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Module 8: Mobile Marketing for Small and Medium Sized Tourism Enterprises

Katsoni Vicky and Alexandrou Paraskeuvi,
International Association of Cultural and
Digital Tourism (IACuDiT)

Learning Objectives
On successful completion of this module the learner will be able to:
¢ tell the importance of mobile marketing applications in the tourism and hospitality
industries;
e explain definitions and terms related to mobile marketing;
e recognize the pros and cons of mobile marketing;
¢ list the mobile marketing channels;
e determine the key elements for successful mobile search optimization;
e define the mobile code of conduct by the mobile association;
e underline the importance of privacy issues on mobile applications;
e name key performance indicators for mobile marketing performance;

e design their own mobile marketing strategy.
8.0 Introduction

The development of information and communication technologies and the
extensive use of mobile phones have changed the marketing world dramatically. A new
type of marketing model has appeared, called mobile marketing. This has given countless
opportunities to businesses regardless of their size to reach wider audiences, display
interactive content and get the customers engaged while being on the move. As Wei-Han
Tan put it “the emergence of smartphones and the advancement of four-generation
wireless data networks have urged the development of new software too. Consumers can
get online via their m-devices (mobile devices) download apps and complete tasks as they

would do on their personal computers” (Wei-Han Tan, 2017, p.560).



<> Co-funded by the
U Erasmus+ Programme
digitourism M Of the European Union

The rapid growth of mobile phone users has brought new changes in the marketing
field. Tourism and hospitality marketers should adapt to them creating more “mobile”
marketing campaigns. Mobile marketing allows tourism and hospitality businesses to
target visitors with personalized features and content. The content offered in the mobile
channel should be practical, user-friendly and certainly adjusted for smaller screens.
Smartphone users keep on growing and growing. Due to its numerous tools and
capabilities it has been adopted by many marketers in the tourism and hospitality
industries. “It is very important for a digital marketing professional to carefully analyze the
target audience’s internet behavior before making decisions about their marketing
strategies. There is a global switch to mobile (smartphones and tablets) away from
desktop PCs” (Visser, Sikkenga & Berry, 2021, p.71).

The benefits of mobile marketing are tremendous mobile applications make it
easier for consumers to perform several tasks practically anytime anywhere. However,
marketers face some challenges too. The insights collected through mobile phones are
personal and the users need to be ensured that they stay secure and safe. Tourism and
hospitality businesses using personal information should follow privacy rules and
legislation by any means.

This module aims to present the basic elements of mobile marketing so as to be
applied by SMEs in the tourism and hospitality industries. The definition of mobile
marketing and other related concepts is presented along with the several channels that
can be utilized to make the best use of mobile marketing applications to promote small

and medium-sized enterprises in tourism and hospitality.
8.1 What is Mobile Marketing?

Mobile marketing is an omnichannel, digital marketing strategy that reaches your
preferred target audience via smartphones and tablets using websites, email, SMS,
messaging and social media apps (https://www.marketo.com/mobile-marketing/).
According to the Mobile Marketing Association, mobile marketing is defined as “the use of
wireless media as integrated content delivery and direct response vehicle within cross-

media marketing communication program” (Mobile Marketing Association, 2015). Mobile
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marketing is a marketing communication method that uses mobile media, mobile
advertising, wireless marketing and wireless advertising (Eze, Chinedu-Eze, & Asamu,
2019, p.4). The extensive use of mobile devices has brought incredible changes to the
behaviour of consumers, their attitudes and preferences. As a result, the marketers are
forced to stay updated and keep a close eye on what the consumers use the most.
Nowadays, customers prefer digital and dynamic content with personalized features and
practicality. Mobile marketing is growing rapidly, particularly among small and medium
sized tourism enterprises (SMTES) because it gives them the chance to generate brand
awareness, boost brand recognition and increase competitiveness and revenue really
fast.

The widespread adoption of wireless technology and mobile devices has
fundamentally changed the field of marketing, especially in hospitality and tourism.
Phones and tablets are widely used in our daily activities and they keep track of what we
do. Mobile phone and tablet platforms are adopted to engage customers, since they can
be used in various locations and targeting audiences become more and more accurate.
According to Chaffey and Ellis-Chadwick (2016, p.40), the main platforms are the
following:

1) Mobile operating system and browser: There are mobile browsers that are closely

integrated with the operating system.

2) Mobile-based apps: Apps are proprietary to the mobile operating system, whether
Apple iOS, Google Android, RIM or Windows: A big decision is whether to deliver
content and experience through a browser and/or a specific app that provides an
improved experience. Recent research shows that the majority of mobile media
time is app-based.

The tourism and hospitality industries can find great opportunities through mobile
marketing and the usage of mobile platforms. Through the various communication tools
that mobile marketing channels offer, SMTESs can increase their visibility and increase the
awareness of the destination in which they are located. By using engaging content and
keeping in contact with potential visitors, they can achieve a positive WOM (Word of
Mouth) and target their market. Statistics show that 63% of travellers use smartphone

when booking ( https://www.businessofapps.com/news/travel-goes-mobile-63-use-
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smartphone-when-booking/). According to Google, 70% of U.S. travellers always use their

smartphones when traveling. (https://www.thinkwithgoogle.com/consumer-

insights/consumer-trends/consumer-travel-smartphone-mobile-usage-always/).

An interesting example of how a hospitality organization is using mobile marketing is
mentioned in the book “Digital Marketing Fundamentals” (Visser, Sikkenga & Berry, 2021,
p.26-27):

“By Marjolein Visser

Marriott International, the parent organization of, amongst others, the Marriott and Ritz
Carlton hotels, tries to make use of as much modern technology as possible to meet
the needs of the young, contemporary business traveller, so-called Millennials. Using
the Marriott Bonvoy app, guests participating in the loyalty program are able to book a
hotel, check in on their mobile device, request services and extras, and chat with
Marriott employees before, during, and after their stay. The app uses chatbots for
simple questions, allowing guests to receive an immediate response. On the day before
their arrival at the hotel, guests receive a push notification on their smartphone,
informing them that they can check-in. They will then receive an automatic notification
when their room is ready for them. 1 This prior communication means that the hotel is
prepared for their arrival. Since payment information is stored in the guest profiles,
guests are given a virtual key via the app or, upon entering the hotel, they may visit a
dedicated check-in counter where a pre-programmed key card is already waiting for
them. At the end of their stay, guests receive another push notification alerting them to
the availability of a mobile checkout option. Should they so choose, guests are asked
to provide an email address to which their invoice can be sent, meaning they no longer
have to call the Hotel Reception.

Within the hotel itself the many possibilities that mobile communication has to offer are
also employed. Marriott app users can request the most commonly used services from
a drop-down menu, such as the provision of extra towels, pillows or breakfast in bed.
With increasing frequency, hotel rooms are also being equipped with a digital assistant
which connects guests with the Reception, allowing them to request room service, for
example. Stephanie Linnartz, Group President, Consumer Operations, Technology &

Emerging Businesses, commented at the Skift Tech Forum: “To remain the market
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leader, we are constantly improving and expanding our offer through direct channels.
We offer our loyal customers benefits when they book directly, such as free Wi-Fi,
member rates and mobile check-in/out, mobile keys as well as other benefits. Our new
and improved booking solution makes it possible for customers to ‘customize’ their stay.
They can choose rooms with specific features, including ones they are willing to pay
extra for and be assured of. Our customers enjoy knowing what their options are and
being in control of them”.

