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Johdon yhteenveto 

Tämä raportti on tehty osana Scalable Ads for Smartmobs -projektia, joka pyrkii 

tutkimaan ja kehittämään uudenlaisia mobiilimarkkinoinnin muotoja. Raportissa 

on kaksi osaa. Teoriaosuudessa esitellään mobiilipalvelujen omaksumisesta tehtyä 

tuoretta tutkimusta, ja käytäntöosuudessa huhtikuussa 2012 tehdyn 

kenttätutkimuksen tuloksia. Tutkimuksissa löydettiin seuraavia suuntaviivoja 

mobiilien markkinointipalvelujen kehitystyön tueksi:  

- Mobiilipalveluilla tuotettu pull-markkinointi vaatii kuluttajalta teknologian 

löytämistä ja omaksumista onnistuakseen. Palvelun tuottaminen on siis 

sekä suunnittelu- että markkinointihaaste: Mobiilissa myös itse 

markkinointipalvelua on markkinoitava. 

- Palvelun elinkaari vaikuttaa ratkaisevasti suunnitteluun. 

Kampanjaluonteisten ja pidempään käyttöön tarkoitettujen 

markkinointipalveluiden täytyy tuottaa erilaista arvoa kuluttajalle. 

- Varsinkin pidempään käyttöön suunnitelluissa palveluissa 

hyötynäkökulmaa on laajennettava oman tuotteen ulkopuolelle, ts. 

rakennettava kokonaisvaltaisempaa palvelua esimerkiksi muiden yritysten 

kanssa. 

- Kuluttajat itse painottavat käyttötarpeen merkitystä, tutkimus painottaa 

hyödyllisyyttä ja kontekstia. Palvelun on siis tuotettava tietyssä 

kontekstissa lisäarvoa kuluttajalle. 

- Utilitaristiset tarpeet painottuvat palvelujen käytössä, kuten relevantin 

tiedon saanti tai ajan säästäminen. 

- Markkinointitutkimuksesta lainatut lifestyle-ryhmät saattavat olla 

demograafisia tekijöitä tehokkaampi segmentointikeino.   

- Mobiilipalveluilla todennäköisesti tavoitetaan vain tietty kuluttajaryhmä, 

joten massoille markkinoitaessa se ei voi olla ainut kanava. 

- Teknologian näkyminen palveluissa pelottaa joitakin käyttäjiä ja 

kiinnostaa harvoja. Teknologian häivyttäminen palveluista on siis tärkeää.  

- Tietoturvakysymykset ovat mobiiliympäristössä enenevässä määrin 

palveluntarjoajan vastuulla. 
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Executive Summary 

This report is a part of Scalable Ads for Smartmobs -project, which aims in 

developing and studying new concepts in mobile marketing. The report has two 

parts. The theory part presents the latest findings from mobile service adoption 

research, and the empirical part describes the results of a field study conducted in 

April 2012. The following guidelines were found to support mobile marketing 

service development: 

- Mobile marketing is pull-marketing and requires both technology 

discovery and adoption in order to succeed. Thus mobile marketing 

services are both design and marketing challenge. 

- The lifespan of the service effects significantly to design issues. 

Campaign-natured services and services that are meant for more long-

lasting use have to bring different added value to the user. 

- Especially with non-campaign-natured services the utility perspective has 

to be broadened outside one’s own products.  

- Consumers emphasize need, research emphasizes usefulness and context. 

Mobile service has to bring added value to a user in a specific context. 

- Utilitarian needs (e.g. time saving) are emphasized in service use 

- Lifestyle-groups that are borrowed from marketing might be more 

efficient segmenting tools than demographic groups 

- Mobile services reach only a specific group; they do not exclude the 

importance of other channels. 

- Technology disturbs some users, and attracts few. Thus, technology should 

be dispelled. 

- Safety issues in the mobile environment are even more in the hands of the 

service providers 
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Theory: Recent research on mobile service adoption 

Juhani Linna, Mari Ainasoja and Maria Alaoja 

4 Introduction 

Marketing analysts and scholars have been predicting the outbreak of mobile 

services and mobile marketing for a decade already. Until recent years usability 

impediments, infrastructure and device capacity, operator control and high data 

transfer prices have been limiting the service development and deployment (de 

Reuver & Bouwman 2010). Now the vast number of mobile application 

downloads alone tells us that the times when mobile marketing was conveyed just 

by calls and SMS should be long over. Technology news blog TechCrunch states 

that App Store of Apple Inc. reached 25 billion downloads in March 2012, and 

Google Play (formerly Android Market) 15 billion downloads in May 2012. 

Mobile services and mobile marketing have various definitions. We define mobile 

services as services that exchange information over the network and are operated 

interactively via mobile device user interfaces (an adaptation from Väänänen-

Vainio-Mattila & Wäljas 2011). Mobile services outstrip both spatial and 

temporal constraints (Heinonen & Pura 2006), serve both hedonic and utilitarian 

purposes (Wang & Ling 2012) and possess the potential for individual 

personalization of service offerings (Fahmy et al. 2012). Mobile applications can 

be seen as client-side extension of mobile services. For mobile marketing we use 

the definition crafted by the Mobile Marketing Association, which defines mobile 

marketing as “the use of wireless media as an integrated content delivery and 

direct response vehicle within a cross-media marketing communications 

program”. In short, mobile marketing is marketing in mobile context (Vatanparast 

2010). 

While there have been tremendous amount of publications and books in mobile 

marketing and mobile services for both managers and scholars, the pace of 

development in devices, infrastructure and software tends to leave an outdated 

scent to many of them already at the day of publication. At the time of writing 

(May 2012) 4G mobile ultra-broadband is already available, and Samsung Galaxy 

S3 with a 1.4GHz quad-core processor and 4.8” HD display represents the cutting 

edge in consumer mobile phones. App Store and Google Play both have over 

500 000 different applications for iOS and Android devices, respectively. First 

academically published results about the marketing effectiveness of branded apps 

are promising: they can change attitudes and purchase intentions (Bellman et al. 

2011). At the same time the research on mobile marketing is still mainly focused 

on mobile internet in the US and message-based telecommunication in Europe 

(Vatanparast 2010). The mobile family has also a new and extremely popular 

member – a tablet. Tablets differ from smartphones in characteristics and use 

context, but in mobile marketing research they are at the moment just grouped 

together with mobile phones - or just ignored.  
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Undoubtedly future forms of mobile marketing will take advantage of the various 

possibilities that smart mobile devices offer – for example in UGC, cross-platform 

interaction, AR and location based services. Meanwhile, there is a constant need 

for up-to-date and cross-disciplinary scientific back up for building new mobile 

marketing solutions and strategies. Acceptance and adoption are central issues in 

mobile services and mobile marketing and largely determine the achievements 

(Vatanparast 2010). Other concepts that have been under study are service context 

(Arning et al. 2010, Do et al. 2011, Karikoski & Soikkeli 2011, Liang & Yeh 

2011, Sell et al. 2012) and consumer lifestyle (Andrews et al. 2012, Barkhuus & 

Polichar 2010, Bouwman et al. 2012, de Reuver & Bouwman 2010, Huang et al. 

2011, Leong et al., 2011, Yuen et al., 2011). Mobile devices - and smart phones as 

the prime examples of them - offer consumers ways to enhance their private and 

social lives (Persaud & Azhar, 2012) through a vast selection of mobile services. 

This statement should be a starting point for advanced mobile marketing.  

Pull-based mobile marketing requires the consumer to adopt the technology that 

conveys the marketing message. We suggest that by examining the predictors 

behind general mobile service adoption, we can suggest guidelines also for 

advanced, value-added and accepted mobile marketing. Since mobile is 

ubiquitous and displays user’s affiliations and identity (Vincent, 2009), we need 

to focus also on the use experience, use context and consumer lifestyle 

perspectives in addition to technological or managerial viewpoints. With these 

means we aim in decreasing the gap between present research and present practice 

in mobile marketing services.  

