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Johdon yhteenveto 

Raportin takana olevan tutkimuksen tavoitteena oli ymmärtää, kuinka 
mobiilimarkkinointistrategioita käytännössä toteutetaan suomalaisissa yrityksissä, 
kuinka uusia mobiilimarkkinoinnin keinoja otetaan käyttöön ja millaisia 
mobiilimarkkinoinnin tekijöitä yritykset korostavat kuluttajamarkkinoinnissaan. 
Liiketoiminnallisena tavoitteena oli tuottaa mainostajista tietoa, jonka pohjalta 
voidaan rakentaa laadukkaampia ja helpommin myytäviä, ostettavia ja 
toteutettavia mobiilimarkkinoinnin konsepteja.   

Tutkimusaineisto kerättiin laadullisilla haastatteluilla 11 eri kuluttajabisneksen 
aloilla toimivasta suomalaisesta yrityksestä. Yritykset olivat suomen mittapuulla 
suuria mainostajia ja tutkijoiden oman tulkinnan mukaan edustivat eri vaiheita 
mobiilimarkkinoinnin hyödyntämisessä. Haastatellut olivat tyypillisesti 
yrityksensä markkinoinnista tai kuluttajaviestinnästä vastuussa olevia johtajia tai 
päälliköitä. Haastattelut toteutettiin marraskuun 2012 ja tammikuun 2013 välisenä 
aikana. 

Tutkimuksessa tunnistettiin neljä yhteistä piirrettä yritysten 
mobiilimarkkinointistrategioissa: 

1. Yleinen asenne ei ole enää este mobiilimarkkinoinnille. Tämän 
seurauksena mobiilimarkkinoinnin konseptien myyntiargumenttien ei enää 
yleensä tarvitse lähteä aivan perusteista eikä perustella 
mobiilimarkkinoinnin yleistä tärkeyttä.  

2. Yrityksillä ei ole mobiilimarkkinointistrategioita vaan mobiili on osa 
digitaalisen markkinoinnin ja asiakaspalvelun strategioita ja budjetteja. 
Yhteyden luominen laajempiin digimarkkinoinnin tavoitteisiin on siis 
keskeistä myös myytäessä uusia mobiilimarkkinoinnin konsepteja. 

3. Erilaisten mobiilimarkkinoinnin keinojen tietoinen kokeilu korostuu 
strategioissa. Kokeiluille on osassa yrityksiä varattu myös erillinen 
budjetti ja yritykset etsivät aktiivisesti uusia keinoja, kunhan niitä on 
mahdollista pilotoida ensin pienemmällä kustannusriskillä. 

4. Vuoden 2013 alkupuoliskolla painopiste oli yritysten omien 
mobiilipalvelujen kehittämisessä. Mobiilimarkkinointikonseptien 
myynnissä tämä voidaan huomioida painottamalla linkkejä yritysten omiin 
mobiilipalveluihin. 
 

Näiden yhteisten strategiapiirteiden taustalla yritysten mobiilimarkkinoinnin 
päätöksiin vaikuttaa laajempi ympäristö. Myös tämän kontekstin avainelementtejä 
voidaan huomioida uusien mobiilimarkkinoinnin palvelujen kehittämisessä ja 
myynnissä. Tässä raportissa elementit on jaettu kolmeen näkökulmaan: 

1. Asiakasvuorovaikutuksen näkökulma, johon liittyvät kuluttajien valmius 
ottaa käyttöön mobiilipalveluja, kasvavan kuluttajavuorovaikutuksen 
vaatimukset sekä yhtenäisen asiakaskokemuksen turvaamisen tavoitteet. 

 Mobiilimarkkinoinnin konseptien myynnissä tulisi tuoda esiin 
kuluttajakokemuksen näkökulma ja konkretisoida se, kuinka 
palveluun mahdollisesti liittyvä kuluttajavuorovaikutus on 
suunniteltu hoidettavaksi kustannustehokkaasti. 



Next Media - a Tivit Programme 
 

 Phase 3 (1.1-31.12.2012) 

 

 
 WP 2 SCALABLE ADS FOR SMARTMOBS D2.1.1.5 
 

3 (46) 
 

 

2. Organisaation sisäinen konteksti, jonka muodostavat nykyisten 
käytäntöjen hajanaisuus, pyrkimys edelleen vaikuttaa organisaation 
sisäisiin asenteisiin sekä halu kehittää mobiiliin liittyvää osaamista. 

 Palveluntarjoajien täytyy hyväksyä se, että käytännöt uusien 
mobiilimarkkinoinnin konseptien käyttöönotossa vaihtelevat 
yrityksittäin. Palveluntarjoajat voisivat kuitenkin tukea sisäistä 
markkinointia ja mobiilimarkkinoiden tavoitteiden asettamista 
tarjoamalla enemmän benchmarking-tietoa erityisesti yritysten 
omilta toimialoilta. 

3. Ulkoinen konteksti, johon liittyvät mobiilimarkkinoinnin laajentunut 
partneriverkosto, toimialan erityispiirteet sekä teknologinen kehitys. 

 Uudet konseptit täytyy myydä koko laajalle verkostolle. 
Palveluntarjoajien pitäisi ymmärtää kohdetoimialojen erityispiirteet 
kuten sääntely, bisneslogiikka ja asiakaspolku nykyistä paremmin. 
Oman keskeisen haasteensa uusien konseptien kehittämiselle 
asettaa niiden integrointi yritysten muihin järjestelmiin ja niihin 
liittyviin käytäntöihin. 
 

Tutkimuksessa luonnostellaan myös yritysten mobiilimarkkinoinnin 
kehityspolkua. Polku jaetaan neljään tyypilliseen vaiheeseen, joista jokaisessa on 
omat erityispiirteensä ja erilaiset painotukset palveluntarjoajiin kohdistetuissa 
toiveissa. 

1. Orientaatio -vaihe: 
 Yritykset ovat tehneet yksittäisiä kokeiluja 

mobiilimarkkinoinnissa, mutta koordinaatio on epävirallista ja 
organisoimatonta. Tuotekehityksellä ja tietohallinnolla voi olla 
muita vaiheita suurempi rooli mobiilimarkkinoinnissa. 
Palveluntarjoajilta toivotaan erityisesti tukea mobiilimarkkinoinnin 
sanoman eteenpäin viennissä yrityksen sisällä sekä mobiilin 
tuomien imagoetujen konkretisointia. 

2. Aktiivisen yrityksen ja erehdyksen vaihe: 
 Mobiilimarkkinoinnin fokus on omien palvelujen kehittämisessä 

sekä tietoisessa erilaisten vaihtoehtojen kokeilussa. 
Digimarkkinoinnille on olemassa omat vastuuhenkilönsä, jotka 
miettivät parhaillaan mobiilimarkkinoinnin priorisointia ja 
vaiheistusta. Palveluntarjoajilta odotetaan erityisesti esimerkkejä 
mainostajan omalta toimialalta sekä benchmarking-tietoa omien 
mobiilimarkkinoinnin tavoitteiden asettamisen tueksi. 

3. Integraatiovaihe: 
 Työ keskittyy mobiilimarkkinoinnin integrointiin muihin 

bisnesprosesseihin. Digitaaliselle markkinoinnille on olemassa oma 
tiiminsä, uutta osaamista siihen liittyen on usein jo rekrytoitu 
yritykseen. Mobiilimarkkinointiin liittyvän toimijaverkoston 
johtaminen koetaan haasteeksi. Palveluntarjoajilta toivotaan 
helposti ostettaviksi paketoituja kokonaiskonsepteja sekä nykyistä 
yksityiskohtaisemman kuluttajatiedon saamista. 

4. Arkipäiväistymisen vaihe: 
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 Mobiilimarkkinointi ymmärretään laajana kirjona erilaisia 
markkinoinnin keinoja ja se on luonteva osa päivittäistä työtä 
markkinoinnissa. Sen organisointia ei enää koeta keskeiseksi 
haasteeksi. Palveluntarjoajilta toivotaan erityisesti uusia, 
innovatiivisia ehdotuksia sekä sitä, että mobiilimarkkinointia 
myytäisiin osana muuta markkinoinnin tai median palettia. 