“‘Marriott combines ‘high tech’ with ‘high touch’ to offer guests a seamless and
personalized experience. We use technology that enables our members to have an
ongoing “conversation” with us, regardless of which channel or device they are using,
whether they are staying in one of our accommodations, or communicating through our
call centre agents, our app, or whilst searching for something on Marriott.com”. The M
Live social media monitoring hub also plays an important role in providing a seamless
customer experience. Messages that hotel guests send via social media are analysed
from social hubs in the United States, Europe, and Asia. When someone is staying in
a Marriott hotel, this is identified from the geolocation that is linked to the messages.
‘Let’s say you're staying in a Ritz Carlton hotel somewhere in the world and you’ve
posted a photo on Instagram to let everyone know that you've become engaged”, said
Scott Weisenthal, Vice President, Global Creative and Content Marketing, in an
interview on inc.com, “a second later this comes up in our M Live Command Centre...
we will then call the hotel and the hotel will send up a bottle of champagne”

By monitoring what guests share, Marriot can deploy personalized marketing
communications and surprise customers, leading them to become loyal customers and
begin spreading positive messages about the brand. Of course, this needs to be done

both sensitively and legally to give every guest a personal and valuable experience at

every point on their customer journey.”

8.2 The Advantages and Disadvantages of Mobile Marketing

The vast possibilities of mobile marketing and advertising are apparent and people

tend to use their mobile devices to shop and search for their favourite products more and
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more. Marketers use it extensively and decide to use the mobile as a place to launch their

advertising campaigns (Antonios, 2018). The practicality of mobile devices brings out

many advantages but some disadvantages need to be expressed as well.

Advantages of Mobile Marketing
Main advantages of mobile marketing are summarised below (Oztas, 2015).

e Reaching a wider audience: Because mobile phones are accessed anytime
anywhere, millions or even billions of users can get connected. This is a great way
to market and brand your products.

e ltis user-friendly: Advertisements even in their most basic form can attract attention
and get clicked on by the users.

e Instant and measurable results: You can have real-time data to track down every
little detail of your marketing campaign. The effectiveness of your advertising
campaign can be measured and tracked with real-time data and the insight you get
from mobile devices is more than in any other media. The precision in the response
rate is highly accurate and the evaluation process of the campaign is tracked down
in every detail.

e Segmentation and target markets: Mobile marketing can track down the
preferences and tastes of users to aim to show more personalized results. It gives
the market the opportunity for a more personalized advertising message, which is
sent to segmented groups and target audiences, applying filters and
sociodemographic traits.

¢ Viral Potential: If a post goes viral, eWoM gets increased and brand awareness is
achieved. Mass communication is achieved.

e Interactivity: Interactivity and communication is achieved to generate interest in the
products and services. The user/ potential customer can interact immediately with
the business allowing them to find out more about the product or service advertised.
This interaction between the user and the company can be utilized for a better
definition of the needs and preferences of the user.

e Immediacy: The customer or the service provider can respond immediately.
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e Driving local scale traffic: Mobile marketing offers the ability to generate traffic on
a more local scale, a positive feature for small and medium enterprises. The vast

majority of users search for shops and goods in the vicinity and local businesses

should take advantage of it.

Disadvantages of Mobile Marketing

Main disadvantages of mobile marketing are listed below (Moats, 2020).

e Lack of professionals: Mobile marketing tools are countless and there isn’t a big
number of people specializing in that field. Its rise is so recent that there is a bit of
lack of professionalism still among marketers, advertisers, or marketing
companies. The skills and insight needed takes hard effort and most of all the wise
use of its tools will take a long time to acquire.

e Privacy issues: Unfortunately, this is one of the biggest concerns among
customers. Sometimes, people may feel uncomfortable sharing personal data for
marketing purposes. The feeling of violation exists and prevails when the users’
privacy is disrupted. Companies must consider any legal framework and legislation
concerning privacy policies and data protection and ensure that their customer’s
information is protected and secured in any way.

e Tricky decision-making process: The operating systems and several mobile and
web applications cause a high segmentation and fragment of the market. Thus, the
process of reaching relevant and wise decisions becomes extremely difficult.
Automatization appears as a really strong advantage that can become a big
drawback in this case.

e Platforms are too diverse: Due to the abundance of platforms and the various
choices the users have, you may have to customize your ad campaigns to get
better and optimized results.

The challenges and drawbacks should be carefully considered for a successful

marketing strategy and advertising campaign. The steps of the mobile marketing
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strategy should be followed correctly and then evaluated accurately to check if the

campaign is efficient or not.
8.3 Mobile Consumer Behaviour and Mobile Commerce Opportunity

Mobile consumer behaviour refers to the behaviour and the tasks the users perform
on their mobile devices. It is estimated that in 2021, the number of unique mobile internet
users stood at 4.32 billion, indicating that over 90 percent of the global internet population

use a mobile device to go online (www.statista.com). This widespread adoption of

smartphones and tablets and this excessive use has brought vast changes to the field of
commerce and transactions. The emergence of a new form of commerce has appeared
giving the ability for one- or two-way exchange of value facilitated by a mobile consumer’s
electronic device. It is called M-Commerce. The global mobile marketing market size was
valued at USD 65.06 billion in 2019 and is expected to grow at a compound annual growth
rate (CAGR) of 22.9% from 2020 to 2027 (https://www.grandviewresearch.com/).

Travelers use mobile tools when they search for information about destinations,

travel products and services. Apart from that, they use it to share their traveling
experiences, feeling, and thoughts. Thus, a tourist's smartphone enables interactions
between the user and both the virtual and physical world, without any regard for the
current location of use. A tourist’'s smartphone not only plays an important role during the
trip itself, but also influences the whole touristic experience deeply. Specifically, it is easy
for them to plan activities on all three stages of a trip (pre-trip travel planning, en-route
activities, and after-trip activities). Mobile tools have given them the most convenient
solution along with flexibility during the trip. In a qualitative study by Wang, Xiang &
Fesenmaier (2014, p.18), some respondents characteristically mentioned that: “the
smartphone appears to be an effective and handy tool to search for information regarding
transportation, accommodation, dining, things to do during trips, travel ideas, deals both

before and during trips.”


https://www.statista.com/statistics/617136/digital-population-worldwide/
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8.4 Building a Mobile Marketing Strategy

When planning their mobile marketing strategy tourism and hospitality businesses
should consider the following steps (Dodson, 2016, p.355):
1. Opportunity
2. Optimize
3. Advertise
4. Analyse

These four steps are crucial for the mobile marketing strategy to take over the
desktop world and prevail on the Internet.

The first term “Opportunity” refers to the fact that marketers should exploit the vast
opportunities that mobile marketing offers. Smartphones allow to reach a wider audience
really fast. Another benefit is the personal interaction and connection with your customers
displaying engaging content. A further opportunity which is given, is immediate access
since we carry our smartphones everywhere with us. The fact that we check our phones
approximately 150 times a day (Dodson, 2016, p.356-357) which is pretty impressive,
gives businesses the opportunity to reach them instantly. Another opportunity is the wide
range of distribution channels a business can exploit. Apart from the opportunities, though,
a wise marketer should also take the challenges into consideration. People have the
power to express their opinion publicly on internet platforms and if it's negative then the
business’ image will be detrimentally affected. A negative electronic word of mouth
(eWoM) can have a huge impact on the business. The other big challenge lies in the
personalized side of mobile marketing. The engaging content and a more interactive
experience take a big effort to achieve. Last but least, privacy policy issues may arise
when it comes to this targeted and personalized side of mobile marketing.