In this study we add the concepts of context and lifestyle to Nysveen et al.’s 

(2005) integrated model (NIM). We use this composed model as a framework and 

study the mobile service adoption by reviewing 32 articles published in 

technology, business and social science journals over the last three years. While 

there have been various other attempts to modify the Technology Acceptance 

Model (TAM), the antecedent of NIM, we find that at the moment NIM offers the 

most applicable basis for the study of mobile service adoption. This is due to 

several reasons. First of all, NIM is designed for mobile services to begin with. 

Secondly, it has a cross-service perspective, meaning that it was investigated 

through services that had different social, utilitarian and processual attributes. 

Thirdly, Nysveen et al. use a multi-disciplinary approach, which we find is 

essential in the research of mobile services. This said, the empirical data was 

collected in a series of surveys conducted in 2002, and since then mobile services 

have evolved dramatically. This leads to our two-fold research question: 

What implications can be made on the current research on the adaptation of 

mobile services, and what conclusions can be drawn from the implications 

considering mobile marketing?  

The article proceeds as follows. Chapter 5 briefly introduces the research 

framework and explains its’ elements. Chapter 6 looks through recently published 

research on mobile service adoption, and chapter 7 summarizes the findings. 

Discussion and implications considering mobile marketing are presented in 

chapter 8. Limitations of this study and future research directions are also 

discussed. 
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5 Research framework 

5.1 Overview of Nysveen’s integrated model (NIM) 

NIM (see Figure 1) has its’ roots in the Technology Acceptance Model (TAM), 

which was presented by Davis (1989). TAM is a theoretical model for explaining 

behavioural intention in information systems framework. Ever since it was 

introduced, the TAM has been exceedingly popular in the research of technology 

adoption across different fields. Davis suggested that the intention to use 

technology derives from perceived usefulness and perceived ease of use and is 

mediated by the attitude of the user. In NIM the concepts of subjective norm 

(Hung et al. 2003, Teo & Pok 2003), perceived control (Ajzen 1991) and 

nonutilitarian motives of expressiveness and enjoyment were added to better 

explain the adoption of technology also outside stabile environment, 

organizational context and operating situations that are cost-free to the user 

(Nysveen et al. 2005). In addition to NIM, TAM has had also other successors and 

variants, which try to diversify the selection of antecedents behind use intention. 

Most noteworthy of them may be TAM 2 (Venkatesh & Davis 2000), Unified 

Theory of Acceptance and Use of Technology (UTAUT; Venkatesh et al. 2003) 

and TAM 3 (Venkatesh & Bala n.d.). 

5.2 Motivational influences 

NIM’s intertwined motivational factors include perceived expressiveness, 

perceived enjoyment, perceived usefulness and perceived ease of use. The 

element of expressiveness gives the user an access to symbolic and social capital 

through using a product or a service (Thorbjørnsen et al. 2007). According to 

Nysveen et al.’s research (2005), perceived expressiveness is a stronger influencer 

for use in experiential mobile services like gaming. Perceived enjoyment in NIM 

is defined by Igbaria et al. (1996) as a reward derived through the use of 

technology or service. Perceived enjoyment is closely related to the concept of 

playfulness. Perceived usefulness can mean different things in different use-

contexts and with different services. Davis (1989) defines it as “the degree to 

which a person believes that using a particular system would enhance his or her 

job performance”. In mobile context, Revels et al. (2010) define usefulness as to 

which extent “mobile services can make a consumer’s life easier due to the 

ubiquity of the service”. With perceived ease of use, the definition of Davis 

(1989) is still highly applicable: it refers to the degree to which the user believes 

that using a particular device is free of effort. Nysveen et al. (2005) state that 

perceived ease of use is especially important when using goal-directed mobile 

services, e.g. mobile payment. 

5.3 Attitude and Social influences 

Fishbein & Ajzen’s (1975) Theory of Reasoned Action (TRA) is a general model 

of peoples’ intents of behaving. According to TRA, the essence of intended 
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behavior of humans consists of two main variables: Person’s attitude towards the 

specific behavior and subjective norm. Person’s attitude towards certain behavior 

is influenced by the perceived outcomes of each possible action. In NIM, attitude 

toward use refers to consumers' evaluative affect about using the service. 

Motivational influences may or may not be mediated by attitudes and the 

relationship between intentions and attitudes differs among categories of mobile 

services (Nysveen et al. 2005). Attitudes have a stronger effect on machine-

interactive services: with person-interactive (i.e. social) services the user has to 

adapt to other users’ form of communication (lipid.). 

Subjective norm can be defined as a person’s perception about the expectations of 

people important to him. According to social norm, people’s behavior is affected 

by what the social environment perceives as normative. Earlier research suggests 

that social environment that reacts positively on new technology can have a 

positive impact on individual technology acceptance (Venkatesh & Davis, 2000). 

Nysveen et al. (2005) propose that the effect of subjective norm on intention to 

use mobile services is moderated by different types of interactivity. Machine-

interactive services (e.g. gaming or mobile payment) that are often anonymous 

and nonpublic are not as much affected by social norm as person-interactive 

services (e.g. messaging).  

5.4 Behavioral control 

Behavioral control is one of the key principles of behavior in the theory of 

planned behavior (TPB), which was built up by Icek Ajzen (1991) on the basis of 

TRA. In short, TPB explains the links between attitudes and behavior, and it has 

been used to explain user acceptance of new technology and services. Behavioral 

control can be defined as the perceived ease or difficulty of performing certain 

behavior, i.e. user’s belief of whether or not he is in control of service or function 

on hand (Nysveen et al. 2005). Perceived control can be divided to consist both 

internal and external constraints (Ajzen 1991). Self-efficacy, i.e. an individual’s 

self-confidence in skills or ability to perform the intended behavior is an internal 

constraint affecting mobile service acceptance, while facilitating conditions, i.e. 

beliefs about availability of resources to facilitate that behavior is an external 

constraint. Nysveen et al. (2005) suggest that behavioral control has a strong 

impact on intentions to use goal-directed mobile services, since with goal-directed 

activity users are dependable on the functionality, and thus making a mistake can 

be more harmful. 

5.5 Context and Lifestyle 

During the recent years, the research on mobile service adoption has had also 

more practical predictors of behavior – context and lifestyle. According to 

Merriam-Webster context is “the interrelated conditions in which something 

exists or occurs”. In mobile service adoption, context can have different and 

multifaceted meanings, e.g. social context or physical context and task context. 

Lifestyle is “the typical way of life of an individual, group, or culture” (Merriam-

Webster) or more practically the way “how people live, think and spend their time 
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and money” (Wei 2006 in Bouwman et al. 2012). Lifestyle groups have been used 

in marketing research for decades already, but the influence of lifestyle or 

personal traits in mobile service adoption is a recent trend.  

 

Figure 1: Research framework (adapted from Nysveen et al's (2005) integrated 
model) 

6 Findings on recent research 

6.1 Expressiveness 

It could be expected that since the role of barriers is decreasing in mobile services 

and values are becoming more important (Bouwman et al. 2007), the significance 

of expressiveness and personal style would increase. In mobile service adoption 

research, expressiveness (image) is usually understood as a part of social 

influence. For example Yang et al. (2012) suggest that among Singaporean 

consumers, image and social norm are important factors also in the adaption of 

goal-driven (i.e. mobile payment) mobile services. Thorbjørnsen et al. (2007) 

examined European community website users, and found out that self-identity 

expressiveness and social identity expressiveness are significant determinants in 
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MMS adoption. On the contrast, Revels et al. (2010) found that perceived image 

did not have any role in consumer satisfaction with mobile services among 

Australian users. In their research, mobile services were defined as “any services 

provided by mobile service providers other than making/receiving ordinary 

phonecalls and sending/receiving SMS”.    