 
Raportissa kuvattuja strategioiden yleispiirteitä, päätöksentekokontekstin 
ymmärrystä ja eri vaiheiden erityispiirteitä voidaan hyödyntää uusia 
mobiilimarkkinoinnin palveluja kehitettäessä ja myytäessä. Yleisenä 
johtopäätöksenä voidaan kuitenkin todeta, että mediayritysten rooli yritysten 
mobiilimarkkinoinnin kuvauksissa on tällä hetkellä melko näkymätön. 
Mobiilimainonnassa konseptit, jotka keskittyvät taktisiin markkinoinnin 
tavoitteisiin (esim. myynninedistäminen, liidien hankkiminen), näyttäisivät olevan 
helpommin mainostajien käyttöön otettavissa. Muita kiinnostavampia ovat myös 
konseptit, jotka korvaavat erillisten kampanjasivujen rakentamisen tarvetta, ovat 
jatkuvassa käytössä yksittäisen kampanjan sijaan, lisäävät asiakasdialogia ja 
sisältävät uusia kohdentamismahdollisuuksia. Omien mobiilipalvelujen 
korostumisesta huolimatta tarve niiden paremmalle esilletuonnille esim. 
mobiilimediassa jakaa mielipiteitä. Median mahdollisesti tarjoamat useamman 
mainostajan tai brändin yhteispalvelut sekä median ylläpitämät sponsoroidut 
mobiilipalvelut herättävät kiinnostusta, mutta niiden tulevaisuuden roolissa 
nähdään myös haasteita. 
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Executive Summary 

In this report, we are examining the way mobile marketing strategies are put to 
practice in Finnish companies, how mobile marketing innovations are adopted and 
what insights the companies have in mobile consumer marketing in their business 
context. The business goal of this research is to provide understanding for creating 
new mobile marketing concepts that are easy to market, sell, buy and implement. 

The data was collected with qualitative interviews from 11 advertisers who 
represented a versatile set of companies from the Finnish B2C industry. These 
companies were – by our judgment – in different maturity level with mobile 
marketing. Interviewees were primarily directors or managers responsible of 
marketing/brand/communications or business development in their company, and 
interviews were carried out between November 2012 and January 2013. 

Four common features in current mobile marketing strategies and their 
implications to selling mobile marketing concepts are discovered: 

1. The overall attitude is not a barrier to mobile marketing anymore. Selling 
arguments does not have to start anymore by emphasizing why mobile is 
important in the first place. 

2. Companies do not have mobile strategies; mobile is a part of digital 
marketing and digital customer service strategies and budgets. For mobile 
service providers, this means that the benefits of mobile marketing as a 
part of digital marketing should be demonstrated. 

3. Experimentation and the strategy of trial and error are emphasized in 
mobile marketing. Sometimes there is for example a separate budget 
reserved for trying out things in mobile. Companies are actively looking 
for new ways for mobile marketing as long as they can pilot it with fairly 
low costs. 

4. Emphasis is currently in developing companies’ own mobile services. This 
could be taken into account in selling arguments by showing links from 
the sold marketing concepts to the company’s own mobile services. 

 
Behind these common strategy features, there is the organizational context in 
which the decisions regarding mobile marketing are made. The key elements in 
this context and their implications to mobile service providers are categorized into 
three viewpoints:  

1. Customer interaction including the themes of target group readiness, 
growing consumer interaction and aiming at coherent customer experience 

 Mobile marketing service providers should be able to demonstrate 
how their service ensures coherent consumer experience and how 
the consumer interaction possibly related to service is handled. 

2. Internal organizational context including current unclear practices, 
influencing attitudes and developing knowhow 

 Mobile service providers have to accept the fact that the typical 
process of adopting new mobile marketing concepts does not exist. 
They could support the internal marketing and the development of 
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knowhow in target setting by providing benchmark data from other 
mobile marketing concepts. 

3. External context including partner network, competitive environment and 
technological development 

 Service providers have to sell their concepts to the whole network 
of actors around mobile marketing. The target industry 
characteristics, like regulations, business logic and customer 
journey, should be understood better by mobile service providers 
than they currently are. The integration of mobile marketing to the 
older information systems of companies sets an extra challenge to 
service providers. 

In addition to highlighting the common features and describing the context in 
which the decisions are made, this report categorizes the typical path that 
companies take in mobile marketing adoption. This path is illustrated with four 
phases that have unique focus of mobile marketing, different characteristics in 
coordination and different emphasis in expectations from service providers.  
 

1. Orientation -phase: 
 Companies have done ad-hoc trials in mobile marketing, but the 

coordination is unorganized and informal. R&D and IT can have a 
bigger influence than in other groups. Support for evangelizing 
mobile marketing inside the organization and image benefits are 
looked for from mobile service providers. 

2. Active trial and error -phase: 
 The focus of mobile marketing is on own services and intentional 

experimentation. Prioritizing and phasing of mobile marketing is 
on the agenda. There are dedicated persons for digital marketing. 
From the mobile service providers, these companies expect 
benchmark data for target setting and examples taking the industry 
setting into account. 

3. Integration -phase: 
 The focus is on forming categorizations to mobile marketing and 

integrating it to other business processes. There is a dedicated team 
for digital marketing, new knowhow has been recruited and 
managing the network of actors is considered as a challenge. 
Expectations from mobile service providers emphasize easy 
packaging of offerings and more detailed consumer data. 

4. Business as usual -phase: 
 Mobile marketing covers a broad spectrum of solutions and is a 

natural part of digital dialogue and daily work. Organizing of 
mobile marketing is not a focal challenge anymore. Companies 
expect new and innovative concepts from service providers and 
want to buy mobile marketing as a part of other media settings. 

 
In a conclusion, the current role of media in companies’ mobile marketing was 
considered fairly invisible. In mobile advertising, advertisers seem more willing to 
adopt mobile marketing concepts that concentrate on tactical goals (e.g. sales 
promotion, generating leads), replace the often costly mobile campaign sites, can 
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be utilized continuously, enhance consumer dialogue and contain a targeted 
message. Regardless of the current emphasis on companies’ own mobile services, 
the need to find new ways to promote those services divides opinions. Widening 
the media role from providing mobile media environments for advertising to 
providing services either as multi-brand mobile environments/marketplaces or as 
sponsored services gathers advertiser comments both for and against. 
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1 Introduction 

Since its birth mobile has been, by turns, both overstated and understated as a 
marketing channel by the advertisers. Rapidly evolving mobile technology has 
brought about ambitious mobile marketing plans, which have then been 
implemented with high expectations but have ended up generating only modest or 
unclear results. Bad and often costly experiences – either own or somebody else’s 
– engender caution amongst advertisers and can delay the readiness to invest to 
the ‘next promising mobile marketing technology’, which seemingly is always 
just around the corner.  

The passing year (2013) is once again looking like a breakthrough year for mobile 
marketing: devices are now smart, usable and widespread, network capacity is 
sufficient and – perhaps most importantly – controlling power in mobile software 
has moved from operators and manufacturers to the consumer (de Reuver & 
Bowman 2010, Linna et al. 2012). Now virtually any quarter can develop a 
mobile application that can be run in hundreds of millions of iOS or Android 
devices, and company websites can be and are accessed from anywhere the 
consumer is. A research conducted by the IAB Europe (Fennah 2012) indicated 
that nearly a third of Finns went online using a mobile. Mobile marketing 
investments are growing and mobile is no longer small fry in the marketing 
business. The advertisers know that various mobile activities are increasingly 
attached to consumers’ everyday lives, and mobile has become a strategic channel 
in many advertisers’ business (Johnson & Wannemacher 2011). 

