; Scharl, et al., 2005b; Tsang, et al., 2004)
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Richness (Jelassi & Enders, 2006; Patricia & Eusebio, 2005; Scornavacca &
McKenzie, 2007; Ursu, et al., 2008)
Frequency (Carroll, et al., 2005; Ellis, et al., 2007; Haghirian, et al., 2005; Li & Stoller,

2007; Okazaki, 2007; Scharl, et al., 2005b)

Personalization

(Bauer, et al., 2005; Haghirian, et al., 2005; Peng, 2006; Scharl, et al.,
2005b; Xu, 2006; Xu, et al., 2008)

Location Awareness X (Frank & Wuersch, 2006; Haghirian, et al., 2005; Kurkovsky & Harihar,
& Mobility 2006; Paay & Kjeldskov, 2009; Sarjakoski, Koivula, & Sarjakoski, 2007;
Ververidis, 2002)
Privacy X (Beatrix, 2007b, 2008; Haghirian, et al., 2005; Merisavo, et al., 2007; Peng,
2006; Roussos & Moussouri, 2004)
Security X X (relevant to (Barnes & Scornavacca, 2004; Bauer, et al., 2005; Beatrix, 2007a, 2008;
NSP control) Okazaki, 2005a; Roussos & Moussouri, 2004; Scharl, et al., 2005b)

Usability X (Chincholle, et al., 2002; Dickinger, Haghirian, Murphy, & Scharl, 2004;

Facchetti, et al., 2005; Haghirian, et al., 2005; Kurkovsky & Harihar, 2006;
Scharl, et al., 2005b)
Delivery Time X (relevant to Time ) (Albers & Kahl, 2008; Drossos & Giaglis, 2005; Gidofalvi, Larsen, &

Pedersen, 2008b; Kargin, Basoglu, & Daim, 2009; Rau, et al., 2011)

Response Time

X (relevant to Time)

(Chincholle, et al., 2002; Key & Dietmar, 2007; Ramkumar, 2007; Reyck &
Degraeve, 2003; Scornavacca & McKenzie, 2007)

Response Channel X (Jelassi & Enders, 2006; Lepp&niemi & Karjaluoto, 2008; Mennecke &
Strader, 2003; Merisavo, et al., 2007; Rohs & Gfeller, 2004)
Cost of Service X (Carroll, et al., 2005; Dickinger, et al., 2004; Pousttchi & Wiedemann,
2006; Rao & Minakakis, 2003; Scharl, et al., 2005b)
Quality of Service X X (relevant to (Barnes & Scornavacca, 2004; Haghirian, et al., 2005; Heinonen &
NSP control) Strandvik, 2007; Rao & Minakakis, 2003; Scharl, et al., 2005b)
Technical Support X (Barnes & Scornavacca, 2004; Carroll, et al., 2005; Haghirian, et al., 2005;

Scharl, et al., 2005b; Tahtinen, 2005)
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3.3.2 Understanding m-Marketing Success Factors

This section describes each success factor and explores how these factors could
be considered to influence m-Marketing. Table 3.4 provides brief descriptions
of the m-Marketing success factors identified in the previous section.

Table 3.4 Description of m-Marketing Success Factors

Factor

User Acceptance &
Satisfaction

' Description
Consumer satisfaction and profit/value oriented stakeholder’s
benefits of m-Marketing

m-Marketing is permission-based marketing (permission is given

Permission by consumers and brand owners)
. User opt-in allows consumers to register into the database of the
Opt-in m-Marketing campaign
A trust relationship between consumers and brand owners or
Brand Trust m-Marketing service providers
Profit/value oriented stakeholders (e.g., brand owners and relevant
Profit/\VValue service providers) have the same goal which is to create monetary or
non-monetary value that may increase their profit
: . Stakeholders expect to build a long-term relationship with each
Relationship other e.g., brand owner-consumer relationship
. M-Marketing allows brand owner-consumer interaction and applies
Interactivity an interactive marketing approach
Content Content of the m-Marketing message
Accuracy Accuracy of the marketing message

Entertainment

Marketing message can be made entertaining

Richness

Marketing message can be in various formats and sent through
different media

Frequency

Frequency of sending and receiving the marketing message

Personalization

m-Marketing is a personalised service

Location Awareness

Mobile service available anywhere. Specifically m-Marketing may

& Mobility be location-sensitive
Privacy Managing the privacy of the recipient (e.g., the consumer)
Security Managing the security of the recipient (e.g., the consumer)
- The m-Marketing system and service are easy to use and user
Usablllty friendly

Response Time

The time taken by an m-Marketing campaign to respond when a
consumer sends a request

Delivery Time

The time taken by an m-Marketing campaign to deliver a message
when a consumer sends a request

Response Channel

The mobile communication channel or media to make a response

Quality of
Service

The quality of the mobile communication service that delivers/
receives information

Cost of Service

Cost to use the m-Marketing service for consumers

Technical Support

m-Marketing system or campaign owner (e.g., m-Marketing service
providers) should provide appropriate technical support and
instruction to users (consumers and brand owners)

Page 70

o




Multichannel m-Marketing | 2012

3.3.2.1 User Acceptance and Satisfaction

User acceptance has been identified as one of the most critical variables or
factors that influences m-Marketing success (Bauer, et al., 2005; Hanley, et al.,
2006; Leppaniemi & Karjaluoto, 2005). In the reviewed m-Marketing literature
researchers state that the ultimate goal of developing, deploying and using
m-Marketing services is to obtain user acceptance (Barnes & Scornavacca,
2004; Barnes & Scornavacca, 2006; Karjaluoto, et al., 2008). According to
the 2" stage m-Marketing success model presented in Figure 3.9, acceptance
has a significant role when determining m-Marketing success, while the
concepts of Technology Acceptance from TAM and User satisfaction from the
IS Success Model are merged in this new proposed m-Marketing theory. In the
model presented in Figure 3.8, m-Marketing acceptance is evaluated by
consumer satisfaction and profit/value-based stakeholder benefit; this
m-Marketing acceptance model is also considered in terms of three IS success
process phases: m-Marketing development, m-Marketing use and deployment,
and m-Marketing impact.