6.2 Enjoyment 

Alongside with expressiveness, academic studies where enjoyment is examined as 

a discreet motivational element are not that common. Hill & Troshani (2011) 

found that perceived enjoyment and perceived usefulness were the most important 

factors in predicting the adoption of personalization mobile services (like 

personalized ringtones) among young Australians. Suki & Suki (2011) studied the 

behavioural intentions towards using 3G services in Malaysia. They suggest that 

although perceived enjoyment was an influencing factor, unlike perceived 

usefulness, perceived ease of use or attitude, it was not sufficient criterion to lift 

consumers’ intention to adopt 3G mobile services. Revels et al. (2010) suggest 

different conclusions. They found that alongside with perceived usefulness and 

perceived ease of use, perceived enjoyment had a positive effect on satisfaction 

with a varied set of mobile services. Further, they suggest that perceived 

enjoyment was the strongest predictor of satisfaction.  

Playfulness is another studied factor that is closely linked to enjoyment. Liang & 

Yeh (2011) studied a group of assumedly tech-savvy Taiwanese respondents. 

They suggest that playfulness is a crucial factor in mobile games when the user is 

relaxed, and that stress reduced the effect of playfulness towards attitude. Also, 

different lifestyle groups (i.e. students and non-students) have different attitudes 

and concerns regarding playing mobile games. Turel et al. (2010) studied the 

adoption of “hedonic digital artefacts” (e.g. ringtones) among North American 

students. Their findings suggest that playfulness was a strong predictor to an 

artefact adoption, while social values had no effect. Wang & Lin (2012) found 

that the perceived playfulness of mobile services (MMS, games, ringtone and 

graphics downloads) mediated the influence of perceived ease of use on intentions 

of Taiwanese mobile phone subscribers to adopt the services. 

Andrews et al. (2012) propose that users that value enjoyment in their mobile 

service use can be studied as a lifestyle group, i.e. “mobile revellers”. Mobile 

revellers are persons who really like their phones and perceive experiential value 

(of the service) through their emotional attachment. Also Bouwman et al. (2012) 

see that enjoyment is more important to a specific lifestyle group, i.e. “hedonistic 

yuppies”.  

6.3 Usefulness and Ease of use 

Because most of the mobile service adoption studies are based on TAM and its’ 

successors or variants, there is a considerable amount of current research available 

considering perceived usefulness and perceived ease of use. In a typical research 

setting these two factors are examined in conjunction with other factors or in 
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relation to them. For example Lee et al. (2011) examined how task-fit, monetary 

value, connectivity and personal innovativeness influence perceived ease of use 

and perceived usefulness in mobile financial services. Liang & Yeh (2011) 

studied the influence of perceived ease of use to playfulness, attitude and 

continuance intention in mobile games. Perceived ease of use and perceived 

usefulness are also factors in Analytical Hierarchical Process (AHP) model for the 

adoption of mobile services (Phan & Daim 2011). The others are technology, 

social factors and habits. 

Some suggestions about the results of the current research involving perceived 

usefulness and perceived ease of use can be presented. Lu et al. (2010) find that 

among Chinese adopters and non-adopters of mobile services, usefulness had the 

most important influence on attitude, and it also had a significant effect on users’ 

behavioural intention to use the service - both among adopters and non-adopters 

(i.e. potential users). Andrews et al. (2010) suggest that usefulness and subjective 

norms were significant predictors in the adoption of mobile e-health service 

among Australian users, while perceived ease of use was not.  

The users directly pinpointed ease of use as the most important quality in a 

questionnaire conducted by Phan & Daim (2011). In a group of American adults, 

ease of use and usefulness, respectively, were found to be the most important 

factors when the nature of “mobile service” was not pre-defined. Kim et al. (2010) 

examined the usage motives behind mobile payment among Korean users, and 

their findings support the earlier suggestion done by Nysveen et al. (2005): In 

mobile payments, perceived ease of use and perceived usefulness are major 

antecedents behind use intention.  

6.4 Attitudinal influences and Innovativeness 

Bouwman et al.’s longitudinal study of 16 to 64 year old Finns on travel, 

entertainment and Internet services (2009) implies that irrespective of the service 

type, a positive attitude towards mobile innovations has a positive effect on the 

actual use of mobile services. On their later research with Dutch users, Bouwman 

et al. (2012) find that attitude has a positive effect on the perceived usefulness – 

not just the other way around. Liang & Yeh (2011) studied the continuous use of 

hedonic mobile services (games) in different use contexts among 20 to 50 year old 

Taiwanese, and found that attitude had a great effect on the continuance intention 

to play mobile games. 

In addition to different technology acceptance models, the Innovation Diffusion 

Theory (IDT; Rogers, 1995) has been a major influencer in mobile service 

adoption research. Thus innovativeness i.e. the “skill and imagination to create 

new things” (Merriam-Webster 2012) has been another widely studied user-

centric factor besides attitude. Recently published research articles that study the 

effect of innovativeness are for example Huang et al. (2011), Kim et al. (2010), 

San Martin & Herrero (2012) and Yang et al. (2012). Kim et al. (2010) found that 

early and late adopters have different perceptions towards the ease of use of a 

mobile payment service. Huang et al. (2011) conclude that in their study among 

urban Taiwanese users that innovativeness towards the service type (e.g. a 
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location based service) has a positive effect to the intention to adopt a service of 

that type. They also find that the consumers with high level of innovativeness had 

a different lifestyle and were considered as opinion leaders. Yang et al. (2012) 

found that innovativeness is an important determinant in mobile payment service 

adoption and has also an indirect positive effect to initial adoption.  

6.5 Subjective norms 

Subjective norm is a concept of social influence; other used terms that have 

similar definition are social norm and normative pressure. Several researchers 

have presented that subjective norm is shaped by both external and interpersonal 

influences (for example Hsu & Chiu 2004; Brown & Venkatesh 2005). External 

influence refers to the influence of television, Internet and other mass media, 

while interpersonal influence refers to the influence of person’s social network: 

Thus social norm also includes word-of-mouth marketing and recommendations. 

Kim & Park (2011) suggest that technology adoption research focuses on 

voluntary adoption and user-device relationship to excess, while in real-life 

situations also prompted adoption is prevalent. They studied the users of Korea’s 

most popular mobile couponing service (Gifticon). The key findings imply that 

service adoption varies depending on social influence, which (for example) 

affected positively for example on the perceived usefulness but had no effect on 

the perceived ease of use of the service. This finding is partly contradictory with a 

questionnaire survey study conducted by Soroa-Koury & Yang (2010) to 

southwest American university students about the adoption of mobile advertising. 

The study conducted by them implies that social influence had a positive effect on 

the perceived usefulness and the perceived ease of use to some extent. Also 

Bouwman et al. (2012) have found that social norm has an overall positive effect 

on the perceived usefulness, attitude and even perceived ease of use, but there are 

significant differences between different lifestyle groups, characterised as 

yuppies, socially concerned, technocrats and traditionalists. 

Subjective norm has been recognized as an important parameter of user 

acceptance. Neglecting it in a design process can in many cases be seen as a 

reason for the failure of technological innovations (Verdegem & DeMarez 2011). 

It has also been discussed that social groups share service experiences and media 

use habits, and these joint experiences are likely to form a collective basis for 

normative models within a group (Woisetschläger et al. 2011). In mobile context, 

Schierz et al. (2010) studied German mobile application users. They found that 

perceived compatibility (i.e. consistency with the existing values, past 

experiences, and needs of the user), perceived mobility and subjective norm were 

the most significant of the studied factors in the acceptance of mobile payment 

services, while perceived usefulness, perceived security and perceived ease of use 

were not. Yang et al. (2012) had similar findings among Chinese adopters and 

potential adopters of mobile payment services. They suggest that social influences 

exerted strong indirect effect on initial adoption of the service.  
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6.6 Behavioral control 

The individual constraints that relate to user’s economy, experience and skill in 

mobile service adoption have been recently studied for example by Coursaris et 

al. (2012), Kim et al. (2011), Kim (2010) and  Lu et al. (2010), but recent research 

seldom implies to behavioral control directly. Kim et al. (2011) have studied the 

key determinants of behavioral intentions to use mobile services in Korea. They 

indicate that perceived self-efficacy, which represents individual’s belief in his or 

her capability to perform a specific task, is among peer influence the strongest 

factor behind the intention to use new mobile services. Furthermore, Kim (2010) 

suggests that Korean users’ perception of having the necessary resources to use 

mobile services also increases the continuance intention to use these services. 