The second step is the optimization of the content displayed on mobile platforms
and applications. This stage focuses on the development of mobile sites and applications.
It is essential to make sure about the optimization and adjustment of content and
appearance of the company’s website to a smaller screen, since users tend to search a
lot on their mobile phones. Context is a key element when it comes to mobile marketing

and when it comes to your mobile marketing strategy you should be careful. Determining

10
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and segmenting your audience as well as optimizing the content accordingly is really
important:
e Mobile users: People who are on the move and want to perform tasks fast.
e Tablet users: Tablet is a supplementary means they use, probably while
watching something else on TV or scrolling while on the couch.
e Desktop users: The screen is bigger and they probably use it to read.

Thus, adaptation to several screens is necessary. This is achieved by using the so-
called adaptive/ responsive mobile sites. The benefits of mobile sites are plenty since they
offer immediacy, compatibility and sustainability. They are easily found and upgraded,
having a longer life cycle and are really cost-efficient.

The third stage refers to advertising. Advertising is all about letting people know
about you. There are several ad formats that you can choose from, which are presented
in the module on mobile advertising more analytically.

The fourth stage refers to the analysis of your mobile marketing strategy. Mobile
phones track down every single detail and companies should take advantage of the
metrics provided. Using the appropriate metrics and measuring the efficiency and
effectiveness of the marketing campaign, it is possible to make new adjustments and
optimisation to the content targeting a specific audience. For instance, Google Analytics,
which is a great tool for metrics, has a separate tab for the mobile category. The insight
someone gets is incredibly useful and the more you apply it to your mobile strategy, the
more efficient adjustments and optimizations you will make.

The crucial questions to be answered when building a mobile marketing strategy are
mentioned below (Visser, Sikkenga & Berry, 2021, p.351):
v" What does the organization want to achieve?
v' What is the current and future situation in the market? What are the opportunities
and what are the threats?
v What are the possibilities and competencies of the organization in the technical,
financial and organizational fields? What are their strong points and what are their

weaknesses?

11
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v" What conclusions can be drawn from looking at these strengths and weaknesses
concerning the opportunities and threats? What should the organization do to
ensure lasting success in the future?

v" How can the organization best segment the market and what choices does the
organization make regarding target markets and positioning?

v' What does the organization need to change to achieve this? Broadly speaking,
what will the new marketing mix look like?

v" What needs to happen in technical, financial and organizational terms to achieve
this?

8.5 Mobile Marketing Communication Channels

Mobile marketing channels have been widely used in the last few years and
as a result, they are changing the way tourists experience a destination, consume travel-
related products, and share their travel experiences with others. Practitioners and
marketers respond by adjusting their strategies and plans to accommodate changing
consumer needs (Law, Chu Chan & Wand, 2018).

8.5.1 Mobile Optimized Website

Mobile optimized websites are already existing sites that make use of special
optimization technologies such as JavaScript to adjust the content for mobile devices. The

current trends in consumer behaviour show that users tend to search more on mobile

phones than on their desktops (www.statista.com). The content of your website must be
adjustable and fitting both on bigger screens and smaller ones.

The design of the website must be responsive which means that no matter how
big a screen is, the website will still appear the same and fill the screen and the content
clearly most common types of mobile websites are the following (Chaffey & Ellis-
Chadwick, 2016, p.418):

» Simple mobile site (different content).
» Screen-scrape (same content).

» Responsive design (same content, different mobile styling).

12
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» HTMLS site (same content, different mobile styling).
» Adaptive design (potentially different content, different styling on different

mobile devices)

Simple mobile site: This is the fastest method to create a mobile site on a domain

http:/m.company.com which has a different design, build, hosting and content. This is
particularly good for very small businesses in tourism looking for a simple site without too
many updates.

Screen- scrape: It is an option not frequently recommended due to the several long-term

disadvantages. Specifically, “the screen-scrape option incurs additional time and cost to
manage the site, as changes to the back-end content management system (CMS) will
need to be updated manually on the mobile site, rather than benefiting from automatic
updates. Furthermore, a review of ‘screen-scrape’ sites reveals an alarming degree of
standardization across the sites, which lack the differentiation brands demand across their
PC websites” (Chaffey & Ellis-Chadwick, 2016, p.418).

Responsive web design: Many organizations start to recognize the importance of being

updated and responsive web design is being widely adopted. Responsive web design
(RWD) offers an efficient and practicable solution to address the plethora of different
mobile devices with countless varying characteristics (scree-size, input, size, etc.) (Groth
& Haslwanter, 2016, p.203). “Responsive design is an increasingly popular approach to
building mobile sites since it enables a single version of the site and content to be
maintained which adapts for different resolutions” (Chaffey & Ellis-Chadwick, 2016,
p.418).

HTML5: Companies that are involved in retail, packaged goods, travel, financial services,
and publishing, are turning to HTML5 ‘web apps’ to build once and target all mobile
platforms at once. This is more cost-effective and less labour-intensive than building
different native apps for iOS, Android, Windows Phone and BlackBerry (Chaffey & Ellis-
Chadwick, 2016, p.418).

Adaptive design: This is a hybrid version that combines several clients- and server-based

logics to offer better performance and user experience without speed limitations. The main

13
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drawback is that development times and costs can be high. Thus, this version is suited

mainly for larger businesses.

8.5.2 Mobile Applications

Mobile Applications are extremely popular and can be utilized for the best, especially

if they are entertaining and informative. They are a great tool for mobile marketing. They

can have great benefits if built correctly offering the following benefits:

1.

They have utility value and they are designed to satisfy the customers’ needs
efficiently and fast.

Mobile applications can integrate with the functional system of any smartphone
and use features like the GPS, the camera and the speakers providing an
enhanced experience.

They are user-friendly offering introductory instructions to show the user how they
work.

Immediacy and interactivity can be achieved fast. Users, nowadays, can be
characterized as always on the go. Through an application, customers are reached
straight away and is allowed to check information and go on a purchase really fast.
Applications do not always need internet access to work, as gaming apps do.

6. Mobile applications seem to protect and secure the personal user’s information

way better than web applications or e-commerce channels.

The above-mentioned elements are real benefits but when it comes to developing

a mobile application for your business you need to take several things into account. The

mobile application development process consists of some steps that are of the utmost

importance:

» The first step has to do with the reason why you develop this application.
Why do you need this app? You definitely need to define the reason why
you develop the app so that you will engage your users. The reason should
be clear and the type of app be specific to serve specific needs.

» The second step is the development/ building of the application. You should

better hire a developer since they are experts in the field and they probably

14
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have similar experiences with such apps. Define how you want it to be like,
check out similar apps and brainstorm.

» Try to submit a draft (earlier) version of your application to meet the
requirements for your final launch.

> After the stage of development and launching you need to promote it. The
competition is undeniable and since there are other applications like yours,
you have to let people know you are there somehow. You can raise and
generate interest on social media or send emails to customers who have
expressed interest through your website and let them know.

» Constantly follow up on your activity. Get details of the activities going on
in your application through Google Mobile Analytics. These details may
include reports on how many people downloaded your app, how many
times they opened it, how much time the users spend on it, what actions
they perform etc.

» The last but really crucial step is to stay up-to-date. Every year, the
application should be updated anyway since Google and Apple update their
operating systems. The change in Google’s and Apple’s operating systems
is really important and plays a big role in the looks of your mobile
application. Developing and launching an application is an on-going

process that needs constant look up and upgrades.
8.5.3 Messaging and Chatbots

SMS (short message service) is another major channel and seems to be the most
effective for already existing customers (Chaffey, 2017, p.353). Due to GDPR (Global
Data Protection Regulation) the customers should first agree to be recipients of an SMS.