Over the years, a considerable amount of research has been done about how 
different consumers adopt mobile services or mobile marketing and what are their 
attitudes towards them (Linna et al. 2012). Much less studied is how companies 
adopt new mobile marketing innovations, how are they put to action and on what 
grounds are their success or failure determined. Further, we know that many 
companies have ‘mobile strategies’, but we are lacking scholarly insights about   
how mobile strategy is actually designed and implemented, and how does it 
interwove in the business model. These questions are important, because in order 
to make the most of mobile marketing, a mobile service provider must also 
understand how mobile strategy is actually realized inside the organization (and in 
the partner network it has in marketing communication), and what possible 
impediments it has. Even the most brilliant mobile marketing application does not 
bring desired results if it does not fit in to the needs and business environment of 
target (advertiser) companies. 

In this report, we are examining the way mobile marketing strategies are put to 
practice in eleven Finnish companies. In more detail, we want to find out how and 
by whom mobile marketing strategies are put to practice, how mobile marketing 
innovations are adopted and how is the work organized and what insights the 
companies have in mobile consumer marketing in their business context. The 
business goal of this research is to provide understanding for creating new mobile 
marketing concepts that are easy to market, sell, buy and implement.  
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Since mobile marketing is a many sided concept (Leppäniemi et al. 2006) and our 
case study rests upon subjective viewpoints of several different hands-on experts, 
we decided to use the simple but broad definition of mobile marketing by 
Vatanparast (2010): mobile marketing is marketing in mobile context. This means 
that mobile marketing is understood to cover a broad range of mobile marketing 
solutions from mobile banners to location-based services and QR codes, and to 
tailored marketing or consumer interaction services. Vatanparast’s definition is 
also in line with 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”. 

We would like to thank Pekka Väisänen from DNA, Susanna Kinnari and Tuomas 
Otala from Terveystalo, Jarkko Konttinen from Finnair, Marja-Riitta Jarva from 
Ruokakesko, Anne Mehtäläinen from HOK-Elanto, Veera Salo from Nissan, 
Jussi-Pekka Erkkola from Valio, Peter Lindström from Orion, Kati Sulin from 
Fazer and two other anonymous consumer marketing experts for their valuable 
insights into current marketing practices and future ideas. 

This report is part of Scalable Ads for Smartmobs -project, which studies and 
develops new mobile marketing concepts. The project is carried out in 
cooperation with VTT, TBWA, Starcut Software Oy, Sanoma News and Nissan, 
and is part of Next Media research program. 

2 Research setting 

We used a qualitative case study method with multiple cases to address the 
research problems. The data was collected with qualitative interviews from 11 
different companies and carried out between November 2012 and January 2013. 
Our approach followed loosely the case study process framework introduced by 
Eisenhardt (1989), where the emphasis is in the observations that arise from the 
case data, and iterative approach to existing literature is favored. Both qualitative 
interviews and Eisenhardt’s process framework suit in our research setting where 
the cases (here companies) are differing and dynamic, research area is novel and 
evolving, and there is a large number of divergently defined concepts and 
variables. 

Once the research questions were defined, we selected a sample of 12 suitable 
case companies in the pre-study. The sample represented a versatile set of 
companies from the Finnish B2C industry, which were – by our judgment – in 
different maturity level with mobile marketing. By Finnish standards these 
companies were large and thus expected to have a well-defined marketing strategy 
and several in-house marketing professionals. The twelve cases represented six 
different classes defined by the statistical standard industrial classification (TOL 
2008) by Statistics Finland. TOL 2008 follows the European Union's 
classification of economic activities. From these 12 companies one food 
processing company was dropped out after preliminary study since they did not 
have any experience or plans about mobile marketing, and were reluctant to 
participate. The interviewees were primarily directors or managers responsible of 



Next Media - a Tivit Programme 
 

 Phase 3 (1.1-31.12.2012) 

 

 
 WP 2 SCALABLE ADS FOR SMARTMOBS D2.1.1.5 
 

12 (46) 
 

 

marketing/brand/communications or business development. The case companies 
and the interviewees are summarized in Table 1. 

Table 1: The case companies and the interviewees 

Industrial classification No Interviewee 
status 

Area of responsibility 

Consumer goods and 
manufacturing 

1 Director Digital / Online marketing 

2 Director Digital / Online marketing 

3 Director Marketing / Brand / 
Communications 

Wholesale and trade 4 Manager Marketing / Brand / 
Communications 

5 Director Marketing / Brand / 
Communications 

6 Manager Business Development 

Transportation and storage 7 Director Marketing / Brand / 
Communications 

Information and 
communication 

8 Director Business Development 

9 Director Marketing / Brand / 
Communications 

Financial and insurance 
activities 

10 Specialist Marketing / Brand / 
Communications 

Human health and social 
work activities 

11 Director Marketing / Brand / 
Communications 

Before entering the field we crafted the interview protocol which included a series 
of question outlines under four phases and put together material for elucidation 
and comparison (including an example application designed by Starcut Software 
Ltd, VTT and TBWA) for the last two of them. An outline of the interview 
protocol with example questions was sent beforehand to the interviewees for 
preparation. Interviews started with discussion about the role of mobile marketing 
in marketing strategy. Second section included more detailed questions about the 
process of mobile marketing innovation adoption i.e. about the steps that 
advertisers typically take when they start utilizing new mobile marketing 
concepts. The last two sections of interviews were highly interactive and consisted 
of reflection about earlier research results and about an illustrative example 
application. Table 2 exemplifies the course of the interview, which altogether took 
around 70 minutes. 
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Table 2: Outline of the interview 

Phase Main idea 

1 Role of mobile marketing in marketing strategy 

2 The process of mobile marketing innovation adoption 

3 Discussion about research and survey results: Linna et al. (2012), Johnson 
& Wannemacher (2011) and Fennah (2012) 

4 Discussion about demonstration application: Kulju & Tammela (2013) 

Interviews were recorded and transcribed. The analysis of interviews was based 
on reading the open, freely formulated answers of respondents. The themes that 
emerged from the data were described and illustrated with quotations from 
interviewees. Themes were then grouped and categorized in order to find 
meaningful insights for mobile marketing service providers.  

In this report, four common features in current mobile marketing strategies are 
described in section 3. In section 4, the organizational context affecting decisions 
regarding mobile marketing and its key elements are elaborated. In section 5, the 
typical path that companies take in mobile marketing adoption is categorized. This 
path is illustrated with four phases that have unique focus of mobile marketing 
and different emphasis in expectations from service providers. In section 6, some 
implications for media and other mobile service providers are pointed out and in 
section 7, the lessons learned are wrapped up. 

3 Four common mobile marketing strategy features 

Four common features in companies’ current mobile marketing strategies were 
identified. These features can be taken into account in planning and selling new 
mobile marketing concepts. 

3.1 Attitude is not a problem 

The overall attitude in advertiser companies is not a barrier for mobile marketing 
anymore. The similar positive viewpoint to mobile marketing is described in 
interviews regardless of the phase of mobile marketing adoption. The next 
quotations illustrate this positive attitude: 

First I want to say this one thing that is really important. The attitude is not a 
problem anymore! 

It is not necessary to evangelize mobile anymore in our company. The idea has 
already made a breakthrough, it is obvious already. Nobody is questioning it. It is 
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so obvious that the attitude is more like: “Why the hell – sorry for cursing – we 
don’t have mobile services and when we will get it?” 

Every slide set still starts with many slides about how important mobile is. And we 
are like, yes, we know this already, we don’t have to revise all this basic 
information… Now we are bolder and we trust that consumers really are there in 
mobile. 

There is an overall agreement that mobile is an important marketing channel, but 
there are still some challenges with integration throughout the organization: the 
level of understanding in different organizational functions and levels varies. If 
you compare to earlier research in Next media programme, you could say that the 
situation is somewhat similar with mobile marketing than it was with social media 
marketing in 2010 (Ainasoja et al. 2011).  

3.2 Mobile as a part of digital marketing 

Advertisers do not have mobile marketing strategies or goals or budgets. Instead, 
they have digital marketing and digital customer service strategies and budgets. 
The aim here is not to take a stand for a separate budget, but to point out this 
context that is not usually visible in surveys measuring the role of mobile 
marketing but is still something that mobile marketing service providers should 
take into account while planning and selling new offerings. Advertisers do not 
primarily set targets for mobile marketing alone: they have to be able to see the 
benefits as a part of total digital marketing or customer service strategies. 