Lu et al. (2010) have studied three concepts that relate to behavioral control: 

perceived trialability, perceived service cost and perceived trust. With trialability 

they refer to “the degree to which an innovation may be experimented with on a 

limited basis before making an adoption”, a definition coined by Rogers (1995). 

The findings from a crop of Chinese mobile phone users suggest that there were 

significant differences between adopters and non-adopters of the particular mobile 

service considering perceived service cost and perceived trust, but not with 

perceived trialability. In short, potential users believed the services to be less 

trustful and more expensive than the existing users, even though testing the 

service before adopting it was perceived equally conceivable. 

Another predictor that is used in mobile service adoption and relates to the sense 

of control is connectivity. Connectivity can be defined as user’s perceived self-

confidence in mobile service to encompass both mobility and ubiquity, i.e. user’s 

perceived control over facilities. Lee et al. (2011) suggest on their study on 

Korean online banking service users that connectivity is one of the key drivers 

behind the adoption of mobile payment services. From a marketing point of view, 

the research on different mobile decision support systems (e.g. for shopping) are 

particularly interesting. Chung & Lee (2011) found that connectivity and context-

awareness are helpful and aroused users’ satisfaction and trust among Korean 

interviewees. 

6.7 Service context 

The question of context has emerged to the research field partly because the 

technical solutions in smart phones enable the efficient and accurate use of 

context-related attributes (e.g. location) in research. Studies that include different 

use scenarios (e.g. Soroa-Koury & Yang 2010) are similar to context studies. As 

de Reuver & Bouwman (2010) state, the question whether mobile services add 

value or not depends on the context and objective in which they are used. They 

examined consumer attitudes in three contexts: physical (e.g. location), social 

(e.g. applications like Google+) and task-related (e.g. different daily activities) 

among Dutch participants. The results suggest that there are significant 

differences in the potential adoption patterns between these contexts. Arning et al. 

(2010) studied utilization motives and barriers among German adults in two 
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different contexts, ICT (i.e. information exchange and communication) and 

medical technology context (i.e. patient data transfer). The results show that 

acceptance factors are not static or independent from the specific usage or service 

context in which the service is applied. Bouwman et al. (2009) conclude that 

mobile services have to be aimed at specific contexts in which users want to adopt 

them. 

In research conducted by Liang & Yeh (2011) the studied contexts were related 

on location (user is at home vs. school / office) and on task (user has a task 

waiting vs. user has free time), and results imply that these contextual variables 

have significant moderating effects on the main elements of TRA (behavioral 

intention, attitude and subjective norm) and TAM (perceived usefulness and 

perceived ease of use). Karikoski & Soikkeli (2011) studied smartphone 

communication services (i.e. voice calls, SMS/MMS, Email, IM, VoIP and social 

media services) among Finnish users under five place-related contexts: Home, 

Office, Other meaningful (i.e. meaningful place that is not home or office), 

Elsewhere (i.e. place that is not meaningful) and Abroad. The results imply that 

there are significant differences in use of the services and the intensity and length 

of them depending on the context. For example IM, VoIP and social media are 

used most intensively in Elsewhere and Other meaningful contexts, and voice 

calls are used least intensively in the Home context. Coursaris et al. (2012) 

studied the effect of distractions (i.e. external noise or motional distractions) on 

user satisfaction and intention to use mobile services. The sampling consisted of 

Canadian university students and staff members, and results imply that 

distractions have a significant negative impact on the perceived efficiency and 

effectiveness of the mobile device use. 

6.8 Lifestyle and Individual characteristics 

Both use context and lifestyle groups are often defined case-specific in mobile 

service adoption research. Some researchers use general classification on the basis 

of socio-economic features (e.g. Leong et al. 2011, Yuen et al. 2011, Liang & Yeh 

2011), while others build the lifestyle groups as a part of the research task. 

Andrews et al.’s (2012) identified three lifestyle groups on the basis how the 

participants perceive the experimental value of their mobile phones: mobile 

pragmatists, mobile connectors and mobile revelers. Bouwman et al. (2012) found 

four groups by using sociological dimension (ego assertive – social adaptation) 

and psychological dimension (extravert – introvert): yuppies, socially concerned, 

technocrats and traditionalists. Huang et al. (2011) used questionnaire suggested 

by Wells & Tigert (1971) to coin knowledge-broadening, leading, ad-appealing, 

price-oriented, stylish and self-imaged lifestyle groups. In a typical research 

setting, the lifestyles or personal traits are examined with relation to or alongside 

with elements from TAM or IDT. 

Leong et al. (2011) investigated the influence of individual characteristics, 

perceived usefulness and perceived ease of use on the use intention of mobile 

entertainment services in Malaysia. Studied characteristics were age, gender, 

academic qualification and past adoption behavior. From these, the last two in 
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were suggested to influence the service adoption, but perceived usefulness and 

perceived ease of use were still the major contributors. Yuen et al. (2011) studied 

whether demographic factors - subject group (students and working adults), 

gender and ethnic group (Malay, Chinese and Indian) – influenced on the user 

satisfaction with mobile phones. Varying differences were found especially 

between genders and ethnic groups.     

De Reuver & Bouwman (2010) suggest that the extent to which users are inclined 

to use mobile services in a specific context is likely to depend on the groups, 

communities or lifestyles to which the users adhere. They found that the lifestyle 

of the consumers moderated the perceived added value of mobile services in 

different use contexts, i.e. the value of the service in different contexts was 

perceived differently according to the lifestyle group of the user. Bouwman et al. 

(2012) point out that there are also indications that certain lifestyle groups are 

adopting certain mobile services rapidly, while other lifestyle groups are hesitant. 

Andrews et al. (2012) draw aligned suggestions from their study with Australian 

mobile users, implying that mobile services that do not complement or enhance 

user’s mobile lifestyle are very likely to fail. 

7 Overview on the mobile service adoption research   

The influence of TAM and IDT are still highly visible in mobile service adoption 

research. We found this a bit surprising, since both of these models have been 

introduced long before mobile services became general. Because of this legacy 

however the most studied factors behind mobile service adoption are perceived 

usefulness, perceived ease of use and attitude (all from TAM) and innovativeness 

and social influence. In overall we recognized well over 50 different overlapping 

and intertwined factors whose influence to the mobile service adoption has been 

studied. These factors included motivational (e.g. ease of use), social (e.g. social 

norm), demographic (e.g. gender), resource related (e.g. cost), behavioural (e.g. 

lifestyle) and context related (e.g. place) factors. 

Mobile services have diversified exponentially after the device manufacturers 

shifted from device-oriented to service-oriented strategies and operators lost their 

power over user. At the same time the technological barriers and usability 

impediments are decreasing. This means that completely new types of services are 

not only developed but also adopted in a large scale. Naturally the trend also 

creates new challenges to research that addresses the issues related to mobile 

services. With service adoption, there are two factors that are on the rise. First 

factor is context i.e. the interrelated conditions in which the service is used.  

Mobile phones are always present in a specific situation in a specific moment, not 

only anywhere and anytime (Bouwman et al. 2009), and the studies we have 

examined here emphasize the influence of context to mobile service adoption and 

use. Second factor is lifestyle, which has been adopted from marketing research. 