3.3.2.2 Permission

User permission is a behavioural factor that ensures the a marketing message
can be successfully delivered to consumers; thus it is vital that m-Marketing is
permission-based. In m-Marketing, permission influences user willingness
(Bamba & Barnes, 2006) and acceptance (Barnes & Scornavacca, 2004). One
of the shortcomings of traditional marketing approaches is that brand owners
approach consumers without getting their permission; consequently these
marketing approaches may not receive the anticipated response rate (Rettie, et
al., 2005). As indicated in (A. Dickinger, et al., 2004; Leppaniemi &
Karjaluoto, 2005), permission of m-Marketing has a direct impact on consumer
response rate. Furthermore, as mentioned in (Pura, 2005), personalisation
needs permission because of anti-spam legislation. A marketing campaign that
combines push and pull approaches is said to be more welcome than a
push-only marketing campaign, and has a comparatively higher response rate
when user permission is given (Barwise & Strong, 2003). An interactive
m-Marketing approach requires users (brand owners and consumers) to give
permission through an opt-in process, and in this way it is more likely that user
acceptance can be achieved (Gronroos, 2004). Marketing messages sent
without receivers’ permission are usually unwelcome or are ignored
(Jayawardhena, et al., 2009; Kavassalis, et al., 2003; Maneesoonthorn & Fortin,
2006), no matter what kind of marketing channel is used.
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3.3.2.3 User Opt-in

In order to get each user’s permission, opt-in is a critical process as it allows
consumers to register with the database of an m-Marketing system (Barnes &
Scornavacca, 2008). User opt-in can occur via various communication
channels, such as SMS opt in, online registration, telephone registration or
form filling in a face-to-face context. Once users have completed the opt-in
process, the m-Marketing communication and process are permission-based
(Newell & Meier, 2007). In some multichannel m-Marketing campaigns such
as TXT2GET (TxT2GET, 2011a), double user opt-in is required. Double user
opt-in is also known as confirmed opt in, which means that the user requests
the subscription and then confirms (Brown, Shipman, & Vetter, 2007). User
opt-in is critical to m-Marketing as it ensures and supports permission-based
m-Marketing. Also, user opt-in is a service that protects consumer privacy while
using m-Marketing (Newell & Meier, 2007). Distinct from user permission,
user opt-in is a feature or process offered by an m-Marketing campaign while
permission is a user-behavioural factor related to their willingness to use
m-Marketing.

3.3.2.4 Brand Trust

Brand owners seek to generate business revenue (e.g., more sales) from
m-Marketing (Bamba & Barnes, 2007). On the other hand, consumers seek to
receive relevant marketing information, contingent on their permission and
acceptance (Carroll, Barnes & Scornavacca, 2005). Performing m-Marketing
activities as part of a well-accepted and suitable campaign can lead to a
successful marketing strategy (Okazaki, et al., 2007). The trust between brand
owners and consumers is a two-way process; trust cannot be established if
either of the two sides fails (Karjaluoto, et al., 2008). The process for both
sides can be illustrated as follows:

1) Brand owners perform marketing activities (via any available media), such
as promoting and selling products and services, creating revenue, obtaining
feedback and responses from consumers, creating loyalty, and obtaining
consumers’ acceptance in a long-term selling-buying relationship.

2) Activities for consumers include awareness (of marketing), buying
products and services (for trial), creating value through use (better health,
weight loss), observing evidence of effect and providing feedback,
maintaining loyalty and accepting further (mobile) marketing to create
closer selling-buying relationship.
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M-Marketing can build up brand trust when the m-Marketing service provider
is a trusted party (Jayawardhena, et al., 2009). M-Marketing inherits attributes
from traditional marketing approaches. Although m-Marketing may be an
innovative marketing approach, some brand owners have already marketed
through traditional approaches and have established brand trust with consumers
(Ghodeswar, 2008). Thus, brand trust may also be fully or partially inherited
by the m-Marketing campaign. If brand owners already perform marketing
activities through traditional marketing strategies and create brand trust with
consumers, it is relatively easy to introduce m-Marketing to their consumers
because the brand trust already exists (Chaudhuri, 2001). However, there is no
strong evidence showing that m-Marketing helps brand owners to create trust.
Furthermore, variables such as security or privacy of an m-Marketing system
can influence consumers’ trust in a particular m-Marketing channel or in regard
to particular brand owners (Okazaki, et al., 2007).

3.3.2.5 Profit and Value

All stakeholders involved in m-Marketing have the same high-level goal, that
Is, to create value either monetary or non-monetary (Yang & Jolly, 2006).
M-Marketing has been considered as a value-added service (A. Smith, 2006; S.
Y. Sun, et al., 2005; Yang & Jolly, 2006). The following is an example to
describe how m-Marketing generates business profit.

According to (Tsirulnik, 2011), Digital Rocket used its SMART (SMS
Marketing, Acquisition and Retention Technology) platform to integrate with
Mobill Lube Express’ point-of-sale system. Digital Rocket identified
consumers with their license plate number and the communication channel they
preferred - text, email or direct mail. After that, Digital Rocket scheduled SMS,
email or mailed postcard reminders to be sent to consumers with a coupon for a
discounted oil change. More than one in five (22%) consumers who came in
for service opted-in to receive future oil change reminders by text message. A
total of 2,187 (out of a possible 6,849) consumers opted-in. An additional 558
consumers opted-in and preferred to receive OILCHG email reminders. Overall,
40% of consumers who visited the m-Marketing campaign chose to receive
OILCHG text and/or email reminders instead of mailed reminders. The ROI for
email marketing was $308 for every $1 spent, or 308:1. The cost to generate
each returned consumer (cost per consumer) for email was $0.24. The ROI for
text message marketing was $344 for every $1 spent, or 344:1. The cost to
generate each returned consumer (cost per consumer) for SMS was $0.20.
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Figure 3.10 Mobill Lube Express (Tsirulnik, 2011)

Figure 3.10 depicts information related to the Mobilel Lube Express
m-Marketing campaign. It is evident that when consumers use m-Marketing
they do not necessarily receive significant monetary value out of it, although
the use of an m-Marketing service is not costless. However, consumers appear
to be willing to pay for and use m-Marketing systems because they receive
benefit that can make up for the cost of use. These benefits are, for instance,
reduced emotional effort, time or monetary costs, through their obtaining
useful or valuable information about products and services from brand owners
(Sun, Su, & Ju, 2005). Receiving timely, accurate and relevant information
from pull m-Marketing is a motivational factor for consumers.

M-Marketing generates business revenues or profits for other stakeholders
including brand owners, m-Marketing service providers, telecommunication
providers, and advertising providers. These stakeholders receive monetary
value directly or indirectly while consumers pay for the products and services
and use m-Marketing; the circulation of business value therefore ensures
feasibility for all participants (Ververidis, 2002).

3.3.2.6 Long Term Relationship

M-Marketing stakeholders may wish to build a long-term relationship with
each other. The main reason for this is to decrease the operational cost needed,
e.g., in time, effort and monetary value, to form relationships with new entities
(Berry, 1995; Duncan, & Moriarty, 1998; Ellis, et al., 2007). Consumers may
expect to encounter a steady source of relevant products and services, whereas
businesses may expect to retain stable target consumers and to maintain market
competitiveness by promoting loyalty and brand performance (Haghirian, et al.,
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2008). The long-term relationship therefore contributes to the stability of the
m-Marketing value chain by generating positive effects for all m-Marketing
stakeholders. As mentioned in (Haghirian, et al., 2005), a high-quality and
user-accepted marketing approach emphasises the forming of long-term
relationships. M-Marketing is particularly concerned with this as its final goal
is to obtain user acceptance. A long-term relationship is also based on user
behaviours such as trust, loyalty and acceptance (Pihlstrdn & Brush, 2008;
Pura, 2005). In short, as recommended in (Barnes & Scornavacca, 2004),
building long-term relationships between brand owners, consumers and other
service providers is important to m-Marketing strategy and user acceptance.

