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Abstract 5 

Lately, mobile marketing has emerged as one of the compelling channels of interactive 6 

communication between company and consumer. The message through such medium varyingly 7 

influences the buying intention. In this backdrop, the purpose of the research is to study the 8 

consumer’s buying intention based on independent variables, such as information. The method is 9 

exploratory in nature using interview questionnaire for a sample size of fifty from Dubai. The key 10 

finding suggests that most of the mobile marketing positively influences buying intention in terms 11 

of convenience, brand image, and information sufficiency, while noise and payment security are 12 

taken as inhibiting elements. The study is limited to research type, small sample, thus risking 13 

generalization and higher reliability. The significance of the research lies in methodology, 14 

diligent reviews, rich information, and valuable response, being highly useful for practitioners, 15 

academia, students, and others. 16 
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 18 

Introduction 19 

Marketing through mobile phone gains dominance over channels, such as TV, radio, and 20 

newspaper on account of its nature of interactivity, access to the users “anytime anywhere”, thus 21 

making it “one of the most dynamic, effective, and personal mediums of marketing” (Yaniv, 22 

2008).  Mobile marketing provides opportunity of effective marketing communication because of 23 

its features, such as personalization, localization, uniqueness, ubiquity, and interactivity (Bauer 24 

et al. 2005). SMS marketing has been successful due to its key features, such as “personal and 25 

unobtrusive nature, simplicity, support for interactive communications and near real-time 26 

delivery, relatively low cost, and location-based potential” (Doyle, 2001). SMS is more equipped 27 

to enhance brand recall and association, thus generating customer purchase intention (Li and 28 

Stoller, 2007). 29 

Consumer takes mobile phone as a personal gadget, which is always with him and convenient in 30 

its usage and application (Mobile Marketing Association, 2004). Recently, consumers have 31 

become increasing capable to operate mobile phones, value added service, such as information 32 

service, games, ring-tones and logos (Valsecchi, 2007). The penetration and adoption of mobile 33 
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phone is almost 100% in many Western and Asian countries (Netsize, 2007; The Economist, 34 

2005). Many scholars agree that mobile marketing has become effective in getting higher 35 

response rate as compared to traditional media (Woodside and Soni, 1991). 36 

The finding of several recent studies pointed out factors, such as providing information, trust, 37 

control over the transaction, perceived value, consider risk, etc. Smutkuptet et al., (2012) pointed 38 

out that there is a high correlation between consumer skills and sense of control related to 39 

Internet use and online shopping and accessing product information (Al Motairi and Al Meshal, 40 

2013). The current literature is “inconsistent and fragmented” (Roach, 2009). One study 41 

concentrates “on consumer acceptance and adoption of mobile services in general, such as 42 

multimedia messaging service, online gaming and other wireless services” (Foulds and Burton, 43 

2006; Hung et al., 2003; Kleijnen et al., 2004). 44 

Research Objectives: 45 

a. To study the sufficiency of information from the mobile phone on buying intention 46 

b. To study the influence of noise on the consumer’s buying intentions 47 

c. To study the influence of brand image on consumer’s buying intention 48 

d. To study the influence of convenience on consumer’s buying intention 49 

e. To study the influence of payment security on consumer’s buying intention 50 

Literature Review 51 

The Mobile Marketing Association (MMA) defines mobile marketing as “the use of wireless 52 

media as an integrated content delivery and direct response vehicle within a cross media or 53 

standalone marketing communications program” (MMA, 2006). Scharl, et al., (2005) define 54 

mobile marketing as the use of a wireless medium to provide customers with individualized 55 

information about products, services, and ideas at any time and locations, which benefit all 56 

stakeholders. In the same vein, Wireless Advertising Association (WAA) defines mobile 57 

marketing as releasing advertising messages to mobile phones or PDAs through the wireless 58 

network (Xu, 2007). According to Advertising Age (2006, p. 20), mobile marketing is defined as 59 

“the use of wireless media as an integrated content delivery and direct-response vehicle within a 60 

cross-media marketing communications program”. 61 

 62 

Information 63 
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Mobile phone as a channel delivers the message in the form of text, audio, or video. Consumers 64 

can receive and even interact with the message senders, i.e., the firms. Mobile users can send 65 

SMS, also known as texting, which allows 160 characters between the devices (MMA, 2008).  66 

Interactivity builds the opportunity in enhancing customer relations, create customer database, 67 

among others (Ha and James, 1998). Mobile device offers great advantage in interaction as this 68 

is its connection and reduced time in set up (Schierholzetal, 2007). Firms design various types of 69 

messages with unique features under SMS campaigns, which are tailored to the targeted audience 70 

based on the user’s profile such as, demographic base, preference and a combination of these 71 