The research suggests that the adoption is dependent on the lifestyle group of the 

user. Moreover, the group that first adopts some service type might well be 

laggards in some other service type. Thus targeting mobile services by 

demographic means only might be insufficient or even ill-advised.  
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In a typical research setting an online questionnaire was used to test hypotheses 

that were built on TAM or IDT –based models on the basis of previous research. 

Qualitative research methods were less common, though not completely unusual. 

While many studies give similar results, we found also differences and even 

contradictions. Many researchers (e.g. Kim & Park 2011, Revels et al. 2010) 

highlight the cultural limitations of their study, as well as limitations in sampling 

methods (e.g. Soroa-Koury & Yang 2010). The users in the studies presented in 

this paper were for example from Finland, Taiwan, China, Malaysia, Holland, 

Germany, Korea, Japan, Singapore, Australia, Austria, Canada or US. Participants 

were usually young adults. While we do not exactly now what part the cultural 

background or the sampling played in the results, we can safely assume that both 

had some effect.  

Besides differences in cultural background and samples, indeterminacy of the 

research concepts is a hindering factor when building a general view over the 

research on mobile service adoption. For example attitude of the user and social 

influence affect more or less to every other factor behind the adoption of the 

services, but definitions of these concepts vary. The studies that use context and 

lifestyle are also difficult to compare, since research variables are case specific. 

This problem is likely to persist especially as for context-related studies, since 

with mobile devices there are but infinite amount of use contexts.   

8 Discussion: Implications, limitations and future research 
directions considering mobile marketing 

In this report, we have concentrated on general mobile service adoption research 

in order to find guidelines also for advanced, value-adding mobile marketing 

services. But even though the evolving emphasis from SMS marketing to mobile 

services is probably blurring the way user itself interprets the division between 

advertising and service, the general mobile service view is not alone sufficient for 

understanding the full picture of mobile marketing. In mobile marketing, mobile 

service adoption view goes hand in hand with marketers’ objectives and users’ 

purchase-related context (see for example the framework suggested by Shankar 

and Balasubramanian 2009). In spite of this, the research is still somewhat 

separate and often focused to a narrow view. For example a literature review 

focusing on mobile commerce (Wu et al. 2010) mostly ignores marketing-related 

journals and a review focusing on mobile advertising (Okazaki & Barwise 2011) 

defines articles with more general mobile service perspective to be out of the 

scope. We think that more multidisciplinary view to research could enrich the 

picture about mobile marketing. 

8.1 Conceptual research needs 

The wide array of different mobile services and the rapid pace of development 

pose challenges to defining mobile services in general. Adding marketing 

communications perspective to it makes the conceptualization hardly clearer. For 

example, Leppäniemi et al. (2006) found 21 distinct definitions or meanings of 
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marketing communications in mobile media in their literature review. Our 

perspective in this report covers different kind of mobile marketing formats from 

SMS coupons to interactive banners and to branded or sponsored applications. 

However, future research could benefit from more precise definitions of mobile 

marketing. 

This conceptual work has started and earlier research has already suggested some 

typologies of mobile marketing formats. In 2008, Leppäniemi and Karjaluoto 

based their classification to the four main marketing communication goals of 

mobile marketing: advertising, promotions, direct marketing and customer 

relationship management (CRM). Apart from the only recently increased role of 

branded and sponsored applications (see for example Bellman et al. 2011), their 

typology is still relevant covering for example mobile internet and bar codes 

under advertising goals; branded content, games and coupons under promotions 

goal; permission-based messages under direct marketing goals; and mobile 

reminders, payment and communities under CRM. Okazaki and Barwise (2011) 

suggest in their research review a two-by-two framework that adopts Barnes’s 

(2002) push-pull -dichotomy and complements it with the considerations of the 

level of ubiquity (weak/strong). For example Bluetooth-enabled advertising is 

classified in this typology to have push mode of access and strong level of 

ubiquity, while marketing with QR codes represents pull mode of access and 

weak level of ubiquity. One more recent classification (Kaplan 2012) also adopts 

the same push-pull –dichotomy and differentiates mobile marketing formats by 

the trigger of communication (company initiated push/user initiated pull) and by 

the degree of consumer knowledge that the company has (high/low). These are 

some examples that can be used as a starting point for future conceptual research. 

8.2 Adoption of mobile services in marketing context 

There is a significant gap in research about the effects of marketing context, i.e. 

purchase behavior, brand and business model, on mobile service adoption and 

user experience of mobile services. This provides many possibilities for future 

research. 

In addition to general lifestyle discussed already earlier in this report, purchase 

behavior adds some marketing-specific behavioral variables to user experience of 

mobile services. For example shopping style (e.g. brand conscious, impulsive, 

price conscious, and fashion conscious) can affect the usage of mobile marketing 

service (Persaud & Azhar 2012). Another marketing context related factor is the 

stage of customer purchase decision-making process from need recognition to 

post-purchase services: the role and user experience of mobile marketing can be 

different in different stages (Shankar & Balasubramanian 2009). Also the 

shopping situation can contain contextual elements. Gummerus and Pihlström 

(2011) highlight for example uncertain conditions, like rapidly changing 

conditions, spatial uncertainty and sense of urgency. They also point out that some 

psychological elements like lack of willingness to communicate with people or 

disturb them seem to affect too. In addition to future research, these contextual 

elements could be utilized in designing mobile services: by illustrating situations 
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where mobile services are more valuable to users, mobile marketing can be 

targeted into these moments or mobile services can be advertised in these 

situations (Gummerus & Pihlström 2011). 

The second interesting question for future research is the effects of brand or 

service sponsor on user experience. How will the brand and earlier brand 

commitment affect the user experience of mobile marketing services? For 

example Okazaki (2009) found that in viral mobile hair care product campaign 

that encouraged people to upload pictures to mobile campaign site, affective brand 

commitment determined consumers’ participation alongside interpersonal 

connectivity and self-identification with the mobile device. Another brand related 

research question could tackle the effects of mobile service business model: How 

will different business models around mobile services affect user experience and 

marketing effectiveness? Addition to branded apps that are owned and operated 

by one company and brand, mobile service business models can be based for 

example on different kind of sponsoring deals. 

8.3 Quest for effective mobile marketing 

Technology-based TAM does not take marketers’ objectives into account. 

However, from the service provider perspective, one central research question is 

whether mobile marketing is effective. The research about mobile services is 

mainly based on users’ self-reported answers while the marketing effects can be 

unarticulated. This suggests that there could be room for more qualitative research 

and/or pre-post experiments in mobile service research. 

Mobile marketing effectiveness has already been on marketing research agenda. 

Okazaki and Barwise (2011) state that research specifically about mobile 

advertising (opposed to more broader perspectives like mobile commerce or 

mobile usage) started with first empirical papers about permission-based ”push” 

SMS message advertising by Barwise and Strong in 2002 and by Tsang, Ho and 

Liang in 2004. Even if the research started to grow with some special issues 

marketing journals in 2008 and 2009, the emphasis still remained in SMS-

marketing and issues of permission, acceptance and trust. (many overviews like 

Okazaki & Barwise 2011). However, based on survey studies with university 

students in Finland, Germany and the UK, Jayawardhena et al. (2009) suggest that 

the more experienced users become with mobile marketing, the less influence 

perceived control will have on permission. In addition, with more recent forms of 

mobile marketing, like branded applications, the control and permission are 

somewhat built-in: users are exposed only to the apps they opt into by 

downloading (Bellman et al. 2011). 

The role of technology acceptance cannot be ignored either in future research 

about mobile marketing effectiveness, because it directly and significantly affects 

attitudes toward mobile ads and actual response to mobile ads (Yang, Kim and 

Yoo 2012). Technology and devices has also more complex ways of affecting 

mobile marketing. For example Kolsaker and Drakatos (2009) found that people 

with a strong emotional attachment to their mobile phones are more receptive to 

mobile advertising and hence a fruitful target group for mobile advertising. 
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Considering the emphasis on SMS-marketing and the still central role of 

technology acceptance, it is a fruitful future research avenue to study whether the 

effects on marketing in emerging forms of mobile marketing build on the same 

elements than in earlier forms of mobile marketing. What effects will for example 

tablet devices, branded applications, the role of consumer-generated content or 

mobile games have on marketing effectiveness? One possibility could be to 

replicate some earlier research settings in more recent formats of mobile 

marketing and compare if the same elements still exist.  