3.3.2.7 Interactivity (Business Consumer Interaction)

As one of the three characteristics specific to m-Marketing, this has been
addressed previously, in Section 2.3.3.

3.3.2.8 Message Content

Message content is important for consumers when deciding whether to accept
marketing messages sent from various campaigns (Mackay & Weidlich, 2007).
If message content is not meaningful, relevant, accurate or does not meet
consumers’ expectation, the messages are easily considered as unwelcome
(Green, 2004). In order to attract consumers’ interest or intention to receive the
marketing message, its content should be designed to match potential
consumers’ behaviours or meet their expectations (Green, 2004). As explained
by Heller (2006), with the use of current 3G or 4G mobile technologies, new
dynamic features on mobile services such as multimedia or signage are used
extensively. The author also suggests that message content can further deepen
consumers’ impression and intention (Heller, 2006). Furthermore, accuracy
and correctness of the marketing message can be improved by using live verbal
and visual communication (Okazaki, et al., 2007). Message content usually
contains product and service information, thus it is important to encourage
consumers to accept the marketing message by delivering valuable, interesting
and attractive message content. As mentioned in (Haghirian, et al., 2005),
consumers' attitudes toward advertising via mobile devices and advertising
value are strongly related to the content of the advertising message sent via
m-Marketing campaigns. Also, message content is of greatest relevance to the
perceived advertising value, while a high frequency of message exposure has a
negative impact on it.
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3.3.2.9 Accuracy

Preliminary analysis of information in the marketing message can prevent
unwanted content or inaccurate information being delivered to consumers. If
the marketing message does not contain accurate or relevant information,
consumer acceptance of and satisfaction with the m-Marketing campaign are
negatively influenced. Also, the credibility of marketing and communication
media is diminished if the information delivered to consumers is not correct
and accurate (Gafni, 2008). While brand owners expect to deliver marketing
information to the right target consumer group to ensure positive business
outcomes such as sales, consumers also expect that the information they
receive is from a credible source and is indeed accurate (Karjaluoto & Alatalo,
2007; Karjaluoto, et al., 2008). Consumers are frequently concerned about the
security of communication channels, and inaccuracies may raise their
suspicions as to whether the information sent through mobile communication
media is secure (Haghirian, et al., 2005). In addition to their concern about how
to identify and approach the correct group of consumers, brand owners also
need to consider how to obtain accurate information from consumers to carry
out marketing activities (Scornavacca, et al., 2006). Location-based
m-Marketing services require extremely accurate location information about
the user in order to provide a timely, efficient and precise m-Marketing service
(Varshney, 2003; Ververidis, 2002).

3.3.2.10-11 Entertainment and Richness of Message

The dynamic nature of m-Marketing enables the m-Marketing service provider
to send rich and entertaining marketing messages in real time (Davis & Yung,
2005). Current mobile technology and service have support for multimedia
such as animation, flash, and 3D, which can further enhance consumers’
experiences and better illustrate the marketing message content. Delivering
entertaining information to consumers can increase consumers’ interest in
brand owners’ products or services (Waldburger & Stiller, 2006). As
mentioned in (Haghirian, et al., 2005), an entertaining and popular mobile
game can provide a well-liked and welcome campaign through which to
deliver a marketing message, usually with a positive outcome. Furthermore,
richness of message can improve the quality of communication, as well as
express the content more clearly. For example, compared to reading a text
description of a movie, it may be more interesting to watch a trailer in order to
stimulate or retain consumers’ interest in watching this movie (Battiato, et al.,
2009). According to (Karjaluoto & Alatalo, 2007), SMS marketing lacks
richness and entertainment in its marketing messages due to restrictions on
message size (as the amount of information that can be transferred through an
SMS is limited to 160 characters) and technical limitations of the medium
(plain text only on the SMS channel). More recently developed m-Marketing
channels, such as mobile MMS or mobile Web, have significantly improved
media richness and entertainment.
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3.3.2.12 Frequency of Message

Consumers are aware of personalisation while using m-Marketing and expect
to have a greater degree of control over how often they receive marketing
information (Ellis, et al., 2007). In contrast, conventional approaches such as
advertisements on television and newspapers do not allow users to control
frequency of message receipt. However, m-Marketing provides an opportunity
for businesses to pay attention to the frequency of marketing message reception
requested by the consumer (Li & Stoller, 2007). This also provides feedback to
brand owners about consumer behaviour and is important for the building of
long-term relationships between brand owners and consumers. The research
findings reported in (Haghirian, et al., 2005) indicate that consumers’ attitudes
toward advertising via mobile devices and advertising value are strongly related
to the frequency of the advertising message sent via m-Marketing campaigns.

3.3.2.13 Personalization

As another of the three characteristics specific to m-Marketing this has been
addressed previously, in Section 2.3.3

3.3.2.14 Location Awareness & Mobility

As the last of the three characteristics specific to m-Marketing this has been
addressed previously, in Section 2.3.3

3.3.2.15-16 Security and Privacy

There have been growing concerns about the protection of users’ privacy as
mobile advertising can become intrusive into intimate personal space. Security
and privacy are important issues related in general to electronic marketing
satisfaction (Lin, 2003). These two concerns are also critical for obtaining
m-Marketing acceptance (Barnes & Scornavacca, 2004; Bauer, et al., 2005).
Since mobile communication is highly personalised, brand owners may be
storing consumers’ contact details such as their mobile phone number, email
contact and so on in their own databases or customer relationship management
systems, which would allow brand owners or marketing agents to identify
target consumers or perform tailored marketing analysis (Roussos &
Moussouri, 2004). They are also vulnerable to the theft of these details.
Unlike Internet marketing, where it may be very risky to supply personal
information to an unrecognised party, mobile marketing campaigns are usually
highly regulated and the information storage is usually local, contextual, and
with security or privacy control (Okazaki, 2005c). Mobile marketing
convention suggests that no further marketing activities should be performed
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without getting consumers’ permission. As mentioned in (Gauzente, 2004),
permission-based marketing itself is a vital process that should help to ensure
security and privacy in ethical marketing practice. Furthermore, interactions
between brand owners and consumers are also protected by controls put in
place by the telecommunication service provider and the security of mobile
applications, but even then the extent of protection depends on the level of
implementation of security or privacy in the particular m-Marketing campaign
(Chen et al., 2006; Miyazaki, & Fernandez, 2000; Roussos & Moussouri,
2004).