An important condition that must be met in each case is the structured form of the
message in order to attract both attention as well as consumer understanding. So, the
message should be simple, understandable, smart, fast, straightforward, and personal
and not exceed 160 characters.

The MMS (multimedia messaging services) has also appeared gradually in the
market, which, in contrast to SMS is enriched with audio and video, aiming for better

15
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results. However, one major disadvantage of MMS, is the fact that some devices do not
have this application.

There are some very important factors that need to be taken into consideration when
it comes to the efficiency of the SMS as a mobile marketing tool. These factors are listed
below.

v The characteristics of the customers: Advertising companies should attract
consumers whose characteristics are related to the characteristics of the target
audience. In particular, -messages should be based on gender, age, educational
level, socioeconomic status, etc.

v' Cost of messaging from the customers to the company advertised: Customers may
not want the bear the costs if they wish to answer back.

v' Customers’ needs and advertised product: The advertised product should be
related to the needs of the customers.

v' The product advertised: The characteristics and the cost of the product need to be
clear and concise.

v Financial motive: The lower the cost of the product the more demand it will get.

In conclusion, there are plenty of benefits concerning the use of SMS such as:

e The low cost

e High efficiency

e Wide range

e Bulk messaging

e Reliability

e [Easy implementation

e Direct delivery

Text bots or chat bots are computer programs that make conversations via text or
auditory methods. They are considered particularly accurate to define voice and text
requests and they respond in a human-like manner, using Al (artificial intelligence). They
are claimed to be useful for business too, since they collect feedback from customers,
they respond to questions and requests immediately and engage customers with

upcoming events and news about the business.
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Text bot is a tool that businesses use to send automated text messages. The text-

based systems offer important benefits and can be exploited by businesses due to the

following reasons:

1.

Along with chatbots, text messaging tools provide immediacy and responsiveness

to users.

2. They are cost-effective and affordable

3. Text messaging systems do not require the user to download an application

Text messaging systems and chatbots use interfaces that people make daily use
of.

Text messages become more and more widely used for mobile marketing campaigns,

especially when it comes to an upcoming event and promotional content of the business.

In general, text applications can be of great use in the tourism industry. Tour operators,

travel agencies, airlines, car rental companies or hotel groups, great restaurants, bed and

breakfasts and rental companies of all kinds use text messaging systems to achieve a

number of actions. Characteristically, messaging is a great tool to use in the following

occasions (Eagan, 2022):

Sending the travel itineraries to the smartphone, mainly by MMS.

Confirmation of purchases and reservations (hotel reservations, airline
reservations, etc.).

Schedule change announcement.

Announcement of a flight delay, bus departure delay.

Announcement of flight cancellation, cancellation of a special offer, cancellation of
a trip.

Use of SMS as an electronic ticket.

Announcement of lost luggage, hotel room ready, change of circuit.

Broadcasting of the promotions not to be missed.

Broadcasting of weather warnings and potential problems or unforeseen events
such as traffic jams, road accidents on the planned route.

Sending welcome, thank you and best wishes messages to customers.
Broadcasting offers last minute or limited time.

Customer reminders.
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e Tips on how to prepare for a trip, what not to do when visiting a foreign territory.
8.5.4 QR Codes and Mobile Coupons

Quick Response codes (QR) codes is another upcoming trend in mobile marketing
channels. QR is a two-dimensional barcode used for adding web links to a printed page.
Through QR codes the user accesses a website straight away. “Quick Response codes
are codes used to track and price several goods and they can hold and share data. They
work in a similar way as barcodes and have become a really useful tool for mobile
marketing. These codes allow smartphone users to access sites instantly offering an
enhanced mobile experience” (Chaffey, 2017, p.353). QR codes contain data used to
point towards your hotel website or any other form of information you want to provide to
your hotel guests. QR Codes have taken the hospitality industry by storm — most rapidly
during the Covid-19 crisis — and can be seen used anywhere from restaurants menus to
playing a role in sharing information about health and safety measures. (eHotelier, 2021)

Here are some ways that QR codes can be used for a marketing campaign:

e Drive customers to the business website and offer them speed to access
your site.

e Use QR codes in business conferences so potential new partners can scan
the code and find out more about the goods and services you offer.

e Use QR codes to send emails and get reports for your business’ email
performance rates. Use QR codes and direct your customers to download
your application.

e QR codes can be used as a supplementary tool for the SMS marketing
channel. Right after a QR code is scanned, the customer receives an SMS.
This SMS can be about several offers or sales and discounts, product
upgrades or user support.

e Use QR codes to offer discounts and promotional messages for your
company. Send the receipt or the menu, in the case you are a restaurant

owner directly to your customers.
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Overall, QR codes save a lot of time and energy for both the customer and the
business. Basic settings like location, time zone and frequency must be set and the
metrics should be taken into consideration in order to manage better marketing results.
Nowadays, it would be difficult to imagine a restaurant or hotel visit without seeing a QR
code on display. “Anywhere you will see this recognizable signage being used for
informative reasons or marketing purposes. Providing a quick and easy method to access
information, QR codes offer great opportunities for hotels to drive revenue, record guest
preferences, and improve guest experience by providing useful information to guests
throughout the property” (eHotelier, 2021).

As for the mobile coupons these are coupons which consumers receive
electronically via their mobile devices. ‘A mobile coupon is an electronic ticket solicited
and/or delivered by mobile phone that can be exchanged for a financial discount or rebate
when purchasing a product or service’ (Mobile Marketing association, 2007, p.1). They
have become one of the fastest growing promotion methods for retailers, hoteliers and

business managers in tourism.
8.5.7 Augmented Reality

The term augmented reality “blends real-world digital data capture, typically with a
digital camera in a webcam or mobile phone, to create a browser-based digital
representation or experience mimicking that of the real world” (Chaffey, 2017, p.659). In
other words, “the term describes the visual alignment of virtual content with a real-world
context” (Scholz, 2018, p.12). By augmented reality, virtual images are created by
computers and these images could be superimposed onto physical objects in real time.

It can be used for mobile marketing in order to increase and boost engagement
and give the customer an enhanced unique experience before actual purchase of a
product. In order to use it you must determine your target audience and think if augmented
reality features fit it. Augmented Reality works by tracking faces at a time and then creating
augmented reality experiences for the user.

ARKit is an augmented reality development platform created by Apple, which
displays content in front or behind the user. In order to create augmented reality features
there is the tool of Reality Composer or AR Quick Look. ARCore is developed by Google
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and enables the detection of the features of environment, such as light estimation and
motion tracking.

Through ARKIit and ARCore augmented reality features have become more
accessible for marketers to use in their marketing strategies offering the users a more
satisfying and enhanced experience.

The increased awareness and use of these technologies, have changed travel
behaviour by revolutionizing the way in which tourists search for information, make
decisions purchase tourism products and services, find and explore reviews and so on
(Cranmer, Tom Dieck & Fountoulaki, 2020). Adopting AR in the tourism context can
enhance travellers’ experiences, improve their attitude, and increase their positive
behavioural intention. Augmented reality empowers tourists to explore unfamiliar
surroundings, and offers them interesting and valuable information to enhance their
experience. Also, by integrating 3D information in the real environment, users are able to
interact with the device through hand gestures, gaze and voice commands. Thus, more
memorable, engaging and authentic images are generated to the visitor.