If we zoom to the mobile, it is a part of the wider strategy of digitalization. It is 
not a separate thing and it is a bit hard for me to describe it separately. 
 
We have not split up our targets in that way: we don’t have separate targets for 
mobile. We have targets for marketing and then we use all channels that are 
suitable… We have not split the work either to the level of mobile marketing; we 
have people responsible for digital marketing.  
 
I don’t even see something called mobile marketing, I see only digital interaction. 

 
It is difficult to find any joint descriptions of mobile marketing. Companies in the 
earlier phases of mobile marketing adoption do not have any clear categorizations 
and the others seem to perceive and make sense of mobile marketing with slightly 
different categorizations. Table 3 gives four examples of mobile marketing 
categories utilized by interviewed advertiser companies. Some interviewees 
describe their mobile marketing based on the phase of customer journey that 
mobile marketing is aiming at, while another makes a distinction between 
continuous mobile services, mobile campaigns and mobile social media dialogue 
that is constantly changing. Third interviewee starts the description from strategic 
and tactical marketing goals, while the fourth presents different goals for different 
mobile technologies. It cannot be said based on this qualitative data if some 
perspective is more common than the other, this just illustrates that the ways to 
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define mobile marketing and its role in the marketing strategy differ from each 
other. 

Table 3: Categorizing mobile marketing 

 

 
Two of the eleven interviewed companies have a defined budget for mobile 
marketing. In their current marketing budget mobile covers roughly 1-5 per cent 
of total marketing budget, which is in line with quantitative surveys made in 
Finland.  

In other interviewed companies, the money for mobile marketing comes mostly 
from digital marketing and digital customer service budgets but it is not 
uncommon either that the budget for mobile is defined campaign by campaign or 
sales target by sales target without any predefined shares. 

We have taken the mobile into account in the budget, but there is not a specified 
sum for mobile. We have digital services that have their own budget and targets. 
And the share for mobile from that will only realize during the year. 

Instead mobile marketing budget, some companies have dedicated budget for 
mobile development projects and/or trying out different things in the mobile 
context. In these cases, the source of money can be also IT department or product 
development. This strategy is linked to a broader strategic view, which is 
described in the next section in greater detail. 

The position of mobile marketing budget is hardly getting clearer, it seems based 
on this rather narrow sample that the more mature role mobile has in the 
marketing strategy, the more complex the source of money for mobile is. 

Mobile comes from many different budgets and it should come from many 
different budgets, because you can do so many things in mobile, right? I will 
include a mobile service that we build for our sales department into the mobile. 

4 different ways to sketch 
mobile marketing categories 

• Based on the phase in the consumer journey 
 e.g. providing inspiration and information, 

helping through the buying/service process, 
enriching customer interaction/participation 

• Based on the timeframe of implementation 
 e.g. continuous services, ad hoc campaigns, 

flexible dialogue 
• Based on marketing goals 

 e.g. brand communication, tactical 
marketing 

• Based on technology 
 e.g. mobile web sites, mobile applications, 

SMS 
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And this service comes from the sales budget! And if we do a responsive site to 
some brand, of course it comes from the budget of that particular brand! 

Mobile is part of digital communications. I don’t see it practical to make a 
separate budget for mobile or for internet. I have a marketing budget and it will 
be used according to our target group and message… I get sometimes frustrated 
when they ask me, what my TV budget is for example ot my print budget. I don’t 
have it, I have a total budget. 

3.3 Experimentation as a strategy 

Advertisers emphasize experimentation and strategy of trial and error in their 
mobile marketing.  
 
We just try this and then we try that. There is no model at the moment that you 
could just adopt to do things cost-effectively. And that is the end of the story. 
Nobody has the answers. The best practices does not exist at the moment. 

 
This is not described only as inevitable condition resulting from lack of 
knowledge or skills, but at least partly as a strategic decision. For example by one 
interviewee, this kind of strategy is described to be one crucial factor enabling a 
company to become a forerunner of mobile marketing in their own field: 
 
I think many companies has the problem that they think they have to have a huge 
mobile strategy ready first and a lots of background work done. We have thought 
that we take it step by step and form the strategy on the way as we get experiences 
and learn. 
 
This experimentation strategy is not only eloquence either, but interviewees 
describe many ways for supporting this strategy in practice (Table 4). While most 
do not have a separate budget for mobile marketing, some advertisers have 
experimentation budgets: they have reserved money for trying out different things 
in digital and mobile marketing. 
 
We have a separate budget for the development… In that way, we can make 
decisions in the middle of the year and start doing some things we have not 
planned or budgeted in the first place. 
 
Last year, we had a centered budget that helped people to start doing things in 
mobile, sometimes people are a bit confused with digital and mobile. In practice, 
if I was talking about these things with you and you got excited but you were 
disappointed because you had not reserved budget for it, I was able to say that 
don’t worry, we have this supporting budget for the situations like this. Of course 
I don’t speak aloud about this separate budget everywhere. 
 
Some advertisers have built up separate teams inside the organization for 
innovating and experimenting around digital and mobile marketing. These teams 
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can take different forms from systematically organized brainstorming sessions to 
fairly stable group of people for questioning current practices. 
 
We just organized some brainstorming sessions about mobile in December. We 
had a facilitator from outside and then about 20 key people around our 
organization. We chose the best ideas that we are developing further now. 
 
We took a couple of persons and gave them some money and said that they could 
start a new company. We said that they can only work in the digital environment 
and do everything there… There are some people from marketing but also from 
other areas, people that are innovative “masterminds” that can question how we 
are doing things now. This has brought many new things we are trying to adopt 
now to our regular business.  

 
Table 4: Supporting experimentation strategy in mobile marketing 

 

 
The flexibility required for implementing experimentation strategy is reinforced in 
some companies by giving the digital marketing team the power to make 
decisions fairly independently. 
 
I decide! We have the power to make the decisions inside the budget. This field is 
developing so fast, some things we did last year are not relevant anymore. We 
don’t have the time to hesitate if we do some things or not. We have to take 
advantage of the opportunities that arise quickly. 
 
Usually I just simply suggest something to my superior. And then he/she looks it 
through and says OK, maybe poses some questions to me but that’s it. 

 
However, the most common perspective is emphasizing the organizational 
mindset for accepting the uncertainties and conscious risk taking related to mobile 
marketing.  
 
We are ready to take risks. We rather try and learn maybe that it did not work and 
why it did not work. Or then we learn that when we do it like this, it works really 
well. Our viewpoint could be described as try and fail or try and succeed –
mindset. 

Practices supporting experimentation strategy 
in mobile marketing 

• A budget dedicated to experimenting in mobile 
marketing 
• Teams for innovating digital and mobile 
marketing 
• Ensuring flexibility by letting digital team make 
rather independent decisions 
• Building up an organizational mindset for 
conscious risk taking 
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If something is fairly easy to implement and it doesn’t require a lot from us… if it 
does not work, it maybe costs us a few grand but we have the experiences from it. 
 

3.4 Emphasizing the viewpoint of mobile services 

The development of own mobile services, including both native applications and 
responsive web sites, is usually emphasized when advertisers describe their efforts 
in current mobile marketing. This is characteristic especially for advertisers who 
are just starting to build their mobile marketing strategies.  

There are three reasons behind this. Firstly and quite naturally, own mobile 
services are considered to be a prerequisite for other forms of mobile marketing.  

We have taken care that our basic site is responsive, but it is not the best in the 
market, just basics. I think the wider mobile marketing is coming later after we 
have done our own applications and services, and possibly our partners have 
done theirs… I see it that way that first we have to have the own services and just 
after that we can start promoting. 

We can do mobile advertising or anything but it does not move forward in our 
own service process… We don’t want to disappoint people: try something nice 
and then you cannot go further. 

Secondly, advertisers want to concentrate first to their basic business processes. 
This is in line with previous studies: for example the digital marketing barometer 
for 2013 (DiVia 2013) highlighted improvements in service and increasing sales 
as the most important goals for mobile channel. 