3.3.2.17 Usability

Consumers are the main message recipient of the delivered marketing
information and they want to obtain accurate information. They also expect a
well organised and prioritised m-Marketing service. Usability of a marketing
campaign/system is directly associated with the time and effort required to
understand or digest the information received by the consumers; it is also
related to the level of difficulty encountered when using an m-Marketing
campaign (Beatrix, 2007a; Siau & Shen, 2003b). Consumers may feel
inconvenienced if the information from the m-Marketing campaign is not
accurate, relevant or searchable, or if they cannot obtain the expected
marketing information in a short period of time. M-Marketing usability can be
influenced by mobile devices (e.g., size of screen, hardware, and functionality),
user interface design of the m-Marketing application, the type of mobile
communication channel, or compatibility issues (Venkatesh, Ramesh, &
Massey, 2003). As summarised in (Scornavacca, et al., 2006), m-Marketing
usability is usually significantly associated with users’ mobile handheld
devices. Resource limitations of the mobile phone can reduce the usability of
an m-Marketing system. Poor usability can negatively influence users’
intention to use the system, and subsequently impact on the level of acceptance
achieved (Ramkumar, 2007).

3.3.2.18-19 Delivery Time and Response Time

The complete process of a marketing information exchange includes at least
one round of business to consumer information delivery and consumer to
business response. Due to constantly increasing market competition, businesses
want to shorten the marketing information exchange process in order to
improve its efficiency and interactivity. The delivery time for a marketing
message and the response time for consumers’ feedback are decisive factors in
the marketing operation. Consumers are usually more likely to respond if: 1)
the communication channel is immediately available, 2) the communication
channel is accessible at low cost, and 3) the communication channel is easy to
use (Becker, 2007). According to Haghirian, Madlberger and Tanuskova
(2005), delivery time is related to the quality and performance of the

Page 78

I B

I A



Multichannel m-Marketing | 2012

m-Marketing campaign. Consumers should expect some delay in the
information delivery process of an m-Marketing campaign; however,
consumers’ satisfaction can drop if the delay is too long or becomes
unacceptable. Usually, mobile communication is delivered in a real-time
manner for SMS/MMS marketing campaigns (Doyle, 2001); mobile Web
marketing depends significantly on issues such as bandwidth, performance, and
coverage of the mobile network and service. The same concerns apply to
response time.

3.3.2.20 Response Channel

Various traditional marketing communication methods can now be enacted
over mobile networks, applications and devices; as a result, m-Marketing
allows business-consumer interaction via various response channels or by
using different mobile communication media (Bailey, 2007; Facchetti, et al.,
2005). For instance, m-Marketing provides various response channels over
mobile communication e.g., mobile voice, mobile messaging, mobile Web,
mobile TV, as noted, these communication channels are the mobile/digital
forms of traditional marketing channels (Kavassalis, et al., 2003). The
m-Marketing process is therefore not a substitute for existing marketing
approaches, but rather it uses mobile technology as the communication media
(Huang & Symonds, 2009).

Consumers can choose the most comfortable and most preferable m-Marketing
communication channel to use, accept or make a response. For single-channel
m-Marketing, consumers can only choose the most suitable campaigns; in
contrast, in multichannel m-Marketing consumers can also choose to use a
preferred response channel.

3.3.2.21 Cost of the Service

Since all stakeholders, including consumers, brand owners and service
providers, would like to receive value from m-Marketing, the quantitative
(monetary) and qualitative (non-monetary) benefits gained are crucial to
achieving satisfaction (Wang, 2007). For m-Marketing service providers,
business revenue is usually calculated as a function of the costs associated with
m-Marketing campaign development and management, thus the lower the cost
for development and management, the higher business revenues are gained
(Anil, Ting, et al., 2003). M-Marketing users (brand owners and consumers)
are parties who pay to use such services. If brand owners have chosen to use
m-Marketing, they are required to participate in the campaign. Cost of their
participation may be charged by the m-Marketing campaign owner directly or
through marketing agencies. Consumers pay to receive marketing messages
from m-Marketing campaigns with a pull marketing strategy. Thus, the cost of
any m-Marketing service is important to both brand owners and consumers.
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3.3.2.22 Quality of Service

In m-Marketing, quality of service (QoS) refers to the quality of the mobile
communication service used to deliver information to users and to receive
users’ responseS (Akter & Kondo, 2007). The quality of service is therefore
usually assessed in terms of reliability, security, bandwidth, latency and
coverage. Since all activities for m-Marketing are carried out over a mobile
communication platform, the quality of service should be an essential
consideration of the m-Marketing information system development and
deployment. It affects how interested the users are to use the system, as well as
their overall satisfaction with m-Marketing (Macias, et al., 2004). In fact,
quality of service can influence other performance factors such as delivery time,
security and usability.

3.3.2.23 Technical Support

Because m-Marketing operates on top of a technology-based communication
platform, its high reliance on communication technology requires efficient and
effective technical support throughout the development, use and deployment,
and management of m-Marketing activities (Bamba & Barnes, 2006).
Technical support is usually considered to be a part of system quality, service
quality and information quality. The quality of technical support can therefore
enhance the system, information and service quality, all of which have a direct
influence on m-Marketing satisfaction and the users’ interest to use it.

3.3.3 M-Marketing Success Model

Molla (2001) adapted DeLone and McLean’s IS success model to construct the
eCommerce success model as depicted in Figure 3.11 (Molla, 2001). This
model demonstrates that in this case Trust and Support are the most important
success factors or impacts that drive user satisfaction. Molla also believes that
consumer satisfaction is indicative of eCommerce success.

Figure 3.11 eCommerce Success Model from (Molla, 2001)
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A similar approach is used in this thesis for the construction of the
m-Marketing success model based on the 2™ stage m-Marketing acceptance
model (Figure 3.9) in Section 3.2.3. The researcher has found that while no
previous study has empirically investigated m-Marketing success, m-Marketing
acceptance, which has a direct relationship with m-Marketing success, is driven
by a range of variables that have been considered in prior research to be
m-Marketing success factors (Mylonakis, 2004; Pousttchi & Wiedemann,
2006). As a result, the researcher has proposed an m-Marketing success model,
considering that m-Marketing acceptance is a determinant of m-Marketing
success (Figure 3.12).

Development Use and
Deployment

Mobil keting

Figure 3.12. M-Marketing Success Model
The m-Marketing success model considers success in relation to the three

phases of the IS success model. It also uses consumer satisfaction and
profit/value-based stakeholders’ benefit to evaluate m-Marketing acceptance.
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3.4 Chapter Summary

In this Chapter, the researcher has explored and discussed the role of
m-Marketing stakeholders. In addition, theoretical understandings regarding
m-Marketing stakeholders, technology acceptance and information system
success have been reviewed. Furthermore, the researcher has identified a range
of m-Marketing success factors from the SMS marketing literature and has
proposed an m-Marketing success model. In Chapters 4, 5 and 6 the researcher
reports a multi-round Delphi study and tests the m-Marketing success model
for the multichannel m-Marketing approach. Since multichannel m-Marketing
campaigns are newly implemented, it is not feasible to gather sufficient data
about these campaigns from users. In order to identify the factors that might
contribute to multichannel m-Marketing success, a group of experts, including
m-Marketing academic researchers, mobile technology professionals and
marketing specialists, have been invited and participated in a three-round
Delphi study. Quantitative and qualitative data have been gathered from the
Delphi panel members to identify, score and categorize the success factors for
single-channel and multichannel m-Marketing. An m-Marketing success model
has been constructed and proposed based on an extensive literature review and
leveraging a theoretical integration of IS success and technology acceptance
models. According to the outcomes of the Delphi investigation, the evaluation
of multichannel m-Marketing success is examined and discussed.
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Chapter 4: Research Design and Methods

In Chapter 3 the researcher identified 23 success factors for single-channel
m-Marketing and drew on these and other prior research outcomes and theories
to propose an m-Marketing success model. This chapter now describes the
research design and methods of a Delphi investigation that focuses on
identifying success factors for multichannel m-Marketing. The intent is also to
compare success factors for single-channel m-Marketing to those for
multichannel m-Marketing. Since multichannel is an innovative m-Marketing
approach only now being deployed by industry, little empirical evidence can be
found in the literature or industrial reports to prove its success (or otherwise).
Given this, a three-round Delphi study is conducted with a group of
m-Marketing experts as participants. Data gathered from m-Marketing
professionals can be used to predict the level of criticality of the identified
success factors and how they influence multichannel m-Marketing success.