Some preliminary results already exist. Okazaki, Katsukura and Nishiyama (2007) 

explored the effect of Japanese consumers’ perceived trust in MMS 

advertisements and found no significant relationship to the attitude toward the 

advertised brand. They suggest that in more visual mobile advertising forms, 

trust in mobile advertising itself may be less relevant to its effectiveness and the 

strength of the brand more relevant than is generally assumed based on earlier 

research focusing on text messaging. 

Shin, Jung and Chang (2012) applied an expanded version of TAM in the context 

of QR codes (Quick Response Code), which are increasingly used to marketing 

purposes. QR code is a type of matrix bar code or two-dimensional code designed 

to be read by smartphones and information encoded can be text, a URL or other 

data. They conclude that the general elements of technology acceptance apply also 

in this newer mobile marketing form, but the role of perceived interactivity is 

stronger than in previous studies with earlier forms of mobile marketing / in 

emerging forms of mobile marketing. In practice this could mean that users expect 

meaningful interactivity with QR codes and marketers could aim to utilize social 

capital and foster a feeling of personal contact with company representatives. 

Bellman et al. (2011) tested the impact of 8 different kind of branded apps with 

pre-test post-test experiment and found out that the apps increased the interest in 

the brand and also the brand’s product category. Branded apps had large effect on 

favorability of brand attitude, but only a small effect on purchase intention. 

Product category made no difference to the effectiveness, but apps that used 

informational style (focuses attention to user and brand connections in their daily 

lives) were more effective at shifting purchase intention than apps that used 

experiential style (game-like apps that focused attention on the phone). 

In addition to technological development, mobile service research lacks somewhat 

behind the recent views of service marketing emphasizing value-in-use. This view 

is in line with the reviews by Varnali and Toker (2010) and by Wu et al. (2010), 

which also found out that more research is done on acceptance than on loyalty, 

continuance, habit, satisfaction and perceived value. From the perspective of 

future mobile marketing research and practice, this research gap is meaningful. Do 

for example mobile marketing apps need continuous usage in order to be effective 

from marketers’ point-of-view? 

The role of media companies in enabling mobile marketing provides future 

research avenues too and is connected to questions about mobile marketing 

effectiveness in several ways. Firstly, Mobile advertising is a part of overall 

marketing strategy and integrated marketing communications and can act for 
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example as a response channel for other media. The research taking the cross-

media, multi-channel marketing communications considerations into account are 

called for by different authors (see for example Okazaki and Barwise 2011, 

Leppäniemi and Karjaluoto 2008, Shankar and Balasubramanian 2009). Secondly, 

Jayawardhena et al. (2009) suggest that institutional trust, which refers to wider 

trust for example on regulation and media, is an important factor in mobile 

marketing permission. They recommend that mobile marketers should focus on 

gaining institutional trust by building positive media presence and image. Thirdly, 

one could anticipate the growing amount of marketing-related applications, QR 

codes and other forms of mobile marketing in the future. This results in growing 

competitions between mobile marketers and the growing emphasis on marketing 

of mobile marketing services themselves. How will you get a new branded app 

noticed in the future and what is the role of media companies in this? Possible 

media roles could be for example to provide advertising space to applications or 

to coordinate multi-brand mobile marketing applications as a part of mobile 

service business model. 

Lastly, some perspectives that are focal in more general mobile service research, 

apply also for future research in mobile marketing context. Cross-cultural research 

would give practitioners more precise guidelines. Multinationals need to fit their 

mobile marketing campaigns to the respective environment, because the different 

issues have different importance in different countries (Jayawardhena et al. 2009). 

The future research calls also for continuous attention to trends: existing 

applications and business models can quickly become obsolete due to introduction 

of novel technologies or consumer trends (Varnali & Toker 2010). This rapid 

change calls for quick exploratory studies with new mobile marketing forms, even 

if challenges in research settings with these new phenomena can sometimes 

require some compromises in research rigour. 
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Practice: Empirical analysis of the user needs 

Minna Kulju, Päivi Heikkilä, Heli Järventie-Ahonen and Antti Tammela 

9 Introduction 

An increasing number of consumers are nowadays using smart mobile devices. 

These devices have many new features like GPS, broadband, applications and 

services that have revolutionized the way consumers communicate, use media and 

interact with digital content during their personal media day. 

 

Regardless of the tremendous future potential, advertiser and brand take up of the 

opportunities mobile technology offers, has been slow in comparison to 

consumers. This is partly due to dated advertising models that simply are carbon 

copied from print advertising. The same applies to the customer journey: 

Established forms of mobile advertisements are still largely based on ‘push’ logic 

and may be good in creating awareness, but opportunities to reach clients closer to 

the moment of purchase, creating desire to buy and close the sale, are not fully 

utilized  (see figure 2). 

 

Figure 2: The purchase funnel 

While there are some great examples of mobile marketing the range of mobile 

advertising formats and services available to the majority of advertisers are very 

limited - due to things like lack of metrics, processes and high technical 

production costs. Regardless of this, more than half of Finnish advertisers say that 

they want to increase their investment in mobile advertising. 

This report presents the results of the study in which existing mobile 

advertisements/services and new advertising concepts were introduced to the 

potential consumers. 
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10 Research questions and methods 

If consumers are asked their opinion about mobile advertisements and what they 

think that mobile advertising is, the most common opinion is that mobile 

advertising means SMS ads that companies are sending to the user’s mobile 

device.  

 

Due to the scarce earlier research about new mobile marketing formats, we 

conducted an empirical research with highly exploratory nature. To gather 

consumers’ opinion and feelings of mobile ads we selected some ads which were 

very different from SMS and banner ads (or services) and introduced them to the 

consumers. The main research question for this study was: 

 

How will consumers accept, respond to and experience different kinds of 

existing mobile ads and new advertising concepts? 

For our consumer study we rented a room from nearby shopping centre, Duo, in 

Tampere. Mobile ads/services were arranged to the room so that one researcher 

presented one service individually to consumer and she/he moved from one 

service to another. After the service was introduced to the consumer she/he 

responded questions about overall user experience, main reasons to use this kind 

of service and feelings towards brands seen in the service. After this the 

researcher made a small qualitative interview and asked questions about the 

service, brands and the main hindrances not to use this kind of service. When the 

consumer had get familiar to all services she/he was asked which of the services 

seen was the most appealing and why, and also the context in which she/he would 

use these kind of services. Totally it took approximately 20-30 minutes to give 

feedback of all ads/services. The users were given a little reward after the session. 

Because the room was on the second floor in the shopping mall two researchers 

were in the downstairs and recruited volunteers to test the services.  

 

During 5 hour session we got feedback from 18 consumers from which 11 were 

male and 7 female. The average age of consumers was 33 while youngest was 17 

and oldest 65. The living situation of the consumers varied somehow. Most of the 

attendees used their mobile device for browsing web pages, using social media 

services, making searches or loading free services to their mobile (see table x). 

Over half of the participants haven’t get SMS ads at all or rarely. The participants 

had not make purchases with their mobile device. Many had not used QR codes or 

utilised mobile offers.  

 

Our exploratory study had some obvious methodological shortcomings: the 

sample size was small even for qualitative research and comparisons between 

concepts must be made with caution because they are so different from each other 

and in different development phases. However, our goal was to get preliminary 

results from this random consumer sample in order to build a base for future 

research and to take a first step in tackling the research gaps highlighted in our 

literature review. 
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Table 1: Attendees responses to the question: “How often do you do following 
actions with your mobile device?” 