When we started to think our mobile strategy, how we will start in mobile, we 
decided that the focus has to be some permanent element – the service view. It has 
to be us as a partner in our customers’ everyday life. 

Thirdly, respondents describe own mobile services easier to budget and get 
approved than other forms of mobile marketing. Own mobile services are easier to 
justify as investments especially in the first phases of mobile marketing adoption. 

Mobile marketing is still fairly small, if we talk about the pure mobile marketing, 
not about the services that are considered to be more like an investment. 
 
The continuous services are simpler, because when you do it once, it is a one-time 
investment that pays itself back quite quickly. 

 

4 Understanding mobile marketing landscape 

In the previous section, the common mobile marketing strategy features of 
interviewed advertisers were described. But how is this view built? Which 
viewpoints form the context in which advertisers make their decisions regarding 
mobile marketing? Which factors affect the advertisers’ views towards mobile 



Next Media - a Tivit Programme 
 

 Phase 3 (1.1-31.12.2012) 

 

 
 WP 2 SCALABLE ADS FOR SMARTMOBS D2.1.1.5 
 

19 (46) 
 

 

marketing either by slowing down or speeding up the mobile adoption of 
advertisers? 
 
In this section, the key elements in the organizational context behind the mobile 
marketing decisions are elaborated. 
 
The mobile marketing landscape of advertisers is divided here into three 
viewpoints: customer interaction including the themes of target group readiness, 
growing consumer interaction and aiming at coherent customer experience; 
internal organizational context including current practices, influencing attitude 
and developing knowhow; and external context including partner network, 
competitive environment and technological development (Figure 1).  
 

 
 

Figure 1: Mobile marketing landscape 

 
These viewpoints are next described more closely in order to understand the 
context in which advertisers are currently making the decisions related to mobile 
marketing. The viewpoints cover themes that were recurrently brought up in 
interviews, but the exact role was dependent on company situation. The same 
theme was described to be a barrier to mobile marketing in one advertiser 
company and a facilitator in another company. In any case, these were the 
meaningful viewpoints for understanding current mobile marketing context. 
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4.1 Customer interaction 

4.1.1 Target group readiness 

Almost all interviewees start to describe their mobile marketing from the 
consumer perspective. This is a common way to describe the overall target for 
mobile: “Our target for mobile is to serve our customers in their everyday lives” 

 
It is already a known fact among advertiser companies that the usage rates of 
mobile are growing and this encourages companies to invest in mobile marketing. 
Companies have also started to feel the pressure and demands from the customers 
to develop mobile services. 
 
The usage of mobile is surprisingly strong. But if I turn it other way around, if all 
my potential customers would be on a market square, I would take a cardboard 
box, I would stand on it and would shout my marketing message there. But now 
when mobile is pulling customers, we are investing in it more and more. 
 
This is just growing, people like mobile services and are willing to use them more. 
And they even demand it from us and ask why something is not working in mobile. 
 
The mobile adoption of consumers can also prevent mobile marketing from 
growing. In some businesses, users of mobile are still not in the main target group 
for marketing. Mobile can still reach only the advanced user groups and the 
possibility to more detailed targeting can further shrink the amount of people 
receiving the messages.  

If we talk about a bit more advanced things that require some sort of loading or 
something, we are still talking about advanced+ user groups. It is not yet Mr. 
Möttönen from the hinterland who is doing it all instinctively. The penetration has 
been slower than I expected. It is still a challenge, the consumer readiness and 
knowledge. 

It is not mobile-first -thinking yet if we look our main target groups. 

If you start to make targeted messages, the target groups become quickly quite 
small. You have to plan the campaign and it takes money. Even if the 
implementation would be fairly inexpensive, the tight target group definitions 
make the target group small and the costs compared to the benefits too big. 

 
Due to these limitations in target group readiness, advertisers prefer piloting new 
mobile marketing concepts first with a smaller risk. 
 
While the masses are fairly small, we want to pilot new things with smaller costs 
and smaller risks first. 

 
This causes challenges also to internal marketing: the figures are easily compared 
to the usage of web sites and in order to convince people inside the organization 
about the investments in mobile marketing, the advertiser has to be able to 



Next Media - a Tivit Programme 
 

 Phase 3 (1.1-31.12.2012) 

 

 
 WP 2 SCALABLE ADS FOR SMARTMOBS D2.1.1.5 
 

21 (46) 
 

 

describe the wider meaning of mobile marketing to the brand and customer 
centricity. 
 
I think internally the biggest challenge is always that how many potential users 
this service is expected to have in the next month or in the next year. Because 
those numbers are always smaller than the ones for some web site. You have to 
trust that even if this application or the certain version of application will not pay 
itself back immediately, it will have an important impact on the brand as a whole 
and we just have to do it. 
 

4.1.2 Growing consumer interaction 

The growing usage of mobile together with other digital channels and social 
media has driven a wider change in consumer interaction. This change has 
moulded the customer interaction in many ways. Some interviewees describe that 
they have for the first time actually developed a direct contact with consumers. 
Some describe that the interaction have developed into continuous and more 
intimate than before. Other characteristics of this new connection follow those 
ones described in other studies: the growing meaning of pictures and location 
based services, using multiple channels and the growing eagerness of people to 
form social networks around brands and to give feedback and ideas to the 
companies. 

The biggest change is that we have got a B2C relationship we didn’t have before. 

It has changed the way customers are approached. It is more personal and less 
official tone overall. 

Handling this new kind of interaction is a challenge in digital marketing and in 
mobile marketing. 

4.1.3 Aiming at coherent customer experience 

One current question in customer interaction was the striving for coherent 
customer experience between different channels and devices and service 
providers. This challenge is linked with the organizational change: the coherent 
customer experience requires different actors inside the company and in the 
network to understand mobile and to work together. 

If you go to some of our campaign sites and there is a good offering, you should 
be able to buy it right away. Our marketing takes care that the campaign site 
works well in mobile, but when you move on to the purchase, other people are 
responsible for it and they have not necessarily thought through it from the mobile 
point-of-view. It means that the customer experience is good on a campaign site 
but it is not coherent from there on, not yet today. 

In one of our services, the visual image changes in the middle of the service 
process. It has awakened a lot of discussions and wondering and feedback… I 
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mean that the planning of this experience and customer journey from the start 
right to the end has to be focused on. 

4.2 Internal context 

4.2.1 Current unclear practices 

Currently, there is not yet a clear picture of best practices in mobile marketing for 
most of the interviewed companies. Instead, the ways of handling mobile 
marketing vary company by company and case by case. It was not possible to find 
a typical process of mobile adoption in the companies. For example the sources of 
ideas and the emphasis put on the different dimensions of consumer perceived 
value (i.e. utilitarian and hedonistic benefits) seem to be highly company-specific. 
The quotations from interviews illustrate the situation that is characterized by 
constant changes and influences in many parts of operations. 

When we were building the service, it was one process. When we made the mobile 
versions of our brand sites, it was another process. Every campaign is a different 
process. They are unique; there is not a typical process yet. 
 
We have some ongoing projects but they are fairly new ones. The world has 
changed dramatically during the recent year and I think the timing is right for this 
kind of research, because it is all happening right now. 
 
Addition to unclear practices, also the timeline of mobile marketing varies. 
Interviewees describe mobile marketing services that have been implemented in 
three weeks from idea to full launch. On the other end, interviewees describe 
projects have started already ten years ago with older techniques. 

We were almost ready to forget the whole idea, because we decided that the text 
messages cost too much. But then these smart phones started to spread and we 
started to implement the same idea again with these new techniques. 

This constantly changing situation has many consequences. It leads to challenges 
in defining the responsibilities and decision making boundaries inside the 
organization and forces advertisers to experiment and pilot different things. On 
the other hand, it gives mobile service providers many opportunities to sell mobile 
concepts: 

If the seller finds the owner of the development budget, he/she can get a 
spokesman inside our organization. If the seller convinces brand manager and 
gets the mobile inside the communication plan of the brand, it can be a one way. 
Or it can be sold straight to the business or to the IT. We are a cornucopia for 
someone selling mobile concepts. 