4.1 Research Belief, Discipline, Paradigm and Ethics

This PhD thesis explores the empirical reality of and constructs theoretical
knowledge regarding m-Marketing. M-Marketing is a specific type of
m-Business activity and is considered a multidisciplinary research area. In
(Fouskas, et al., 2005), the authors state that m-Business researchers face an
overabundance of interdisciplinary research challenges and outline a research
road map reflecting two disciplines (Business and Technology) and three
dimensions (Service, Value and Technology) for m-Business investigations.
Given that m-Marketing is considered a specific type of marketing approach
that depends on mobile technology as communication media, the researcher
has utilised the TAM and IS success model to theorise and now examine
multichannel m-Marketing in this thesis.

A description of the philosophical design of m-Marketing research is provided
in this section. Ontology, epistemology and methodology are the keys that can
facilitate the discovery and utilisation of knowledge and the generation of
academic value (D. L. Morgan, 2007). Ethics in academic research provide
guidelines that minimise or prevent any conflict of interest occurring that could
negatively influence the research value and outcomes (Walsham, 1996). Those
aspects of ontology, epistemology, methodology and ethics that are relevant to
this study are therefore considered here.
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4.1.1 M-Marketing Ontology

Ontology describes how things exist (or do not exist) in the world, their
concepts (e.g. entities, attributes, processes), definitions and inter-relationships
(Uscholda & Gruningera, 1996). As a branch of metaphysics, ontology
attempts to define suitable categorisations and hierarchical relationships of a
set of entities in general, and as such it should help to serve as a basis for
research (Zuniga, 2001).

4.1.1.1 Business Discipline

Marketing ontology represents how the concept of marketing exists and its
relationships to other entities in the world, as well as its attributes and effects
(Grassl, 1999). The main objective of marketing is to establish an exchange
relationship between brand owners and consumers and to maintain such a
relationship as long as possible (Duncan, & Moriarty, 1998). The benefit from
such a relationship for both stakeholder groups (brand owners and consumers)
Is to receive value that is usually over and above the cost associated with
creating and maintaining such a relationship. Although there are many factors
that can affect the creation and maintenance of the marketing relationship,
there are a variety of approaches that can achieve this objective. The whole
concept of marketing could be expressed by brand trust, where both connected
parties can obtain value by maintaining such trust (Grassl, 1999). Mobile
marketing is a specific type of marketing approach that uses mobile technology
as communication media for marketing information exchange between
consumers and brand owners. Mobile marketing is a value-added service. In
order to encourage stakeholders’ acceptance, business owners and providers (in
m-Marketing, telecommunication and advertising) receive profits/business
revenues, whereas consumers receive value from the marketing
message/information.

4.1.1.2 Technology Discipline

Mobile technology has expanded to the extent that elements of it overlap with
other technology-related disciplines, such as telecommunications, Internet,
networking, and computing. The development of mobile technology has
greatly changed the behaviour of mobile users (Maneesoonthorn & Fortin,
2006), the most noticeable phenomena being personalisation of the
communication end point (Kim & Jun, 2008) and mobility of business services
(Kurkovsky & Harihar, 2006). The provision of Internet services on mobile
devices has also influenced m-Marketing significantly. As indicated in (Petrova
& Huang, 2007), mobile Internet initialised the convergence between
stationary Internet and mobile networks, and sped up the development of 4G
mobile communication.
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Since the beginning of this century the text-writing functionality of mobile
devices has been widely adopted by marketing and is now known as SMS
marketing (Maneesoonthorn & Fortin, 2006). In fact, the original design of the
mobile phone dialling pad allowed more than just quick code dialling. From
the outset its digital nature enabled users of the mobile device to compose and
send text messages (Haig, 2002). Therefore, even in the original design of
mobile phones there was an attempt to combine telephone and messaging
facilities together.

4.1.1.3 M-Marketing (Technology and Business)

M-Marketing ontology inherits its attributes and relationships from both the
mobile (technology) ontology and the marketing (business) ontology. First,
mobile ontology continues to evolve along with the development of mobile
technology, thus mobile communication media evolve. Second, the evolution
of marketing depends on the evolution of communication media. It has been
stated that m-Marketing evolves and is associated with the evolution of mobile
communication media (Kavassalis, et al., 2003). Since multichannel mobile
communication will be deployed with the next mobile generation, the scope of
this PhD thesis includes the investigation of success factors for the future
m-Marketing approach, which is multichannel m-Marketing.

4.1.2 M-Marketing Epistemology

This thesis reports the conduct of an empirical study that: comprehensively
examines m-Marketing success factors (single-channel vs. multichannel); and,
based on the participation of a group of m-Marketing experts, tests a proposed
model for determining multichannel m-Marketing success (described in
Chapter 3). The research questions addressed in this work are outlined and
explained in Section 4.3.

A series of research activities and processes are therefore carried out to collect
data in order to address the research questions. The analysis of the collected
data is expected to lead to insights that form the basis of new theories and
knowledge. From an epistemological point of view, a belief is not necessarily
the truth. Only when the belief has overlapped with the truth, does it become
true, and the overlapping area is knowledge (Guarino, 1995). The outcomes of
examining multichannel m-Marketing success factors and determining the
success of multichannel m-Marketing are expected to be the major
contributions of this PhD thesis. A model that can be applied to evaluate and
guantify m-Marketing success has been proposed. This model is expected to
benefit m-Marketing service providers in achieving best practice in future
multichannel m-Marketing campaign development or service deployment.
Another outcome of this study will be the identification of new directions for
research in the area of m-Marketing.
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In this thesis, the researcher adopts a constructivist research paradigm, by
proposing, evaluating and testing a model for multichannel m-Marketing
success. Consequently, data is collected from a group of participants who have
constructive intention and field expertise to offer informed comment on
success factors for multichannel m-Marketing. The participants’ profiles and
selection procedure are described in Section 4.5. All the chosen participants
have a high level of understanding of m-Marketing, and also a certain level of
knowledge or expertise in regard to multichannel m-Marketing.