A great example is Marriott Hotels, which launched an AR app to help guests
explore the Caribbean, Mexico Resorts (www.hospitalitytech.com). The Portal to

Paradise app, gives potential travellers the chance to explore and uncover a new
destination from the palm of their hand. To find out more, watch the video below:
https://www.youtube.com/watch?v=KeedM5QKMtE

8.5.8 Location-based and Proximity Mobile Marketing

Location-based mobile marketing helps the businesses communicate with users of
mobile phones within a specific location. Smartphone users, who have their location
services turned on, can get content, alerts, and push notifications from a business through
location-based mobile marketing within a predefined location
(https:/www.webfx.com/digital-marketing/learn/location-marketing/). In location-based
marketing, a message is sent to the mobile devise when a user enters or exits a predefined
geolocation or geo-fenced location. It is a cost-efficient mobile marketing channel and
uses the location of a device to show targeted content. The term ‘Geolocation’ or
'Geofencing’ is really important in the field of mobile marketing. It refers to the ability to
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track down the location of your customers, what they are searching for and what they do
on your applications (Dodson, 2016, p.392). Location-based mobile marketing uses
mobile apps, wireless technology and built-in global positioning system (GPS) in mobile
devices to show exactly where the device is located. Geolocation data can range from
relatively broad to pretty specific.

Proximity marketing is a granular type of location based marketing where more
specific location of the mobile device users is determined and timely, relevant and
personal communication IS possible with users
(https://blog.beaconstac.com/2017/06/location-based-marketing-vs-proximity-
marketing/). Proximity marketing is based on beacons, near field communication and Wi-
Fi technologies. A beacon is a small device that receives location information via
Bluetooth-enabled smartphones. Bluetooth beacons are Bluetooth radio transmitters
which are powered by batteries. They are considered hardware devices which instantly
transmit Bluetooth signals. It can be utilized by several types of businesses such as hotels,
store-front stores, restaurants, event venues and so on in order to display relevant
advertising content. Bluetooth advertisements can have different formats, such as text,
pictures, audio, video and even games. However, there are plenty of limitations with the
major one being that the customer should be in close proximity and have their Bluetooth
mode on. The beacons are displayed in the shop, maybe in the entrance. Their ranges
vary from 20 to 300 meters and signals are transmitted to the devices of the customers.
Then the smartphone device sends an ID number, which is attached to the Bluetooth
signal, to the cloud server of the phone. The server responds and a notification from the
shop is displayed. Via this notification the user can visit the website or get in touch with
the shop.

Apple has created Bluetooth Low Energy beacons. The so-called iBeacons are
BLE, relying on wireless technology and providing information and services to iPhones
and other devices with iOS operating system. Apps which are installed on the users’
iPhone accept the signal transmitted by these beacons and respond accordingly when the
phone comes into the range of the beacon.

The Facebook beacon is a small device which can be placed in the shop or office

of your business enabling people to get more information about the goods and services
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of the business when customers use Facebook when they walk in. Business reviews,
news, events, offers and discounts and other promotional content of the business can be
displayed.

Eddystone is a beacon format designed by Google. It functions for both Android
and iOS operating systems. It is open and the four types of data this beacon can display
are the following:

*Eddystone-URL for broadcasting URL addresses: When the device approaches,
the user gets a notification with a link of the business

*Eddystone-UID for broadcasting beacons IDs: This type contains an identifier of
the beacon. It uses Namespace and Instance. The application on the device uses this ID
to complete an action

*Eddystone-TLM for beacon telemetry information. For example, battery voltage.

*Eddystone-EID for security: Eddystone EID is the secure variant of Eddystone
UID. It's a way of making sure that only your own app will be able to recognize the beacon
and serve content based on its distinct Namespace and Instance

Foursquare is a social media site that can improve the online presence of a
company. It can be considered as a heavily trafficked and expanding network with its
users rising sharply. It works like that:

*The Foursquare users “check in”.

*The users then have the ability to rate the local businesses they visited and the
share their opinion and rating with other friends online.

The benefits of location-based and proximity mobile marketing are the following
(Mobile Ecosystem Forum, 2019):

1. Geolocation tracking and geo-targeting is an easy task. It is cost-effective and
efficient tool.

2. The application engagement is boosted and your advertising campaign becomes
more efficient.

3. The company increases the click-through-rate of the company.

4. Brand loyalty and customer’s experience is enhanced.
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5. By adopting proximity marketing, you increase revenue and become more
competitive. Target your audience carefully and create an interactive environment
for them.

6. Immediate conversions are increased. Proximity marketing helps you achieve your
goals on conversions. Enticing offers and discounts at the right time to the right
audience you can increase engagement and drive more sales.

Proximity marketing gives the user a more personalized experience.

8. You do not need to develop an application.

Retargeting in proximity marketing is achieved.

As in any marketing campaign, the business should not forget the three
fundamentals which are:

» Segment and target your audience.

» Create engaging content that catches the attention of the user.

» Evaluate and consider the metrics.

The first step to utilize the GPS in your mobile marketing strategy is to register your
shop’s address with search engines and websites which own location-based business
lists. A brief and accurate description of your company, goods and services must be
included in order for the customers to see what you offer immediately. Depending on the
engine you use you can also target your market and show specific offers and discounts to
users who are near your business.

Another important tool based on location is Google Business Profile. It is a free tool
that can be utilized by SMEs to manage their mobile presence on Google. Naturally, it
does not replace your company’s website but it completes it by increasing and improving
its online image and brand’s identity. The information about your business will appear in
Google Search and Google Maps too. The steps to create a Google Business Profile
listing include the following:

1) Input the official name of your business and define your business category.

Defining your business category is really important since this is the category the

users will search for. Make sure that the most relevant category is chosen.
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Define the location your business can be accessed.
Insert contact information for your business, such as your phone number and the
URL code of your website.
Set your exact address.
Clarify if you offer services outside the exact place of your business and if so, add
the information asked.
Click Finish.
Verify your Google Business Profile listing. Google will not display your company

unless you verify it.

When it comes to Google Business Profile there are some really helpful tips which can

be followed:

The data for your listing must be entered accurately. Keep in mind that the more
accurate your information, the easier you will be reached.

Include important and relevant keywords and search phrases for your business.
The business hours you add on the information should be kept accurately and if
something comes up, remember to update them.

Add photos to make it more engaging and attractive.

Manage and respond as quickly as possible to your customers reviews and
requests.

Enable customers to message you and contact you. You can customize your own
automated responses for several and different cases. This way your

responsiveness and reactiveness are increased and customers feel more satisfied.

Google Business Profile can be proven really helpful especially for SMEs since it offers

great immediacy to reach and targeted audience.

Foursquare offers a business the opportunity to earn brand recognition and

generate familiarity within its viewers. The more “check-ins” your business get the more

interest you generate and cultivate the ground for more customers. You should be careful

you offer high quality of goods and services since a negative eWoM can have serious

impact on your business. One of the greatest tools that Foursquare offers is the one of
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“specials” and “deals”. This way, the marketer can offer deals and discount coupons to
those who check in.