It also leads to different opinions on how new mobile service concepts should be 
sold to advertisers. Most of the advertisers struggling with the unclear practices 
would prefer clear service packages that include already the whole service process 
and handling of customer interaction. These packages could be easily bought as 
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such without any further adjustments or coordination of extra internal work. 
However, some of the interviewees wish the opposite: possibility to co-create the 
concepts with the service provider and tailor the concept according to the 
advertiser needs. 

I would prefer packages that are easy to buy. It should contain the information 
about the whole process: for example if some contact details are collected in the 
service, what does it mean in practice. Is it going to be some Excels in email or is 
there some database? And how is the information security handled? And all these 
things. It should make me feel that hey, what a smart and exciting system. 
 
These things should be planned together. If you try to sell some ready thing, it is 
difficult because you cannot know what is coming in our plans. Somehow it should 
be cooperation, discussion with us about the possibilities to tailor the concept for 
our needs. 
 
Advertiser companies perceive mobile marketing mostly as an integral part of 
digital marketing and especially their own mobile services. The ability to 
automatically utilize the content from company’s own mobile services can 
promote also other forms of mobile marketing or the slow development of own 
mobile services can be a barrier to other forms of mobile marketing. In any case, 
the linkages between company’s own mobile services and other mobile marketing 
is something that mobile service providers have to consider. 

4.2.2 Influencing attitudes 

Even though most of the interviewees do not see attitude as an obstacle for mobile 
marketing adoption anymore, influencing attitudes and organizational culture is 
still on the agenda. The work with organizational mindset is affected especially by 
the earlier experiences, by the data available for internal marketing, mobile 
advocates inside the organization and the courage to take risks related to mobile 
marketing. 

 
Earlier experiences are reflected in the interviews both as a barrier and a facilitator 
of mobile marketing adoption in the company. Earlier disappointments with WAP 
and the excessive hype of applications have caused negative attitudes towards 
mobile. These attitudes are described by interviewees as “mobile hangover” and 
“mobile excess”: 

We have had – like probably many companies – a mobile hangover caused by the 
times of wap when we already had many projects around mobile. But when they 
did not work back then, we got a hangover and thought that this is never going to 
work. And now those visions made back then can be implemented with smart 
phones. I believe that this hangover has delayed the adoption of mobile marketing 
and now we are suddenly starting to wake up a little late that oh fuck, everyone is 
using smartphones already. 

There was this phase about two years back when they started to talk about these 
applications to smartphones: there was not a single meeting with advertising 
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agencies without the idea that hey, let’s make a mobile application around this. It 
just totally went overboard. It was like a mantra which was repeated over and 
over again.  
 
On the other hand, experiences from the web and social media have made it easier 
to utilize mobile channel because many basic rules are the same in all digital 
channels. For example the direct dialogue and the less official way of 
communication in social media can be applied also to mobile and many rules of 
thumbs familiar from web banners are relevant also on mobile. 

For example, we learned with web banners that they have to contain a clear 
activation; you cannot have a banner that leaves consumer to think what next. The 
same applies to mobile banners. 

It is typical that advertisers have mobile advocates who try to pass along the 
mobile knowledge inside the organization. These people are personally passionate 
about mobile and collect a team around them. On the other hand, the lack of this 
kind of advocates has slowed down the development in some companies. These 
mobile advocates describe that the most powerful way to promote mobile inside 
the company is giving people personal experiences of mobile. 
 
It is typical for me to take my colleagues phone during the coffee table 
conversations – of course with a permission – and start to upload some services. 
Then we look at those services together and laugh about some things around it. 
And my only motivation is to give that person personal experiences about mobile. 
Because when he/she starts to use mobile services, he/she will start to see the 
opportunities for mobile marketing in the daily work too. 

 
The devices that the company and its IT department provide to its employees have 
a huge effect. If you have an old, shitty E7, it affects your own mobile usage. And 
your own usage at home and at work affects how you perceive its role in 
marketing. If you have an iPhone you love, you will think how to utilize it in 
marketing too. The manager responsible for IT infra is a powerful person in 
affecting the mobile marketing of the firm. 

 
Addition to giving people experiences, mobile advocates focus on communicating 
information related to mobile inside the own organization. While people are busy 
in their work and they get a lot of work-related information from many channels, 
it is seen as a challenge to find the way to communicate the importance of digital 
and mobile opportunities. The customer understanding and data about mobile 
marketing are seen at least as important from this viewpoint than from the 
viewpoint of measuring ROI. 

It still requires a bit internal marketing, even though it depends a lot on the 
person… That’s why all those figures and numbers would be so important: to 
show what is really happening. But it is positive that people are interested in these 
things. 

While the mobile marketing field is still in its infancy and end results of the work 
are not always sure, the ability to take some risks is seen as a prerequisite. The 
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most important challenges are not necessarily in the implementation phase but in 
the understanding of the need to invest time and energy in mobile marketing. 

I think the internal challenges are not anymore in the phase of trying out or 
piloting. It is more challenging to get it all started, to understand the need and 
start for example brainstorming. 

4.2.3 Developing knowhow 

It is common that advertiser companies have made changes in digital or mobile 
marketing personnel. Usually, this has meant recruiting new people from entire 
teams or units to individuals. Knowledge in digital marketing had for example 
contributed to the recruitment of some of our interviewees. These changes have 
reduced the challenges related to knowhow: it seems that this aspect is not as focal 
factor anymore as some earlier studies about the obstacles of mobile marketing 
have highlighted (see for example Kännö et al. 2011). However, there are three 
aspects of knowhow that are highlighted in the interviews: target setting, defining 
ROI compared to more traditional channels and technology roadmapping. 
 
Target setting and proactive buying 

Some of the companies still struggle with the target setting for mobile: there is not 
enough benchmarking data available for example in the own business field, and 
interviewees feel that they somewhat lack the ability to demand things proactively 
from the mobile service providers. The ability to set targets for mobile is also 
reflected to the wider the ability to buy mobile marketing. 
 
The measuring as such is not a challenge, because it is mostly familiar from the 
net… The challenge is more in setting the right targets, targets for price and 
quality, and having the ability to negotiate for example with media about the 
price… You have to know what you are buying… In setting targets and finding the 
right buying policies, there we still have a lot to do. 
 
The benchmarking information is really hard to get. To find out for example what 
is a good amount of monthly users in some service. This kind of information we 
have tried hard to find. 
 
I would like to know more. If you don’t know enough, you are not able to 
challenge and brief the service providers either. No one can bring you great ideas 
if you don’t know what you want.  
 
Defining ROI compared to more traditional channels 

Measuring mobile marketing effectiveness as such is not considered to be a 
challenge, because many indicators can be adapted from the web to mobile. 
Instead, the mobile marketing decisions are affected by the comparison of ROI to 
the more traditional channels. 
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It was earlier all about the reach. We know that it is not enough but it is not clear 
what the future direction is. The old measures are quite harsh to mobile if you 
compare it to print and TV. 

What is the ROI for example in applications? How does it affect the purchase 
behavior? The monthly usage rates are small compared to our mobile site but the 
average usage time is enormous… We are a traditional advertiser and the 
traditional media values like reach are followed. But in digital team, we don’t 
want to even start this discussion, because it will always go to the wrong 
direction. Those traditional medias and measures have developed 50-70 years 
and it is unfair to compare mobile to it straightforwardly. 
 
Technology roadmapping 

The third area of knowhow that is described to have an effect on mobile 
marketing decisions is related to wider technological knowledge. The question is 
not the mobile technologies as such, which are expected to be handled by digital 
agencies, but the understanding of related technologies especially inside the own 
company. 
 
What do you have, what is your content management system, how do the data 
flows go? You should have a technological roadmap and it would require more 
hardcore knowledge in technology management… You should have more 
marketing-engineers that have understanding of both technology and marketing. 
 
We should know our own systems better. How do our hardware work downstairs, 
that sort of knowledge… I believe that people learn quite easily what mobile is 
and follow the recent trends. The hardware that is important in our business is 
more difficult. 