4.1.3 Ethics

Adoption of ethical behaviour is a vital requirement of the research process as
it helps to ensure that any impacts of bias or conflict of interest are minimised
and so the contribution is robust. Thus, an ethical approach should be
maintained throughout the entire research process (Walsham, 1996). Since a
group of m-Marketing experts were to participate in this study an application
for ethics approval was lodged by the researcher and approved by the
University’s Ethics Committee (AUTEC) in late 2009. The relevant ethics
application and associated materials are provided in Appendix A of this thesis.
Often, in order to maintain fairness and ensure an unbiased assessment, it is
recommended that research participants are chosen from the general public, not
from a specific group of people. As multichannel mobile marketing is a
specific and novel research area, participants chosen randomly from the public
would not have understood sufficiently the topic and its research questions. As
a result, a group of m-Marketing professionals (academic researchers and
m-Marketing service providers from industry) were invited to participate in a
multi-round Delphi survey investigation. The research method and its specific
aspects are now discussed in detail.

4.2 Delphi Survey Approach

The Delphi survey (described variously as a method, study or approach) is a
systematic and interactive research process that typically involves a group of
experts in a specific area (anonymous to one another, but not to the researcher)
who are required to answer a series of questions (Thorsen, 1996). This method
is used in order to collect information and derive knowledge from targeted
experts, often through post or email, and to synthesise their shared opinions
(Okoli & Pawlowski, 2004). Delphi is a popular research approach in
information systems investigations (Fu, Bourgeois, Fan, & Pan, 2006; Keil,
Tiwana, & Bush, 2002; Lehmann, Kuhn, & Lehner, 2004a). Of particular
relevance here, the Delphi approach has been applied in studies investigating
future mobile services and technologies (Lehmann, et al., 2004a). As reported
in (Xu & Gutierrez, 2008), a Delphi study supported the identification of
success factors of mobile commerce. The approach has been used successfully
in prior IT/IS-related dissertations as shown in Table 4.1.
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Table 4.1
Delphi Method Used in IT/IS Dissertations

Work Title ' Reference

Identifying the critical success factors for ERP implementation projects | (Carson, 2005)

Developing a model of how technologies are developing and how they | (Gerdsri, 2005)
may fit with an organizational strategy

Identifying emerging IT issues of the 21st century that affect public | (Birdsall, 2004)
school board policies

Identifying the criteria for measuring knowledge management efforts (Anantatmula,
2004)

As is evident in Table 4.1, the Delphi approach has been used for research
concerned with success factor identification and modelling, and for
determining criteria for the investigation of concepts in IT/IS. In principle, then,
it is an appropriate approach that fits the objectives of this study as outlined in
Chapter 1. As mentioned in (Powell, 2003), a Delphi investigation requires a
high-level of expertise of the participants who make up the expert Delphi panel.
Thus, collecting knowledge from an appropriate panel of experts using the
Delphi method can be considered as suitable for the investigation of the new
area of multichannel m-Marketing.

In order to support the process of research synthesis this study implements a
three-round Delphi approach for the investigation of multichannel
m-Marketing success factors. All participants are required to answer the same
sets of questions, although they do not interact with each other. The researcher
acts as a Delphi administrator and collects and analyses data from the various
individuals, and then draws upon this at each milestone to summarize the
collected data. Since the Delphi panel is in this case made up of experts from
all over the world it is not feasible to collect data in a face-to-face manner.
Therefore, the survey for this Delphi study is conducted via an interactive
web-based data collection form, and is supported by email communication.

A basic principle of Delphi research is to strive for consensus among the
participants in the panel (Sumsion, 1998). As summarised in (DeGroot, 1974),
the Delphi approach does not encourage a brainstorming process in the early
stages of data collection so that individual contributions do not exert
unwarranted influence on the outcomes; nevertheless, participants are usually
given the opportunity to review the research outcomes at the conclusion of
each round. According to (Loe, 1995), Delphi provides an alternative,
value-added approach to a conventional survey. Due to its multi-round nature
the Delphi approach can gather more relevant data from experts than a
conventional survey and can lend support for consensus in the expert panel
(Powell, 2003).

In this study, the three-round Delphi approach is supported by follow-up email
messages to secure, as far as possible, participants’ input for the entire Delphi
process. Milestone reviews are conducted at the end of each round; participants
have an opportunity to reassess their inputs before the new round starts. As a
result of this approach, the researcher’s questionnaire in each subsequent round
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Is increasingly tuned to the research questions since it is derived from the data
summary and findings of the prior round(s). Moreover, the questions in
subsequent rounds can be used to clarify uncertainties from previous rounds, as
well as to gather additional data in order to strengthen previous findings.

There are also some disadvantages in using the Delphi method. For example,
the individual experts may express very different views in their responses; thus
a well-organised Delphi administration process is needed to apply appropriate
techniques to analyze the individual opinions, in addition to working towards
group consensus (Clayton, 1997). Furthermore, since good results cannot be
achieved without everyone’s involvement in the multi-round Delphi study it is
important to monitor participants’ satisfaction and to retain their interest in
participation (Rotondi & Gustafson, 1996). Despite these shortcomings, the
Delphi method has been widely accepted and considered as a suitable
forecasting tool in business and IS research (Okoli & Pawlowski, 2004;
Sumsion, 1998). Table 4.2 summarises a range of research studies that have
used the Delphi method to forecast future trends in relevant topic areas. This
PhD thesis investigates success factors of multichannel m-Marketing, which is
considered here as a future m-Marketing approach to be applied with the next
mobile generation.

Table 4.2.
Delphi Method Used for Forecasts

Aim of investigation References
( Lehmann, Kuhn, & Lehner, 2004b)

(Lind et al., 1999)

(Tahtinen, 2005)

(Viehland & Hughes, 2002)

(Han, et al., 2002)

(Pelton, 1981)

(Svidén, 1988)

(Pynncnen & Hallikas, 2006)

As recommended in (Dalkey, 1969), Delphi can be used as a scoring or ranking
tool through which the Delphi administrator collects and corroborates
individual expert responses. In (Ferri et al., 2005), the authors point out that the
essence of Delphi consensus is usually obtaining quantitative estimates through
qualitative assessment of evidence. In the Delphi survey conducted here, some
qualitative data is gathered as a form of validation, based on whether the
participants agree or disagree with the findings and analysis from each round.
All participants are encouraged to strive for consensus with the final outcomes
of the Delphi study.

The notion of consensus requires some further explanation here. According to
(Dalkey & Helmer, 1963) “A device for helping to assure this [consensus] is to
feed in only such data as have been asked for by at least one respondent and are
obtainable from reliable sources, and to suggest only such theoretical
assumptions as seem to represent a consensus of a majority of respondents”
(p.459). Definitions of consensus within Delphi studies extend from ‘true’
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consensus to ’majority rules’ (Williams & Webb, 1994). As discussed in
Robinson (1957), Kendall’s coefficient of concordance (W), a non-parametric
statistic measuring the convergence of answers towards agreement, can be used
in a Delphi context: strong agreement (consensus) is evidenced by W > 0.7, it
Is considered reasonable if W falls between 0.5 and 0.7, and it is said to be
weak if W < 0.5. This research considers W > 0.5 to indicate a positive level of
consensus for the group of m-Marketing professionals.