Yelp has become a very powerful tool for mobile location-based marketing
strategies. It is strongly connected with Social-Local Mobile strategies (SoLoMo) and
users utilize the Yelp application to purchase locally. Yelp is a great place for small and
medium businesses and enterprises since local mobile strategies thrive on it. On-the-go
bookings and appointments, instant bookings, local search, public reviews are some of
the great features that Yelp displays. Customers’ engagement is encouraged and brand
awareness and loyalty are built. It must be said that Yelp seems to compete with Google’s

local services and Foursquare, since they offer similar benefits.
8.5.9 Social Network Advertising

Mobile social media marketing is an essential part of mobile marketing and of the
biggest forces in the field right now. More and more people start using social media
platforms such as Facebook, Instagram, Twitter and LinkedIn. Social Network advertising
is mostly related to content promotion. “Exactly because of this increase in using social
media worldwide, it is no longer enough for organizations to rely on free organic
engagement methods on social media. Organic content published by organizations on
social media competes with ever-increasing numbers of contributions from other
organizations and other users” (Heinze, Fletcher, Rashid & Cruz, 2021, p.269). This is a
new form of advertising used to describe a way of online advertising content based and
focused on social networking sites. Advertising on networking sites offers great
advantages to businesses which adopt this marketing tool, which include the following
(Gope, 2012):
¢ Increased awareness of the organization.

e Increased traffic to website.

e Greater favourable perceptions of the brand.

¢ Able to monitor conversations about the organization.
e Able to develop targeted marketing activities.

¢ Better understanding of customers perceptions of their brand.
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e Improved insights about their target markets.
e Identification of positive and negative comments.
e Increase in new business.
e Identification of new product or service opportunities.
¢ Ability to measure the frequency of the discussion about the brand.
e Early warning of potential product or service issues.

Tips on social network-based advertising and content optimization for a mobile

marketing campaign can be seen on https://www.blog.udonis.co/mobile-

marketing/mobile-marketing-and-social-media.

8.5.10 Mobile Gaming

Another medium in mobile marketing is mobile gaming advertising. It has been
scarcely studied, but the value of mobile gaming in mobile marketing seems really
increased in the last years. The definition of mobile game advertising is a game application
used by a company for advertising purposes in a mobile handset of a customer. The
customer downloads mobile games for free, but allows the service provider to download
advertisements to the game or show adverts while downloading the game or during the
gaming session itself, depending on the game and context.

There are four types of mobile games (Salo, 2009):
e Mobile advertising games.
e Mobile games sponsorship.
e Mobile in-game advertising.

e Mobile games.

A plain mobile game contains no ads or unintentional promotional content. Mobile
advertising games are deliberately designed as advertisements with promotional content.
In-game advertising refers to placing advertisements of brands in mobile games. In-
gaming, advertising should have engaging and dynamic content. They are the most

important type raising the brand’s engagement and involvement.
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As far as the field of tourism is concerned the area of utilizing mobile games is
emerging. A great example is the Dublin Augmented Reality Project in Ireland. “With this
innovative project, Dublin aimed to be the first European city to implement an AR
infrastructure, not only benefiting tourists but also its citizens and other stakeholders.”
“The application of augmented reality was applied via tourist trails in several parts of the
destination chosen. Through the gaming platform, the tourists were able to read
information of the place and even hear stories from the past. This gave the tourists an

incredible and amusing experience, giving them more emotions” (Feifei Xu, 2015, p.2).
8.5.11 Near Field Communication and Mobile Payments

New technologies and digitalization of life are shaping the ways of doing business
as well as the behaviours of consumers (Aydin & Burnaz, 2016). As mobile phones keep
developing more and more so do the marketing strategies. Mobile payments have become
very common throughout the world and their adoption by the marketers is an essential
tool for their marketing strategies. The term mobile payment/ mobile transfer/ mobile wallet
refers to payment services operated under financial regulation and performed from or via
a mobile device.

In a technical sense, near field communication (NFC) is a short-range wireless
communication technology which is evolved from Radio Frequency Identification (RFID).
NFC enables convenient short-range communication between electronic devices
(Pesonen & Horster, 2012, p.5). ‘NFC mobile payments are contactless digital payment
options that allow phones, tablets, or credit cards to communicate with NFC-enabled
readers. NFC technology allows businesses to accept customer payments quickly and
conveniently without requiring employees to handle or cards’ (Treece, 2022, p.1). NFC
has been predicted to be one of the major pioneering technologies and it can potentially
have a huge impact on tourism businesses. NFC offers tourism many useful applications,
deserving greater attention from tourism researchers and professionals. It is a fact that
potential travellers are using mobile devices before the trip, during the trip and after the
trip. Apart from mobile payments, more and more ways to use mobile devices in travel

and tourism are developed continuously, making the topic very important from a tourism
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management perspective. Some of the advantages of NFC are summarised below (OK,
Coskun, Audin & Ozdenizci, 2010):
1) Mobile devices can be used both for information storage and as an NFC reader.
2) This technology is compatible with existing RFID structures, tags and
contactless cards.
3) Extremely user friendly as the users are not required to have any insight on
technology.
4) Inherent security is provided due to the short transmission range.

Near field communication mobile payments can be considered as a big opportunity
for marketers and the reason lies in the fact that customers are able to make their
purchases quickly and easily. It is a really inexpensive means for the business to reach a
wide base of audience and create a strong and trustworthy relationship. The biggest
concern that surrounds the adoption their holistic adoption is the fact that they are
considered still a little bit insecure. This consideration, which may be wrong, creates a big

barrier in their adoption since many customers are still reluctant to use their mobile wallet.
8.6 Mobile Search Optimization

Mobile search engine optimization (SEO) connects the search engine optimization
of websites with the flawless viewing on mobile devices’ screens. More and more people
tend to prefer their mobile phones to search for good and services. Thus, mobile search
optimization should be taken seriously from marketers. SEO can be a huge competitive
tool in many business sectors where potential customers are looking for brands, products
and solutions. To gain more visibility you need to rank highly in the organic search results
pages (SERPs) for the search terms the users are looking for (Chaffey, 2017).

According to Google, the mobile websites typically function through three
configurations: Responsive Web Design, Dynamic Serving and Separate URLs. When
responsive web designed is used, the mobile device will have the same HTML code and
content for the very same URL regadless of the device chosen. There are many benefits

using Responsive Web Design since sharing content from the same URL becomes easy.
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Google will be able to easily index the single URL for higher seach engine listings and it
will be more convinient to keep multiple pages with the same content.

Dynamic Servings are created to get the server respond with different HTML and
CSS code on the same URL depending on the device of the user. In order to do this, the
web designer needs to use the Vary HTTP header so as to signal changes on the page
requests of the user-agent. The appropriate and valid headers will tell the browser how to
adjust and display the content.

When it comes to Separate URLS, the name speaks on its own. Separate URLs
configuration suggest having separate URLs for your website in order to display the
content succesfully on the several mobile devices. Each URL has a different HTML code
for every single screen size.

Mobile SEO differs from the typical SEO on desktops. The goals maybe similar and
comparable but the way to reach audiences differs. Through desktop SEO, businesses
mainly focus on the genral public while on mobile SEO the focus on users who are closer
in proximity. The users’ experience in mobile SEO is more personalized and targeted while
it is more generalized on the deskop. The main difference in mobile and desktop seach
engine optimization lies on the fact that the results people get after their serach are
deifferent. Even in mobile SEO, the results may be different depending on the use of tablet
or mobile phone. Mobile results can vary depending on the device of the user and their
location, which plays a significant role. Good positioning and rakning on desktop does not
always mean the same for the results on mobile devices. Thus, it is essential to keep an
eye on the analytics and reports on your mobile campaigns since mobile and desktop are
two separate things.

The key elements for a successful mobile search optimization include the following
(Diamond, 2019, p.599).

e Concentrate on the users’ experience. The mobile site and content must be user-
friendly and enjoyable at the same time.

e Make important features clickable, such as the main menu and the phone number
of the company.

e Go for local SEO and focus on local audiences.
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e Optimize your mobile content and make it easiers for users to write and read in

small screens.

e Meta descriptions and titles should be briefer and more accurate. If they are too

long like on the desktop, they won’t appear properly.

e Use voice search.