 Never Have tried Occasional
ly 

Often 

Browse web pages 3 2 5 8 

Use social media services 5 2 3 8 

Search additional information of 
products from web 

5 4 3 6 

Use search engine like Google 4 - 5 9 

Receive SMS advertisements  7 4 6 1 

Load free applications 5 - 7 6 

Make purchases 10 4 3 1 

Read QR ( ) codes 
 

10 5 3 - 

Take advantage of offers 
 
 

11 6 1 - 
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11 Mobile services and advertising concepts in study 

Totally four different mobile ads/services were presented to consumers. The main 

criteria was to select services that take a step further from SMS marketing. 

Services were selected to include such services that may have novelty value to 

consumers but are still different from each other. All the services were sort of ads-

on-demand which means that user can select whether to use and upload the 

service or not.  

 

 Secondary goal in selecting the services presented to consumers were to 

find variety for example in:technological formats that are less studied in 

academic mobile marketing literature (location-based services, 

applications and QR codes) 

 interactive elements that services include (finding information, loading 

coupons, social sharing and buying products) 

 expected use context (home, on-the-go and shopping mall) 

 marketing and product context (high involvement capital goods like in real 

estate and low involvement commodities like groceries) 

 business model behind the service (brand owned, brand sponsored and 

multibrand platform/marketplace) 

 

Two of the ads were already existing services so they were ready to be used with 

mobile device. These were Kotimobiili and Foodie.fm services. These services 

were presented to the consumers with a tablet device, iPad.  

 

Two of the ads, shopping wall (osta seinältä) and mobile vouchers 

(mobiilikupongit) were on concept level, not functioning services. These concepts 

were printed to the poster size paper and the consumers were presented the idea 

how these services would work. 

 

The Kotimobiili is Huoneistokeskus’ mobile service in which users can search 

nearby apartments which are on the sale. The service uses user’s location 

information to locate and show the nearby apartments on the map or on the list. 

 

 

Figure 3: Huoneistokeskus Kotimobiili-service 
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The Foodie.fm service is made for S-group’s food markets (S-market, Sale, Alepa 

and Prisma). With the service user can browse product range of these shops, get 

deeper information of products and also get food recipes. User can also create a 

shopping list in the service. The service also uses user’s location information to 

locate the nearest s-groups’ food market for the user. 

 

Figure 4: Foodie.fm service 

The mobile voucher concept presented the idea of different coupons that user can 

load to his/her mobile device by pointing up the QR code in the ad. With these 

coupons user can have some special offers to different shops in shopping mall. 

 

 

Figure 5: Mobile voucher concept 

The shopping wall concept was based on Tesco’s shopping wall service which is 

already in use in Korea. After our study, Alepa started to try out rather similar 

concept first time in Finland. In the concept we used in this study, different kinds 
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of products were included to the ad and the idea was that by pointing the QR code 

user get more information of the product and also was able to buy it. In this 

concept also attitudes to a sponsoring brand was tested since the sponsoring 

brand, in this case Canon, was printed to the bottom of the ad.  

 

Figure 6: Shopping wall concept 
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12 User experience towards mobile advertising services 

12.1 Location-based service in real estate: Kotimobiili 

Kotimobiili service got very good feedback from attendees. They thought that 

service was very interesting and the content is useful for them. They would use 

the service and also recommend it to their friends (table 2). 

Table 2: First impressions of the Kotimobiili service 

 
 
 

Totally 
disagree 

  

Totally 
agree 

Don’t 
know 

I find this service 
interesting 

1 - 5 8 2 

I would use this service 1 1 4 9 1 

I would recommend this 
service for others 

1 - 6 9 1 

 

According to the study users thought that this kind of mobile service is handy. 

The service fits well for mobile use since user can use it in a situation when they 

are in an area where they are looking for apartments.  

Users thought that using location information is very important for this kind of 

brokering service. Map interface was felt to be a convenient way to search 

apartments but a list is a better way to present information of apartments. It gives 

a quick look to the most important features of buildings e.g. pictures and price. 

Usability was not the focus of the study. However many users said that it was 

difficult to press small size signs of apartments on the map. Users considered that 

layout and price should always be in first screen. That is what they are looking for 

from this kind of advertising service. Many attendees emphasized the importance 

of pictures; some of them said that also the map should have small pictures of the 

apartments. 

Most of the users said that the service has all functionalities needed; they would 

not add anything to service. However, some users said that the service did not 

have features that attract to buy an apartment. Service just presented different kind 

of possibilities. 

12.2 Multibrand platform for groceries: Foodie 

Because shopping and making food is daily routine for most of the people the 

Foodie.fm was experienced to be really useful and interesting mobile service 



Next Media - a Tivit Programme 

 

 Phase 3 (1.1-31.12.2012) 

 

 

 WP 2 PERSONAL MEDIA DAY D2.1.1.1 

 

31 (45) 

 

 

(table x). Browsing product information was not seen to be very important but 

users were willing to have information whether the product they would like to buy 

is available in the nearest shop. This would help them to plan which shop it would 

be reasonable to go to get all the needed products.  

The recipe part of the service was found useful  by the attendees. Also the ability 

to create shopping list of the ingredients needed in recipe pleased them. The 

service was also seen to be handy tool for making shopping lists for a person 

living in the same household. 

Table 3: First impressions of the Foodie.fm service 

 
 
 

Totally 
disagree 

  

Totally 
agree 

Don’t 
know 

I find this service 
interesting 

- - 3 12 1 

I would use this service 2 1 5 8 - 

I would recommend this 
service for others 

1 2 6 6 1 

 

Some attendees mentioned that they would rather go to the food market to get 

familiar with products than use mobile device to do it. According to them one 

important part of the shopping experience is to touch and fiddle the products. 

Some of the users also would like to compare similar products with each other and 

doing that with Foodie.fm service was not very handy. One mentioned hindrance 

for using the service was that using mobile device while shopping is pretty 

cumbersome and users would rather use traditional shopping list if any. 

12.3 Shopping mall service: Mobile vouchers 

Mobile vouchers concept raised moderate interest among users. The service was 

found rather interesting and most of the users stated that they would use the 

service (table x).  

However, users were not totally positive towards the service due to several 

reasons, such as not having the QR code reader in one’s phone or the lack of 

interesting content. Some of these users were still willing to recommend the 

service to others who could use QR code reader or who might be interested in the 

content of vouchers.  
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Table 4: First impressions of the mobile vouchers concept 

 
 
 

Totally 
disagree 

  

Totally 
agree 

Don’t 
know 

I find this service 
interesting 

- 1 5 8 3 

I would use this service - 2 9 4 2 

I would recommend this 
service for others 

1 2 7 6 1 

 

Users were asked how they would like to pick mobile vouchers to their phone. 

Almost all the respondents said that they find QR code reading the best way to 

obtain vouchers. It was found better than taking a picture of the voucher, as it 

certainly contains all the needed information (no need to think whether a photo 

would have all the data and sufficient quality) and it is easier to find among QR 

codes (compared to a gallery application). One user proposed adding a series of 

numbers below the code, which could be written down by users who don’t have a 

QR code reader. Two users wondered whether NFC or RFID technology could be 

utilised for this purpose in the future. 

Most of the users paid attention to the different appearance of the QR codes in the 

vouchers. The appearance was mainly considered irrelevant, but still most users 

preferred the ones with an image or colours, simply because they were regarded as 

more appealing and interesting. One user also mentioned that the images of codes 

would work as an indication helping to find a specific code quickly in one’s 

phone.  Standard appearance was preferred by a few users because of its clarity 

and familiarity. One user mentioned that a code with an image is more difficult to 

perceive, as it may be assumed to be merely a logo of the advertiser. Users were 

not asked about the size of the codes, but one user wanted to point out that they 

should not be too large. He considered the presented codes (especially the 

standard code) disturbing, ones that “cause migraine”. 

