International Journal of Management and Commerce Innovations ISSN 2348-7585 (Online)
Vol. 3, Issue 2, pp: (759-760), Month: October 2015 - March 2016, Available at: www.researchpublish.com

Investigating the Impact of Mobile Marketing
In Current Indian Scenario and Proposing
Customerization as a Solution

'Kevin Mathew, ?M.Sai Goutham Raj, *Manaswini Nimmagadda

Christ University in Bangalore, Karnataka

Abstract: In this paper we have tried to examine the present condition of hypothetical learning about mobile
marketing and show essential ideas and contemplations in this specific field. Also, it proposes customerization as a
solution. This could give significant material to both the promoting researchers also, showcasing chiefs or
administrators.
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1. INTRODUCTION

Versatile advertising has been around for quite a while, however it has become drastically in the previous five years as
handsets have turned out to be capable smaller than normal PCs and portable broadband systems have grown up. Versatile
promoting is advertising on or with a cell phone, for example, an advanced mobile phone. It can give clients time and area
delicate, customized data that advances merchandise, administrations and thoughts. The hypothetical meaning of portable
showcasing is special movement intended for conveyance to mobile phones, advanced cells and other handheld gadgets,
for the most part as a segment of multi-channel crusade. Some portable promoting is like publicizing conveyed over other
electronic channels, for example, content, realistic and voice messages. Progression of innovation has made new
showcasing correspondence channels or media, for example, email, SMS and MMS. These advanced media are basically
used to enhance potential outcomes to achieve buyers by permitting personalization of the substance and setting of the
message. A significant inquiry is along these lines whether there are deterrents for the advertiser to utilize versatile media
to its potential. Are clients more hesitant to get showcasing data through portable media than through conventional media
or is it a different way?

This article will be focusing on responsiveness of the consumer to marketing communication. Responsiveness depicts the
consumer’s willingness to receive and respond to marketing communication and can be viewed as a function of the
content and the context of the message. Channels can and should be evaluated according to consumer responsiveness in
order to understand the four communication effects and effectiveness. Here responsiveness is more effective than
permission because it assumes consumer attention rather than merely permission.

2. RESEARCH REVIEW

This article basically focuses to study and pick up knowledge into the comprehension of versatile clients, towards portable
publicizing and their utility quality as far as effect on their buy choice. Thusly the article explores buyers' responsiveness
to flexible advancing; producing into understanding the results of demographic components, for example, age, sexual
orientation, occupation, and so forth. From the sponsor's perspective it is urgent to know the utility of versatile promoting,
similarly as affecting buy choice of a client is concerned. The article thinks about the POV from a scholastic point of view
the issue of responsiveness to a media is intriguing in itself. The media being utilized impacts the effect of the showcasing
correspondence despite the promoting message. Finally a try has furthermore been made to broadly concretize a couple
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highlights overhauling the sufficiency/utility of cellular telephones/publicizing. Also a key movement (Intelligent
Software Agents) has been proposed, keeping in mind the end goal to combine all the positive qualities saw as crucial by
the customers. Thusly customerization with the help of programming specialists has been proposed as a bital action with
the purpose of extending the general affirmation of convenient promoting tries.

Also, this article reveals that the perception of consumers towards mobile marketing can be broadly categorized into three
factors: 1) Lack of contextualization and personalization of mobile ads 2) Disruptive nature of mobile ads 3) Perceived
usefulness of mobile ads. Further results show that mobile marketing/ advertising (today) doesn’t significantly affect the
buy/brand choice of customers. They believe mobile marketing is still in its nascent stage in India. Particular inclinations
were communicated by clients with respect to the attractive substance of such messages. Clients are searching for
customization of portable promoting messages according to their individual necessities, tastes and inclinations.
Henceforth the need of great importance has all the earmarks of being Customerization. Customerization consolidates
operationally determined mass customization with tweaked promoting in a way that the organization can react to
individual clients by redoing its items, administrations, and messages on a balanced premise. Advertisers could outfit the
complete capability of versatile deploying so as to promote Intelligent Mobile Software Agents, which empower firms to
totally modify mobile marketing messages to individual client inclinations. Counterfeit consciousness is saddled, which
empowers programming specialists to learn, streamline, and individualize data spread to versatile clients.

3. RESEARCH DESIGN

The research design which was chosen for the study of mobile marketing was conclusive (cross sectional descriptive
design. Researchers developed a survey instrument based on previous studies done on consumer perceptions of mobile
advertising. Multi stage sampling has been employed with the questionnaires that were sent to approximately 1000
respondents. However 660 questionnaires were found complete in all respects.

4. RESEARCH OUTCOME

The important conclusions uncover how the conception regarding people toward cellular marketing may be generally
classified into 3 variables: 1) Lack regarding contextualization and customization regarding cellular adverts 2) Disruptive
dynamics regarding cellular adverts 3)Perceived usefulness regarding cellular adverts. Even more final results show that
cellular marketing/ promotion (in the existing format) doesn't have a significant have an effect on your purchase/brand
choice regarding people. Cell phone marketing is actually relatively at the nascent point in India. Distinctive preferences
were being stated by customers the attractive written content regarding like announcements .Buyers are trying to find
personalization regarding cellular marketing announcements depending on his or her individual prerequisites, likes and
preferences.

5. CONCLUSION

“The appetite for mobile is growing rapidly, and people are suddenly seeing the possibilities for using their cell phone to
solve all kinds of problems.” So, companies which try to reach these people are concerned about mobile advertisements.
Mobile advertisements are an important part of online advertising strategy. It’s more relevant, local and targeted. Strong
and incentive messages are important, in this way users know what you want them to do. It is also highly measurable in
performance.
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