The next section presents the research questions and their rationale drawing on
the thesis objectives stated in Chapter 1. Detailed research guidelines and the
design approach are presented in Section 4.4.

4.3 Research Questions

This section formulates the research questions for this thesis based on the
research objectives stated in Chapter 1.

4.3.1 Research Question 1: Success Factors Identification

What are the success factors for m-Marketing?

There are two sub questions relevant here that pertain to single and
multichannel m-Marketing, respectively. Participants in the Delphi study are
asked to identify new success factors apart from the 23 factors identified from
the literature review in Chapter 3.

4.3.2 Research Question 2: Success Factors (Single vs. Multichannel)

What are the differences between success factors for single-channel and
multichannel m-Marketing?

This comprises 4 sub-questions that need to be answered by applying
appropriate statistical analysis methods (explained in section 4.8.2):

e What success factors are critical to single-channel but not critical to
multichannel m-Marketing?

e What success factors are critical to multichannel but not critical to
single-channel m-Marketing?

e What factors are more critical for multichannel m-Marketing than for
single-channel m-Marketing?

e What factors are less critical for multichannel m-Marketing than for
single-channel m-Marketing?
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4.3.3 Research Question 3: The Most/Very Critical Success Factors

What are the most/very critical success factors for m-Marketing?

There are two sub questions that each pertain to single-channel or multichannel
m-Marketing. This question is to be answered through applying statistical
analysis methods to the collected data (explained in section 4.8.2).

4.3.4 Research Question 4: Correlations among Success Factors

What are the correlations among single-channel and multichannel
m-Marketing success factors?

Apart from identifying correlations among success factors, the research also
investigates whether factors are related to acceptance for both single-channel
and multichannel m-Marketing (explained in section 4.8.2). There are four
sub-questions related to this question:

e What pairs of factors are always correlated?

e What pairs of factors are correlated in single-channel but not in
multichannel m-Marketing?

e What pairs of factors are correlated in multichannel but not in
single-channel m-Marketing?

e What factors are correlated with user acceptance?

4.3.5 Research Question 5: Categorisation

How to categorise multichannel m-Marketing success factors?

Participants are first requested to categorise multichannel m-Marketing success
factors based on the three-phase IS success model presented in Figure 3.3
(development, use and deployment, and impact). There are three sub-questions:

e What success factors are relevant and critical to multichannel m-Marketing
development?

e What success factors are relevant and critical to multichannel m-Marketing
use and deployment?

e What success factors are relevant and critical to multichannel m-Marketing
impacts?

Second, categorisation of the multichannel m-Marketing success factors is
performed with a factor analysis approach, explained in section 4.8.2.
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4.3.6 Research Question 6: Determining m-Marketing Success

What is the role of m-Marketing acceptance in m-Marketing success?

M-Marketing acceptance is a high level of acceptance that reflects that an
m-Marketing campaign meets all requirements of m-Marketing development,
use and deployment, and impacts, as well as the satisfaction of m-Marketing
stakeholders. The researcher aims to ask m-Marketing experts to identify,
explain and justify the role of m-Marketing acceptance and its relationship to
m-Marketing success.

4.3.7 Research Question 7: Drive to multichannel m-Marketing Acceptance

How to encourage multichannel m-Marketing acceptance by determining the
satisfaction of both consumers and profit/value-oriented stakeholders?

This research question has three sub questions. Participants are requested to
determine for each success factor whether it is critical or relevant to consumer
satisfaction, to profit/value-oriented stakeholders’ benefit, or to both. Statistical
analysis methods are used in addressing this research question (explained in
section 4.8.2).

e What success factors are critical only to consumer satisfaction for
multichannel m-Marketing?

e What success factors are critical only to profit/value-oriented stakeholders’
benefit for multichannel m-Marketing?

e What success factors are critical to both consumer satisfaction and
profit/value-oriented stakeholders’ benefit for multichannel m-Marketing?
< equally critical to both;
<> more critical to consumer satisfaction;
< more critical to profit/value oriented stakeholders’ benefits.

Table 4.3 summarises the seven research questions and their rationale.
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Table 4.3

Summary of Research Questions and Rationale

Research Questions

1. What are the success
factors for m-Marketing
(single-channel &
multichannel)

Motivation and Rationale

Review and revisit success factors for single-channel
m-Marketing; ask the experts to work out success factors for
multichannel m-Marketing;

(No previous study investigates success factors for
multichannel m-Marketing)

2. What are the
differences between
single and multichannel
m-Marketing success
factors?

According to the literature review, multichannel mobile
communication will be used for future m-Marketing service;
therefore it is valuable to examine the trend of transition from
single- to multichannel m-Marketing, by comparing the
perceived level of criticality of success factors. Moreover,
factors that are considered to be more critical for
multichannel m-Marketing are likely to be given more
attention for future multichannel m-Marketing development
and deployment; in contrast, factors that are thought to be
less critical will be likely to require less attention.

(No previous study investigates single- vs. multichannel
m-Marketing)

3. What are the most/very
critical success factors for
m-Marketing?

The most critical success factors for multichannel
m-Marketing are likely to be focused on when designing or
developing m-Marketing campaigns or deploying
m-Marketing services. Industry players may have strong
interest in the outcome.

4. What are the
correlations among
single-channel and
multichannel
m-Marketing success
factors?

After identifying, scoring and ranking all m-Marketing
success factors, it is valuable to take a further step and
investigate the relationships between the factors. Since
m-Marketing acceptance is a subject of, and a core factor for,
m-Marketing success, it is essential to find out what factors
are correlated with acceptance for both single-channel and
multichannel m-Marketing.

5. How to categorize
multichannel
m-Marketing success
factors?

The researcher seeks to categorise the identified m-Marketing
success factors by applying an adapted IS success model
which is a ground theory for the m-Marketing research
conducted here. Alternatively, m-Marketing success factors
can be categorised by applying factor analysis.

(There is no previous m-Marketing study that applies the IS
success model for categorising success factors)

6. What is the role of
acceptance to
m-Marketing success?

There are many uncertainties concerning the role of
acceptance in m-Marketing success. Therefore, a group of
experts are recruited to clarify these terms.

7. How to encourage
multichannel
m-Marketing acceptance
by determining the
satisfaction of both
consumers and
profit/value-oriented
stakeholders’?

The researcher integrates the technology acceptance model
and satisfaction of m-Marketing stakeholders, in order to
determine the level of criticality of each success factor to
satisfaction.

(There is no previous m-Marketing study that integrates
TAM with satisfaction.)
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4.4 Research Design Guidelines

This section considers research design guidelines and examines previous
Delphi studies to determine how to choose a suitable number of rounds and
participants. Table 4.4 outlines some IS/IT research studies that have used the
Delphi survey as a research method.