12.4 Sponsored shopping wall 

The shopping wall concept divided participants’ first impressions quite a lot. The 

concept was felt to be interesting but participants were not sure whether they 

would use the service by themselves or even recommend it for others (table x). 

The intention to use depends on what kind of products the service contains and 

how reliable shopping, paying and home delivery would be. 
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Table 5: First impressions of the shopping wall concept 

 
 
 

Totally 
disagree 

  

Totally 
agree 

Don’t 
know 

I find this service 
interesting 

- 1 8 7 1 

I would use this service 4 2 5 5 1 

I would recommend this 
service for others 

2 4 4 7 - 

 

Many attendees worried that this kind of service can increase the amount of 

impulsive shopping if the buying is made to be so easy that user can make 

purchases e.g. while waiting the bus. Some of the attendees even compared this 

service with the pikavippi, quick loan, services.  

Like in Foodie.fm also in this case attendees emphasized the need to be able to 

see, touch and fiddle the products. Attendees also saw that comparing the product 

information and price with similar products is important. These were also seen as 

a reason why some of them would not use this kind of mobile service. 
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13  Motivation to use services 

13.1 Location-based service in real estate: Kotimobiili 

To get more information of apartments for sale was the main argument to use this 

kind of mobile service (see table x). Users also thought that the topic itself is such 

that interests them. Other reasons to use service were that users wanted to save 

time or just entertain one and kill time. They were also curious to try this kind of 

advertising service, though they didn’t necessarily consider it to be advertising. 

Table 6: The most important reasons to use Kotimobiili service 

 # 

Killing time 5 

To try this kind of service 6 

To save time 6 

To get useful information 15 

Topic interests me 5 

Economical benefits 4 

To be a forerunner 1 

To share content for others - 

To attend and win something 1 

Something else - 
 

 

Some attendees said also that they know many people who would just browse 

different apartments with this kind of service. Main motivation for them is just to 

have fun or to satisfy their curiosity. 

13.2 Multibrand platform for groceries: Foodie 

As seen from table x the most important reasons for attendees to use this kind of 

service would be saving time or getting useful information. Also some users were 

only interested in to trying out this kind of service to see how it works and 

whether it is useful for them. Especially the recipes that the service offers were 

seen to be the most useful by the attendees and they were interested in testing and 

using them. 
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Table 7: The most important reasons to use Foodie.fm service 

 # 

Killing time 2 

To try this kind of service 6 

To save time 11 

To get useful information 10 

Topic interests me 1 

Economical benefits 4 

To be a forerunner 4 

To share content for others 1 

To attend and win something - 

Something else - 
 

13.3 Shopping mall service: Mobile vouchers 

Users were interested in the use of mobile vouchers mainly because of three 

reasons: to receive useful information, to save money and out of curiosity (see 

table x).  

Table 8: Most important reasons to use mobile vouchers 

 # 

Killing time 4 

To try this kind of service 9 

To save time 2 

To get useful information 11 

Topic interests me 3 

Economical benefits 9 

To be a forerunner 3 

To share content for others - 

To attend and win something 3 

Something else - 
 

 

QR codes had some novelty value which motivated a few users, but the topic and 

content of the vouchers were seen more important. Users who like to utilise 

special offers and traditional vouchers were most motivated to use mobile 

vouchers as well. Some users commented that they are not interested in any 

vouchers, not having time to “chase cheap coffee”. The location of codes was seen 

relevant; users mentioned that they would like to pick codes from 

newspapers/magazines or on a bus stop, as in a shopping centre they may be too 

busy to do so.    
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13.4 Sponsored shopping wall 

Shopping wall was experienced to be an interesting service and many of the 

attendees would at least like to try it to see how it works. Also by browsing the 

products in the service they can get useful information and get familiar with 

different products. The users’ intention to use the service depends on which 

products the service contains and their opinion about the content varied a lot; 

some of them said that they would not by food with this kind service while others 

thought that they would not by domestic appliances with the service. The 

attendees also thought that this kind of service might help them to save time since 

they can use spare time for making purchases. 

Table 9: Most important reasons to use shopping wall 

 # 

Killing time 1 

To try this kind of service 10 

To save time 10 

To get useful information 8 

Topic interests me 2 

Economical benefits 4 

To be a forerunner 2 

To share content for others - 

To attend and win something 1 

Something else 1 
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14 Mobile advertising and brands 

Most of the attendees remembered at least some of the brands involved to the 

services. The service itself did not affect to their opinion about the brand. In case 

of Kotimobiili service the Huoneistokeskus was told to be already very well-

known and trustworthy brand. The known brand also added the attendees trust 

towards the Kotimobiili service. But because the Kotimobiili presents only 

products of the one brand the attendees would rather use those services which 

have also other brand’s products. 

Services also tempted at least some attendees to find more information of the 

products presented in the service. Mobile voucher and Foodie.fm services would 

also tempt the attendees to buy presented products. 

Table 10: How brands in all presented services affected to the attendees 

 
Totally 
disagree 

  

Totally 
agree 

Don’t 
know 

I remember some brands in 
the service  

2 3 12 28 4 

My opinion about the 
brand(s) changed 

19 4 4 3 17 

The service tempted me to 
find more information of 
products  

8 5 18 8 10 

The service tempted me to 
buy products 

12 5 16 7 9 

Known company/ sponsor 
added my trust towards the 
service 

7 4 13 11 14 

Visibility of brands in the 
service irritated me 

33 7 - 1 8 

The attendees were asked whether the visibility of the brand in the service irritates 

them. At least in these services the brands were not seen as disruptive. Some 

attendees thought that if the service is well done and works reliably the brand is 

not so important. Then the service itself becomes a brand. 

The Foodie.fm service includes only S-group’s food markets and consumers were 

asked whether this affects to their experience of the service. The attendees 

commented that the products and content in the Foodie.fm are not so food market 

specific so the information is still useful for them even though they would not 

visit in S-group’s food markets.  
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In shopping wall service it was tested how users would react to the sponsoring 

brand which offers the service. Most of the users did not even pay attention to the 

sponsoring brand printed to the bottom of the ad. And if they did they did not 

realise connection between the service and brand. According to many attendees it 

did not make differences if the service had sponsor; more important is that service 

works well. 
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15 Overall summary 

After the attendees had familiarized themselves with all the services they were 

asked which of the services were most appealing and in which context they would 

use these kinds of services. 

Because the Huoneistokeskus and Foodie.fm were already ready-made and fully 

functioning services, it was not a huge surprise that the attendees thought that 

these would be the most useful services for them. Also the content of these 

services were topical or interesting for attendees.  

Of the two presented concepts the mobile voucher was seen to be interesting 

service in the future. This might be because by using this service the attendees can 

have financial benefits. 

The services were experienced to be easy and fast to use and some of the 

attendees were even quite surprised that they were so simple to use.  Especially 

the QR codes were ones that some of the attendees had not early experienced and 

they were very surprised that using them was so easy and simple. 

The attendees’ opinion about where and when they would use these kinds of 

services varied a lot. Some of the services were seen to be so much related to 

exact place and context (e.g. mobile vouchers) that they would only use the 

service there. Still some of the services were seen to be such that they can be used 

very spontaneously no matter of time or place (like Foodie.fm). Some of the 

attendees responded that they could use these services anytime when they face 

them. Especially mobile vouchers were mentioned to be such that users can load 

to their mobile very spontaneously e.g. on the bus or other public transport. 

When discussed about the main hindrances why the attendees would not use the 

services the most often mentioned reason was that they do not have a proper 

device or applications to be able to use services. Also the content of the service 

was mentioned to be very important reason to use or not to use services; if the 

service does not offer useful information they would not use it. 

At the end of the session some of the attendees mentioned that it was very 

interesting and fun to participate to this kind of service testing. They were pleased 

to be able to see what kind of services there might be available in the future. They 

were also very pleased that by this way they could say their opinion about the 

services. 
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