(Xu, 2007). The usage of mobile is geography specific. Africans, for instance, use the device for 72 

basic purpose, Europeans and Americans use the sophisticated functionalities (Shankar, 2010). 73 

The widely used application of mobile for communication from the firm is sending coupon 74 

program directed towards the targeted consumer (Burger, 2008). Mobil device value can be on 75 

the basis of content delivery, transaction, and location. Besides, usage of camera in product 76 

comparison, information sharing, scanning, GPS (Global Positioning System) location, apps 77 

uses, is also values (Mahatanankoon, et al. 2005).  78 

 79 

Noise 80 

Messaging with permission is a situation whereby the mobile users allow the marketers to 81 

receive the messages from the firms (Salo et al., 2008). One of the key characteristics of mobile 82 

marketing is permissibility, which is critical for its acceptance and success (Bamba and Barnes, 83 

2007; Barnes and Scornavacca, 2004). The importance of permission is high as it reduces the 84 

irritation of the receivers, or else the same message can be treated as spam. As a result, this can 85 

create negative attitude of the customers and affect response rates towards the content (Scharl, et 86 

al., 2005), thus word of mouth (Salo et al., 2008). When mobile ad is pleasantly presented with 87 

apt content, consumers are more likely to like the ads (Chowdhury, et al., 2006). 88 

 89 

Brand Image 90 

Consumers purchase the goods not only for material gains but also for symbolic values, an 91 

association of brand image (Xu, 2008; Elliot, 1997). Consumers intend to gain social 92 

belongingness through purchasing a specific product (Jiang, 2004). However, study also states 93 

that product and companies are not closely associated in high-technology industry but 94 
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associations of brand image (Hamann et al., 2007). Perceived product image and the buyer’s 95 

self-concept are correlated in terms of product’s symbolic meaning (Zinkhan and Hong, 1991). 96 

Not many studies are available on the effect of brand image on purchase intentions (Jalilvand 97 

and Samiei, 2011). 98 

 99 

Convenience 100 

Usage of mobile phone in gaining information is more convenient, timely and interactive than 101 

other communication channel, such as email or direct mail (Roach, 2009). Some people, when in 102 

office or the house, find computer with internet access, more convenient in use than mobile, 103 

while some consumers might assume that mobile usage is more convenient than computer, which 104 

does not require connection (Lee, 2010). Some users find mobile service on emotional value 105 

more useful as compared to information service from mobile (Andrews, et al., 2012). Mobile 106 

advertising through mobile phone is positively related to mobility, convenience, and multimedia 107 

services resulting favorable intensions (Jong and Sangmi, 2007). 108 

 109 

Payment Security 110 

Payment through mobile phone is presumed to provide convenience, reduced transactions costs, 111 

and security to the consumers and information on consumer purchase (Hoofnagle, et al., 2012). 112 

But, mobile phone users complain of payment security, which is attributed to unfamiliarity, 113 

complexity, and technology. Such users feel confidant when their sensitive personal information 114 

on identity and finance, such as account numbers, PIN (Personal Identification Number), security 115 

codes, and passwords are secured without regard to its storage place, i.e., mobile device or cloud. 116 

Data breaches, fraud, or theft derails the consumer adoption process. A digital wallet or cloud 117 

storage stores the necessary information of the buyers, who receive the authorization or token to 118 

proceed for the payment at the point of sales (POS). Alternatively, buyers can use the hybrid 119 

system of payment from both - mobile and digital wallet (Crowe and Tavilla, 2012). Buyers 120 

inhibit in using the traditional electronic payment, which characterizes lack of trust, security, 121 

usability, high transaction costs, lack of perceived advantage and perceived risk (Sevgi O ¨zkan, 122 

2012).  123 

 124 

Trust 125 
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Trust is defined as a certainty between the parties that the other party is trustworthy and that the 126 

parties will act with a level of trustfulness when dealing with each other. Trust is one of the 127 

important influencing elements on the purchase intention through e-commerce or mobile 128 

marketing (McKnight, et al., 2002). Trust on mobile marketing is built based on user’s 129 

“learnability, efficiency, memorability, error avoid, and satisfaction, the ease of use, and 130 

aesthetics” (Rehman and Coughlan, 2011). 131 

 132 

Theoretical Framework 133 

 134 

 135 

 136 

 137 

 138 

 139 

 140 

 141 

 142 

 143 

Figure 1: A framework of mobile marketing and buying intention 144 

Source: Self- Designed 145 

The above diagram depicts the independent variables – information, noise, brand image, 146 

convenience, and payment security influence the mobile user’s buying intention through 147 

mediating variable – evaluation and moderating variable – trust. 148 

 149 

Premises: 150 

P1: Information from the mobile phone for buying intention is insufficient. 151 

P2: Information from the mobile phone for buying intention is noisy. 152 

P3: Brand image of product or service influences buying intention positively. 153 