Table 4.4
IS/IT Delphi Research Studies with Numbers of Rounds and Participants
Work Title Citations Number Number of
of Rounds Participants
Information systems management (Niederman, 3| 114/126/104
issues for the 1990s Brancheau, &
Wetherbe, 1991)
Capturing flexibility of information | (Duncan, 1995) 2 21/19

technology infrastructure: A study
of resource characteristics and their

measure

Key issues in information systems | (Brancheau, Janz, 3 78/87/76
management:1994-95 SIM Delphi | & Wetherbe,

results 1996)

Organisational mechanisms for (Nambisan, 2 11/11
enhancing user innovation in Agarwal, &

information technology Tanniru, 1999)

Critical technology management (Scott, 2000) 3 20/19/17

issues of new product development
in high-tech companies

Reconciling user and project (Keil, Tiwana, & 3 15/15/10
manager perceptions of IT project Bush, 2002)
risk: A Delphi study

Identification of legal issues for (Brungs & 3 11/11/10
computer forensics Jamieson, 2005)

Identifying research priorities and (Kurubacak, 3 7217272
needs in mobile learning 2007)

technologies for distance education:

A Delphi study

As is evident from Table 4.4, most Delphi investigations are accomplished
with either 2 or 3 rounds, which is also supported in (Delbeq, Ven, &
Gustafson, 1975). This research utilises a three-round Delphi study.

In terms of numbers of participants, as seen in Table 4.4, this ranges between
11 and 126 in the prior studies reviewed. As mentioned in (Delbeq et al., 1975),
there are two types of Delphi samples: heterogeneous and homogeneous. When
the Delphi panel is homogeneous, working with 10 to 15 participants may yield
sufficient results. On the other hand, if disparate groups are involved, then a
larger sample will likely be required and several hundred people might need to
be recruited. Since this PhD thesis targets a group of m-Marketing experts to
join the Delphi panel, in the initial design phase the researcher aims to have
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between 24 and 36 participants to complete the first round. Also, Table 4.4
shows that the number of participants in later rounds of a Delphi study often
decreases and some participants who have completed some round(s) might not
complete the entire Delphi study. The researcher intends to have at least 16
participants who can complete the final round, in order to gather sufficiently
rich data for the analysis phase.

Table 4.5 presents the Delphi study research design guidelines adopted from
literature. The research conducted in this work follows these guidelines
throughout the three rounds in order to ensure validity of the research study.

Table 4.5
Research Design Guidelines to Ensure Validity of Delphi Study

Terms Descriptions Citations

Participants After formulating research question(s), the researcher (Okoli &

& selects an appropriate group of experts who are qualified | Pawlowski,

Researchers | to answer the Delphi questions. The researcher then 2004)
administers and analyses their responses.

Interpretation | In addition to what is required of a survey, the Delphi (Hasson,
method can employ further construct validation by asking | Keeney, &
experts to validate the researcher’s interpretation and McKenna,
categorization of variables. 2000)

Anonymity Respondents are anonymous to each other throughout the | (Okoli &
whole process of the study; however they are never Pawlowski,
anonymous to the researcher. 2004)

Richness of In order to address the lack of data richness issue of (Rosemann &

data traditional surveys, Delphi studies inherently provide Bruin, 2005)
richer data because of their multiple iterations and their
response revision due to feedback.

Retain In order to retain participants’ research interest, an online | (Worth,

Interest of data collection form is created using the e-Delphi Nurmatov, &

Participation | approach, which saves both the researcher’s and the Sheikh, 2010)
participants’ time and effort in the data collection process.

Reach Participants provide comments for each round outcome, (Ferri, et al,

Consensus by indicating either agreement or disagreement. 2005; Worth,
Participants’ inputs are always assessable and modifiable | etal., 2010)
before the new round starts during the whole data
collection process.

According to (Powell, 2003), the Delphi methodology does not expect the
participants in the expert panels to be representative samples for statistical
purposes. Thus, a large number of participants is not essential; however, the
participants should have expertise in the research field and consensus of the
Delphi panel should be achieved. Furthermore, according to the nature of the
Delphi approach discussed in (Dalkey, 1969), participants should always be
able to revise their comments and feedback and build toward group consensus;
consequently, any Delphi study should consist of at least two rounds.

The next section describes the process of selecting participants.
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4.5 Participant Selection Procedure

The researcher has followed a 4-step participant selection procedure adopted
from (Okoli & Pawlowski, 2004), in order to target a group of m-Marketing
experts as prospective participants in the Delphi study.

.
Prepare Knowledge Resource Nomination Worksheet (KRNW )

&

-,

Populate KRNW with Names

Rank Experts

Invite Experts

€€«

igurp 4.1 Partir‘ipant Selection Procedure adnptnd from (ﬂlmli & Pawlowski 9004)

4.5.1 Prepare Knowledge Resource Nomination Worksheet

The researcher prepares a knowledge resource nomination worksheet (KRNW),
and identifies what kind of experts would be potentially suitable participants in
this Delphi study. Two groups of prospective participants have been identified:

e Academic researchers in m-Marketing or in other areas relevant to the
topic;

e M-Marketing professionals or business managers who have launched
m-Marketing campaigns.

There are two main reasons for choosing the above groups to participate. First,
multichannel mobile communication is a future trend of m-Business and
m-Marketing, so the chosen target groups need to have essential knowledge
and expertise in this research area. Second, they should be the potential
audiences or users of this thesis. The research outcomes should provide
preliminary guidelines for future m-Marketing campaign development and
service deployment, which may attract the interest of industrial players (e.g.
m-Marketing service providers). Also, the outcomes of this study are likely to
help identify new directions for m-Business and m-Marketing research.
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4.5.2 Populate the KRNW

1) Write in names of known individuals in relevant research disciplines or
with appropriate academic skills;

2) Write in names of known individuals in relevant m-Marketing business or
with appropriate industrial skills;

3) Write in names of individuals drawn from academic and practitioner
literature.

4.5.3 Rank Experts

1) Create sub-lists, one for each group outlined in the previous step;

2) Categorize the experts according to the lists;

3) Rank experts within each list based on relevance. For example, for
academic researchers, the judgement is made by the qualification, research
area or number of m-Marketing related publications; for m-Marketing
professionals, the judgement is made by position, size of organization and
experience in multichannel m-Marketing.

4.5.4 Invite Experts

The researcher sent 64 invitations to the most appropriate participants
identified from a range of international sources — academic literature, industry
websites and literature, business directories and listings. Of the 64 invitees, 31
(48%) accepted the invitation to participate in the first round of the Delphi
study. As only participants who have completed previous round(s) can
continue with the next round, the researcher sent 31 invitations for the second
round of the study. The researcher received a 70% response rate for Round 2
and 22 participants completed the questionnaire. Nine participants withdrew
from the process, because of the following two main reasons: Busy with own
study or work or Lost contact. In the third round of the study the researcher
sent 22 invitations and received 19 responses, so the response rate was 86%,
while contact was lost with three participants.

No explicit participant rejection or exclusion criterion 