Mobile search optimization has become an important past of SEO due to the sharp
rise of mobile device usage. Mobile SEO gives the right content to the right person at the
right time and mobile traffic has skyrocketed. The countless advantages of mobile
devices, such as smartphones and tablets are undeliable and need to be take into

consideration when it comes to building a marketing strategy.
8.7 Mobile Advertising

Global brands and millions of businesses use a new type of advertising in their
media mix, mobile advertising which ends up dominating the advertising industry. With
mobile advertising everything is trackable and measurable. The benefits it offers are
obvious and more and more SMEs start adopting it for their advertising campaigns. The
mobile advertising tool can help a company achieve main business goals, such as driving
more sales and generating interest and awareness. Secondly, mobile advertising gives
the people the opportunity to find out more information about a product and thus
recognition is gained. Furthermore, another obvious advantage it helps the business
engage more and more people and target to wider audiences. The interaction with
customers has proven incredibly vital for businesses since it increases the popularity of
the brand. In general, crucial marketing goals can be achieved pretty fast since people
have the tendency to use the mobile devices anytime anywhere.

The mobile advertisement should attract the user’s attention and generate interest.
Features like engaging messages, compelling design or even the inclusion of a
competition may catch the eye of the user and make users click on the ad. The most
common mobile ad formats are the Expandable Mobile Banner Ads and the Interactive

Mobile Video Advertisements.
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e Expandable Mobile Banner Ad: This is an ad format that when it is clicked it

expands and takes over the whole space of the user’s phone.

e Interactive Mobile Video Ad: This ad format offers the opportunity to display a video.

This mobile video banner when it is clicked the video of the ad plays right away

using the speakers of the device. This definitely catches the attention of the viewer

and offers a more interactive experience.

Whichever ad format a business uses, though, the content of the ad should be

compelling and engaging to drive the viewer complete an action. For instance, if there is

a hotel that uses a mobile expandable banner then the viewer should have the ability to

reserve a room. Thus, after the ad is clicked on, some functional buttons are needed in

order to give your viewers the capability to move on actions.

The places where your mobile ad can appear vary. The most common ways to advertise

your product or service on mobile devices are the following (Dodson, 2016, p.386- 389):

1)

2)

3)

4)

5)

6)

Mobile search: According to Google statistics, in 10 countries (including the
USA and Japan) the daily searches from mobiles are more than the ones
on desktops.

In-App ads: When you download an application, these ads are included.
This is also one of the most common ways that application developers
monetize their free apps. The advertiser has the ability to target their
audience even more since they can decide in which application, they wish
their ad to be in.

Mobile sites: Create an engaging content to avoid the chance that users
may ignore it.

Branded applications: An informative and entertaining application of the
company’s brand which provides information and functional buttons for the
customers.

Mobile social networks: Decide the right network to advertise according to
your budget.

WIFI: Use your free WIFI to get your customers sign up. This way customers

will be engaged and informed about offers and discounts and upcoming
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events etc. It can be considered as one of the most cost-efficient mobile
advertising strategies.

There are some key elements for a successful mobile advertising strategy. First of
all, you need to carefully consider the place/destination of your campaign. The main
question to answer is “where will you drive people?” You can either drive your customers
to your website or urge them to download your application. Secondly, think about using
expandable ads that allow the viewers to call you, watch an engaging video or ask them
to follow you the social media. Another helpful element is the A/B test for your ads. Try
different ad forms and test which one works better for you. Last but least, a company
should always retarget. Retargeting has been excessively used in desktop advertising but
it is getting more and more popular on mobiles too. Interact with your old customers that
have expressed an interest to your services and products and gives them the opportunity
to get back to you.

8.8 Wearable Technology and Mobile Marketing

Wearable technologies (WTs) that come into our lives together with technological
developments, internet, and intense competitive environment, play an important role in
the digital transformation of the tourism sector (Cobanoglu, Dogan, Berezina & Galen
Collins, 2021). Wearable technology includes gadgets that we usually wear in our daily
lives such as smartwatches, heating jackets, heart-rate wrist bands, body cameras or
rucksacks with built-in WiFi hotspots. Tech companies and manufacturers work hard to
meet the demands of tourists for travel experiences.

The usage of wearable technology revolutionizes tourist behaviour and the tourism
industry itself by giving added value for both suppliers and consumers. A lot of tourist
agents are now utilizing virtual reality technology, for example, to give their customers an
immersive view of their destination, hotel accommodation or overall tour perks.
Augmented reality embodied on wearable devices, enables people to visit cities, tourist
attractions and hotel resorts virtually without having to go there. Virtual experiences make
the travel experience more appealing and engaging and create more authentic pictures.

Also, some airlines have developed applications that support wearable technology
like for example smart watches. These applications enable easy boarding with
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smartwatches or smartphones instead of holding actual boarding passes. This way,
boarding and check-in processes are sped up. The next time someone travels through
Heathrow Airport, they can expect to see new Apple Watch-friendly, barcode scanners,
called “Scan and Go”, in Terminals 3 and 5, as British Airways announced. Smartwatches
enable tourists to receive push up notifications about their flights or their hotel, to confirm
their booking or even pay their check-out bill.

Furthermore, body cameras enable tourists to capture the perfect time lapse with
their body cameras. Take people who do winter sports, for example, and they love to film
their adventurous moments. Skiers just have to fix them on their skiing suits and voila so
filming adventurous skiing memories and breath-taking time-lapses on high mountains
becomes a child’s play! In other words, the above mentioned examples enhance
travellers’ experience, make it smarter and more secure. The introduction of wearable
technology generates revenue and it seems that it is here to stay.

For the latest wearable technology, you can watch the following video:

https://www.youtube.com/watch?v=78DtfU Xydv4

8.9 Mobile Code of Conduct

The Mobile Association is responsible to lead the growth of mobile marketing and
its associated technologies, establishing clear guidelines and practices for the sustainable
growth of mobile channels. It clearly stated that full potential of mobile marketing will be
achieved only by setting strong guidelines about mobile data and privacy issues. The
“Code of Conduct” is a code developed by the Mobile Association and serves the purpose
to protect and secure the privacy standards. This code clearly describes the privacy
principles for mobile marketers who advertise their goods and services, making use of the
users’ information (Mobile Marketing Association, 2008).

¢ Notice: Notice is the first topic developed in the code. The users should be provided
with an earlier notice about the marketing program. The information about it must
be sufficient and the marketer’s identity and services must be clear to the user.