P4: Handling messages form mobile phone for buying intention is convenient. 154 

P5: Payment security is the key concern for the transaction through mobile phone. 155 
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Methods  156 

The research design of the study was primarily exploratory and qualitative in nature containing 157 

major components of a standard qualitative research paper. This included judgment and 158 

convenience sampling and interview questionnaire as an instrument for a sample size of fifty - a 159 

composite of fifteen faculties from University of Modern Science and thirty five shoppers. The 160 

interview was conducted in person. One focus group of six participants was run, which acted as a 161 

pilot study. The geographic extent was Dubai, UAE. Respondent’s profile majorly constituted 162 

Arabs and remainder as South Asian, of which, forty six were males and rest females. All of 163 

them used mobile or smart phones at least for the last two years and experienced various 164 

promotional messages or buying intention and even purchase, too. The duration of the study was 165 

from September 20, 2014 to January 18, 2015. The data was analyzed using coding scheme, 166 

largely through summated content and partly through directed content analysis methods. Five 167 

premises or assumptions were formulated and put to test against the discussion and content 168 

analysis of the valid responses. 169 

 170 

Scopes: The study includes the respondents – faculties of the university and the students who 171 

uses mobile or smart phone at least for two years. Mobile phone, messages, services, among 172 

others, were included in the study.  173 

 174 

Limitations: The study is limited to exploratory and qualitative research with interview 175 

questionnaire, small sample size in Dubai, whose output does not fully merit flat generalization 176 

and higher degree of reliability. 177 

 178 

Discussion and Analysis 179 

Based on the responses and content analysis from the interviews, following is the discussion and 180 

premise testing: 181 

 182 

Information sufficiency 183 

Most of the respondents hold that information from mobile phone in the form of offer, reminder, 184 

etc. was sufficient in buying intention. They agree that the same triggers buying attitude, which 185 

may lead to buying intention. Whereas some of them view that information is insufficient.  186 
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Therefore, the premise, “Information from the mobile phone for buying intention was sufficient” 187 

is not proved. 188 

 189 

Noise 190 

Most of the interviewees are of the experience or view that unwanted and untimely messages 191 

irritate them, especially when they are seriously occupied or fast asleep. This is also true when 192 

calls interrupt them. Some hold that messages are welcome as this provides or enhances product 193 

knowledge. 194 

Therefore, the premise, “Information from the mobile phone for buying intention is noisy” is 195 

proved. 196 

 197 

Brand Image 198 

Most of the respondents hold that brand image of product, service, firm or website is one of the 199 

determinants in their buying decision process, and buying intention, to be precise. Some opine 200 

that brand image is not always a key consideration in buying intention. 201 

Therefore, the premises, “Brand image of product or service influences buying intention 202 

positively” is proved. 203 

 204 

Convenience 205 

Majority of the respondents strongly agree that messages handling for buying intention through 206 

mobile phone is more convenient that surfing physical store. Only few show neutral attitude on 207 

this construct. 208 

Therefore, the premise, “Convenience of mobile phone influences buying intention positively” is 209 

proved. 210 

 211 

Payment Security 212 

Most of the respondents show their concern over the payment security issues through mobile 213 

phone transaction. They rather prefer cash payment upon delivery of the goods, however some 214 

hold that if the brand is strong and they gain confidence in electronic payment. 215 

Therefore, the premise, “Payment security is the key concern for the transaction through mobile 216 

phone” is largely proved. 217 
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Conclusion 218 

Mobile marketing is one of the effective marketing channels, which is direct, highly penetrating 219 

and interactive in nature. Consumers are adopting the mobile device at a much faster rate, thus 220 

creating greater opportunity for the firms to market, promote and engage the users on many 221 

occasions and in many ways.  As this channel delivers content or information to the consumers 222 

who evaluates various options and then develops varying degrees of buying intention amidst 223 

payment security, convenience, trust, and noise.  224 

 225 

Future Directions 226 

This research can serve as an exploratory research for several descriptive and or quantitative 227 

researches and be branched out into buying decision, customer satisfaction, customer loyalty, etc. 228 

This study can be juxtaposed with internet marketing as well. 229 

 230 
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Appendix 312 

Questionnaire 313 

1. What about the information on mobile phone from buying intention perspective? 314 

2. Is the same information sufficient in leading you to buying intention? 315 

3. What about information load or clutter from the messages or calls from the mobile? 316 

4. Is that noisy, thus inhibiting you in buying intention? 317 

5. How important is the image of a firm, website, product or service to you? 318 

6. Does the same influence in your buying intention? 319 

7. Are you usually convenience seeking person in terms of purchase? 320 

8. Does the convenience matter you positively in your buying intention? 321 

9. What about payment security concern through mobile phone buying intention? 322 

10. Or, is this dependents on some factors, such as brand image, previous experience, etc.? 323 
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