4.3 External context 

4.3.1 Partner network 

Digital marketing has affected the partner network of marketing implementation. 
The network needed around marketing and advertising have spread and the 
knowledge has fragmented to different actors. This more complicated network has 
effects on mobile marketing too. Digital agencies have to have the knowledge in 
mobile, because the network of actors needed is already so wide. In any case, 
advertisers see challenges in managing the wider network of actors. 

The challenge is that the knowledge is fragmented to so many actors. It is a 
constant challenge to find the right partners for the right jobs and manage this 
network somehow. 

Mobile, as a part of this wider digitalization, has caused a change in the partner 
network… From the perspective of cost-efficiency, the knowledge in mobile has to 
be found from the digital agency, they have to be digital natives. We can just 
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afford to have digital agencies, we can’t afford to have both digital and mobile 
agencies. 

This complexity has direct effect on mobile service providers: they have to sell 
the new concepts and ideas to the whole partner network, not just to the advertiser 
company. It can be challenging for example for media or other mobile service 
providers to do that, because they can step on the toes of digital agency business 
models. However, somehow all mobile marketing concepts should be linked to 
the other marketing investments and to the cooperation with the network of actors. 

We have invited to tender our digital agencies. They can provide these mobile 
marketing concepts to us, they have all the formats and templates ready and they 
know what tests we need to run and with which companies. It is difficult for a new 
actor to come in between. 
 
Digital agencies want to do their own concepts, advertising agencies their own. 
The response is easily “not invented here”. You have to illustrate how to sell this 
to our partners. They have to understand too why something is not done by 
ourselves. It takes their business away if someone comes and says that something 
can be done with a few hundred euros. 
 
Addition to advertising network, mobile marketing is affected by the value 
network and supplier chain. Mobile marketing is expected to be implemented with 
suppliers/retailers/dealers and the success in managing these value networks 
affects also the mobile marketing, 
 
We would like to cooperate with the retailers. It would be the most natural 
solution that when you walk into Prisma or K-Market, we would be part of those 
mobile services. 
 
It is not always easy to motivate our dealers… They are quite independent: some 
are active in mobile and some are not. 

4.3.2 Competitive environment 

The competitive environment in the industry is frequently referred to in 
interviews. In some fields, it is already evident to have mobile services while in 
other fields only few players have recognized the possible role of mobile 
marketing. 

Our field is still far behind compared to any other service business… There are a 
lot of excuses, for example one of our competitors said that people don’t need any 
mobile applications because they have the phone in their hands and they can just 
call. I think it describes well the atmosphere in our field. 

These differences in the competitive environment have many implications to 
mobile marketing. The fields that are somewhat behind in mobile marketing 
adoption are also less approached by service providers. These industries have 
business potential from the mobile service provider viewpoint: they send a clear 
wish to get more active contacts regarding mobile.  
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Service providers should have more courage to suggest things also to our field 
that is not a forerunner in mobile, because there are still a lot of opportunities… 
You don’t have to even develop something super new; you can also apply things 
that have been already done in other fields. But there is not exactly an excess of 
those who knock on our door and bring smart ideas to us. 

 
I have noticed that now when we have this one mobile application, suddenly there 
are all kinds of service providers calling to me. They have never contacted me 
before. 
 
However, these industries have some characteristics that mobile service providers 
should learn and understand. For example the rules and regulations concerning the 
use of customer data or the restrictions regarding marketing should be understood 
from the beginning. Another central thing is the understanding of the business 
logic. This can mean for example the average sum of money that a customer 
spends on a product and its relations to the costs of mobile marketing, or the 
understanding of the whole customer journey with many digital and offline 
meeting spots. The image requirements for example for the reliability and trust 
should also be better taken into account. 
 
It is common that when someone gives you a presentation for example about apps, 
they use a sports club as an example. It is hard to figure out what it means for us. 
I would like to see that the service providers would have thought already 
beforehand how something fits to us. Or at least asked us about our business 
needs. Sometimes it feels that these benchmarks are just too far from our business. 
 
Service providers should understand what the size of the average purchase is. It 
has a huge effect on what you can do… while the average sum is small; you have 
to automate a lot. You cannot do a separate campaign for all products; you have 
to have some system that automatically targets relevant products to relevant 
contexts. 
 
Sometimes these nice ideas lack the acid test about the implementation. Why 
would we for example build a portal only for presenting the prizes of the 
competition? Even the whole campaign budget is not enough to cover those costs! 
There is sometimes this inability to think in practical thinking! 
 
Finally, one positive factor in the competitive environment is the fact that many 
interviewees see that there is still space in the mobile marketing. For example 
international competitors have not yet fully succeeded in mobile marketing in 
Finland either and that makes it still possible for smaller Finnish advertisers to 
stand out with mobile. 

4.3.3 Technological development 

The most focal theme in technology development affecting mobile marketing 
adoption is not related to mobile platforms as such. Instead, it is related to the 
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knowhow challenge of technology roadmapping described earlier and the need to 
integrate mobile marketing to earlier information systems adopted and decisions 
made related to technology and operating methods around them. It can be a 
question of technological fit, but also a question of avoiding the complexity of 
practices around information systems. 

We have this old legacy, old systems, old interfaces and it is difficult to get all this 
to work in mobile. It forces us to build separate campaign sites that are not 
integrated to rest of our work.  

A lot of small, separate stuff is sold now. I say that I won’t buy it if it cannot be 
integrated to this. Why would I buy your mobile platform when I have this own 
people and own system and your platform would be just some extra? It would just 
increase the complexity of our technological map and it is just extra work for us. 

One requirement for the successful mobile innovation is that it can be integrated 
to our ERP. 
 
We have the web service we want to use; everything has to be linked straight to 
our database. I don’t want any extra Excels or papers or any extra lists. 
 
On the other hand, the integration to the other information systems can also 
advocate mobile marketing if successfully executed. 
 
We have managed to do all with fairly low costs. It is because we developed the 
interfaces to our important information systems first, and after that it has been 
easy and inexpensive to do the rest with small and flexible service providers. 
 
Addition to the integration to systems, automatic integration and utilization of the 
content already made for web and mobile is emphasized as an important 
prerequisite for making mobile marketing cost-efficient. 

 
Even though the discussion about the cost effects of different mobile platforms is 
not emphasized in the interviews anymore, it is still brought up as a challenge in a 
couple of interviews. 
 
If you make a quick calculation about a mobile advertising campaign in Finland: 
5 million consumers and you have to do 4 different applications to get the full 
coverage to smart phones. It is perhaps 40 per cent of the market and around 2,5 
million users. About 4 per cent of these upload the application and from those, 
maybe 3 per cent makes a purchase. Then you can ask what your goals versus 
costs are. 
 
Ok, the development costs have gone down, but still, in the scale of Finland, it is 
not tempting to do massive applications to different platforms. 
 
In addition, there is also been a positive technological development especially in 
service design and usability of mobile services that have advocated the utilization 
of mobile marketing too. 
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5 Characteristics of different advertiser target group 

 

In addition to four common features of mobile marketing strategy described 
earlier, interviewed advertiser companies have unique focus areas and challenges. 
However, it seems that advertisers describe quite similar paths for mobile 
marketing adoption regardless of their current position. This path and its phases 
differ from each other by two dimensions: focus of mobile marketing and 
organization and coordination of mobile marketing (Figure 2).  

 

Focus of mobile marketing

Organization and coordination

Own mobile services Versatile view

Integrated
and
clear

Scattered
and

informal

 

Figure 2: Mobile marketing dimensions differentiating advertiser companies 

 
 

Interviewed companies can be roughly categorized into four groups according to 
the phase of mobile marketing adoption (Figure 3). These four groups and their 
characteristics are next described more closely. Mobile service providers can 
utilize these groups in customizing their offerings and selling arguments to their 
target customers. 
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?

 

 

Figure 3: Phases of mobile marketing adoption by advertisers 

5.1 Orientation 

Focus of mobile marketing 
 
This group of advertisers is just starting to fully utilize mobile marketing. Mobile 
is not present in digital marketing strategies but its growing role in the future is 
emphasized.  