¢ Choice and Consent: The marketers should respect the right of the user to control

what messages they receive on their mobile phones. They must ask the users if
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they wish to receive messages. This permission by the user is achieved through
website registration, SMS, voice response or other legitimate methods. The
consent is given for a specific marketing program and purpose. Thus, the marketer,
should use this consent only for the very program they conduct.

e Customization: One of the key elements for a successful mobile marketing program
is the customized content. Mobile marketers should make sure that the strategy
they follow reflects broad customer expectations in any market worldwide. They
continuously collect information to target their audience but it must be ensured that
the information collected is handled correctly and sensitively in compliance with the
national legislation framework.

e Constraint: Constraint is achieved when marketers target and limit mobile
messages.

e Security: Appropriate technical, administrative and physical procedures for the

better data protection of users must be implemented.
8.10 Measuring and Analysing Mobile Marketing Performance

One of digital marketing’s greatest charms is that the process is measurable from
beginning to end. However, in order to properly monitor and fine-tune the digital marketing
activities, organizations must determine in advance what the key performance indicators
(KPIs) are. These are the indicators that they use to assess whether their digital marketing
activities are successful. When implementing a mobile marketing strategy, the marketers
should know if their efforts are working. It is a fundamental tool in order to move on with
their campaigns and make adjustments to make the best out of their marketing strategy.
It is undeniable that more and more businesses started developing applications to
advertise and promote the goods and services they offer. Through applications the
behaviour and actions of the users are trackable. The use of key performance indicators
provides the marketers with metrics and insight about the data collected from the user and
as a result the marketing strategy’s performance is indicated, measured and analysed.
Below are the some of the most used KPIs for mobile apps and websites.
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Conversion rate indicator is used in order to show metrics on the number of sales
that have been made on the mobile website of the business.
Retention rate indicator lets the marketer know the percentage of customers they
retain. This is a very helpful tool to see the number of customer losses.
Daily active users (DAU) refer to each individual who uses the application of the
business.
Monthly active users (MAU) is another metric to show the business the number of
users in a period of 30 days.
Daily sessions per daily active users shows how many times the users go on the
application and use it. It is very common for users to download applications but
they rarely use them. This application activation rate shows how often your
application is used.
Return rate shows the rate the users come back to use the application.
Cost per acquisition (CPA) is a marketing metric the measures the cost to acquire
one paying customers on a marketing channel. It is a really important measurement
for a successful marketing strategy since it directly measures the revenue impact
of the mobile marketing campaign.
Lifetime value (LTV) or customer lifetime value (CLV) is another significant metric
to measure and analyse mobile marketing performances. It calculates the total
predictable repeat purchase rate over the lifetime they spend being engaged with
your brand. In the case the customer buys only once, then the “Return On an Ad
Spend” rate (ROAS) does not increase.
Traffic by source refers to the measurement of your prospects and where they
come from.
Traffic by device indicates types of devices used by visitors the mobile app or
website.
Mobile website positioning indicates the rank and position in the results displayed
on google. The desktop pages results differ from the ones on mobiles so a constant
and careful monitoring of both is vital
Subscription rate refers to the number of people who have subscribed to the

newsletter of your business through your mobile website.
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Overall, KPIs both in mobile and digital marketing are essential to monitor the
performance of a marketing strategy. These indicators are vital to define if the company
is approaching its goals and the appropriate tools and channels are utilized. Measurement
and analysis of performance gives marketers the opportunity to redefine their goals, target
their audience in a better way, optimize their mobile website content and eventually raise

their brand awareness, sales and loyalty.
8.11 Conclusion

The rapid growth of mobile users has immensely affected the marketing strategies
of SMTEs. Marketers have to deal with several channels such as their mobile website,
SMS, social media, application development and ads displayed on their apps and
networks. Augmented reality features and mobile games in the sector of tourism offer
entertainment and engage the consumers, visitors and tourists more and more. The
engaging and personalized advertising contents in combination with features and
applications that segment the audience are key elements for a successful marketing
strategy. The interactivity is another key word when it comes to mobile advertising and it
needs to be seriously taken into consideration by the marketers.

All of the above-mentioned mobile channels mentioned “are changing the way
tourists experience a destination, consume travel-related products, and share their travel
experiences with others. Practitioners and marketers respond by adjusting their strategies
and plans to accommodate changing consumer needs” (Law, Chu Chan & Wand, 2018).

Mobile phones keep on tracking users’ activities and collect huge amounts of
personal data. The challenge for businesses lies on the appropriate and sensitive use of
this information. A possible misuse of users’ data may result in ruining brand image, sales,
and brand loyalty. The code of conduct needs to be applied in any case the marketers
wish to make use of personal information to reach an audience. Careful monitoring of the
marketing campaign as well as KPIs implementation are vital for the success of a

marketing strategy and SMETs should keep a constant eye on it.
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Supplementary Resources

e “The Mobile Marketing Trends You Need to Know About in 2020” see link below:
https://www.youtube.com/watch?v=Z2gmlggOZL-Y

e “Mobile Commerce” see link below:

https://www.youtube.com/watch?v=Fdt5rRgimao

e “SMS In Mobile Marketing — Tutorial” See link below:
https://www.youtube.com/watch?v=7fG8hFFOObM

e “Mobile Marketing Association: Code of Conduct” open link below:

https://www.mmaglobal.com/files/codeofconduct.pdf

e Marketing Efforts Related to Social Media Channels and Mobile Application
Usage in Tourism: Case Study in Istanbul:

https://www.researchgate.net/profile/Mehmet Gulbahar3/publication/282556751

Marketing Efforts Related to Social Media Channels and Mobile Application
Usage in Tourism Case Study in Istanbul/links/5¢c2f5a8692851c22a3595515/
Marketing-Efforts-Related-to-Social-Media-Channels-and-Mobile-Application-

Usage-in-Tourism-Case-Study-in-Istanbul.pdf

e “Mobile Marketing Measurement | Mobile Marketing Tutorial | Simplilearn” see link
below: https://www.youtube.com/watch?v=zk7B_ABUEpQ
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Assessment Questions

1) Which of the following is not an advantage of mobile marketing
a. You reach a wide audience
b. You get measurable results
c. Itis easy to choose the right application

d. You drive local traffic

2) Which of the following is not a step for planning a mobile marketing strategy
a. Optimization
b. Advertising
c. Analysis
d. Security

3) Geolocation or Geofencing uses to show exactly where the device is

located.

a. Proximity marketing b) Global Positioning Satellite ¢) HTML5 d) QR
Codes

4) The metric that refers to the number of visitors to a website that complete a

desired goal out of the total number of visitors is called

a. DAU (Daily Active Users) b) MAU (Monthly Active Users) c) Conversion Rate
d) CPA (Cost Per Acquisition) e) CLV (Customer Lifetime Value)

5) Mobile applications can’t integrate with all functional systems of any smartphone.
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a) True b) False

6) Quick Response Codes (QR Codes) can be used as a supplementary tool for the

SMS marketing channel.

a) True b) False

7) Put the following steps of the mobile marketing strategy in order.
A) Advertise

B) Optimise

C) Opportunity

D) Analyse

a) CDBA b) CBAD c) ACDB d)BCDA

8) Put the principle of the Code of Conduct in order
A) Choice and Consent

B) Customization

C) Constraint

D) Security

E) Notice

a) EABCD b)DCABE ¢)AEBCD d) EBADC

9) Please match the concepts on the left with the correct definitions on the right.
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1.Mobile Optimized Website

a. A two-dimensional barcode used for

adding web links to a printed page.

2.Near Field Communication (NFC)

b. Existing websites that make use of
special optimization technologies to

adjust the content for mobile devices

3.Quick Response (QR) Codes

c. A communication technology that
enables convenient short-range
communication between electronic

devices

4. Augmented Reality

d. Visual alignment of virtual content

with a real-world context

a) 1b, 2c, 3a, 4d

b) 1d, 2a, 3b, 4c

c) 1d, 2c, 3a, 4b d) 1c, 2d, 3a, 4b

10) Please match the concepts with the correct definitions.

Chatbots

a. Radio transmitters which instantly

transmit Bluetooth signals

Mobile marketing

b. The process of marketing to
consumers using smartphones and
tablets

Beacons

c. Computer programs that conduct
online conversations with users via

text or voice

Proximity marketing

d. A specific type of location based
marketing where more specific location
of the mobile device users is
determined and marketing messages

are sent
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a) 1c, 2a., 3b, 4d b) 1d, 2c, 3a, 4b c) 1c, 2b, 3a,4d d) 1a, 2c, 3d, 4b
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