It is a bit like social media few years back. There is a lot of fuss around about are 
we doing it enough but no one really knows how we should do it. It feels that you 
have to be there but then you have not thought it through. For example these QR-
codes, there is a hype that now we have to put it somewhere in the print. And 
finally it comes out and the letters are the size of a half millimeter and we figure 
out that maybe this wasn’t the thing after all. 
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This does not mean that this group has not done anything around mobile 
marketing. Instead, they have done trials in the mobile field, typically already few 
years back, but the trials have been done from an ad-hoc basis and described in 
the interviews in understated way as something separate thing from day-to-day 
marketing. Typically, these trials have been some sort of campaign applications. 

We have had some campaigns in which you can do some competitions or tests… 
But I am still a bit doubtful though. 

Also these companies making their first trials in mobile marketing seem to utilize 
same state-of-the-art techniques than companies that have more mature mobile 
marketing strategies. From the technical point-of-view, companies do not seem to 
proceed from basic mobile marketing to more advanced technical solutions. The 
difference is more in the broadness: novice companies concentrate on one or two 
separate types of mobile marketing while forerunners utilize a broader spectrum 
of interlinked types of mobile marketing. 

In this group, the development of own mobile services slows down the adoption 
of other forms of mobile marketing, for example mobile advertising. The goals 
and measurement of mobile marketing are rather unformulated and on a general 
level.  

I don’t even know how to measure all this. This is so new thing to me… I would 
like to see that this affects the sales results, but we have still a long way to go. 

The image benefits potentially acquired by mobile services are emphasized more 
than in other groups, even though clear differences between groups in the pursued 
consumer experience are hard to find. 

Organization and coordination 

In this group, the coordination of mobile marketing is unorganized and informal. 
There is not a dedicated team for digital, let alone mobile marketing, but 
marketing and product managers bring up mobile marketing ideas according to 
their own priorities. The responsibility for mobile marketing is scattered and the 
integration efforts concentrate on bringing together people in charge of digital 
marketing from different viewpoints. 

For example I was part of this one team that gathers together every two weeks. I 
presented one idea and one person responsible for this kind of products got 
interested in it. And then another person from the web team started to figure out if 
it is possible. The idea just didn’t go further. We lack the person who would say 
that now we will just do this!  
 
We have some people that have this certain personality… They follow the time 
and trends… They can bring up ideas. 

Product development and IT department are highly involved in mobile marketing 
processes compared to other groups where mobile marketing is more in the hands 
of digital marketing teams.  
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This process started from product development. And it came to me, to marketing, 
in the commercialization phase.  

5.2 Active trial and error 

Focus of mobile marketing 
 
This group of advertisers has already done systematic concept planning for mobile 
marketing. Unlike advertisers in the “Orientation” -phase, these advertisers have 
already set some clear targets for mobile. Attitude towards mobile marketing is 
positive and it is characteristic to these companies to mention mobile marketing to 
be one focus area specifically this year. 
 
At the moment, we have good plans and things have started to move on. During 
the year 2013, mobile will be a significant part of our marketing. 
 
I would say that we are still in the experimentation phase. But we understand that 
from now on, it is one channel we have to take into account in all we do. It is not 
an accident anymore that we remember the mobile aspect. But the scale of it is 
still quite small. 

 
However, these advertisers do not have clear mobile marketing categorization, let 
alone clear written mobile marketing strategy. Two of the common mobile 
marketing strategy features, experimentation and focus on own mobile services, 
are especially characteristic to this group. They have narrower view of mobile 
marketing compared to the next group; the focus on trying out with own mobile 
services is evident.  
 
We have the attitude that world doesn’t have to be ready and we don’t have to 
provide everything people might like to do in mobile. We just start from 
somewhere and we don’t have the next steps ready for the coming years. We will 
sense the market on the way. 

 
In this group, current challenges concentrate on finding the right priorities and 
phasing to the already planned mobile service concepts.  
 
The question now is that how we will design the phasing… We don’t lack the 
ideas. We have a lot of ideas but the resources to do it are much smaller. In 
practice, you have to prioritize. Decide what to focus on and in which order. 

 
Another key challenge is finding the benchmark information to back up the 
ongoing target setting and investments for mobile marketing. The most important 
wish for service providers is linked to this: to get suggestions, services and 
benchmark data that would take the industrial context of the advertiser into 
account better than currently. 
 
The thing that I am the most disappointed in is that when the mobile service 
providers come to talk with us, the examples are not from our business. When you 
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come to meet us, you should always think our business beforehand. It feels like 
they always use the same presentation and it is hard to apply it to our business. 

 
Organization and coordination 
 
There are persons responsible for digital services or digital marketing, but there is 
not necessarily a dedicated digital team. Integration efforts concentrate currently 
on integrating other marketing-related people, which do not specialize in digital, 
into the mobile marketing efforts. Additionally, brainstorm sessions around 
mobile marketing have been organized combining people from different 
organizational functions. 

It is especially typical for this group that there is separate project team and/or 
budget, not for mobile marketing as such, but for experimenting different things in 
digital and mobile services. 

5.3 Integration 

Focus of mobile marketing 
 
It is characteristic that mobile marketing and mobile services has been present in 
the strategy level already few years, but this talk has turned into real actions 
during recent years since 2010.  
 
It has been on a strategy level already years back but it has turned into real 
actions only recently. I would say that we have done things during couple of 
years, before that it was only sentences on paper. 

 
Even though the advertisers in the integration phase do not have written mobile 
marketing strategies either, they have some guidelines or clear categorizations for 
mobile marketing. Companies in this phase are able to describe and divide their 
mobile marketing under some groups and headings different from each other. 
Examples of these categorizations can be found in chapter 3.2. 

 
Advertisers in the integration phase focus on linking mobile marketing to other 
core parts of business processes in many ways, for example mobile buying and 
consumer involvement in product/service development. The emphasis is moving 
from own mobile services to a broader view with mobile advertising and 
consumer dialogue. 
 
The most important thing right now is the mobile buying. Of course you can do it 
mobile right now, but most of the services are not optimized for mobile. 
 
We are trying to integrate mobile marketing to the other marketing forms. And the 
target is especially create interactive dialogue with customers. 
We are trying to get consumers to give input to what we do. 
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This group of companies is also struggling with some daily management 
questions related to mobile implementation like managing the network of actors 
and finding the resources for handling the more and more complex interactions 
with consumers. Due to these challenges, some of the advertisers prefer packaging 
of mobile service offerings from mobile service providers. This means that the 
same service provider could plan, describe and handle or automate the whole 
mobile marketing process from visibility to consumer interaction. 
 
From the media and mobile service provider perspective, this group expects more 
detailed consumer data than previously described groups. They are usually 
following their own usage figures closely and have done some consumer research 
related to mobile by themselves.  
 
Overall, we are following many different figures really closely. 
 
If someone still presents me research results about how the Finns are using the 
internet, I will be frustrated. It is the same thing if someone would present how the 
Finns use paper. We have real difficulties in finding data which could really take 
us closer – am I using it to entertainment or social networking or consuming or 
what. 
 
Consequently, some of them are also interested in comparing or combining 
consumer data with other actors. 
 
Organization and coordination 

In this group, mobile marketing is coordinated by a dedicated digital marketing 
team. They are typically responsible for setting objectives and handling ideas 
related to mobile marketing.  

We have a management team for digital marketing. They have the big picture 
because we cannot launch everything at the same time. 

We have this matrix team that combines sales and marketing, customer service 
and IT. They have the responsibility to scout and scan different ideas, prioritize 
them, decide if they can be implemented and finally search for the right vendor or 
service provider to implement it. 

Integration efforts are currently concentrating on integrating other organizational 
actors than marketing to mobile thinking. This can mean for example customer 
service people or the people responsible for the certain business sectors.  

It starts to be a natural part of marketing, but I have to say that the rest of the 
house is not seeing it that clearly yet… For example marketing and digital 
customer service are cooperating closely, but marketing is still seeing the role of 
mobile more strongly. Customer service still emphasizes the big screen more. 

Advertisers in this group have often recruited new people to get a grip from digital 
and mobile marketing. 
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At least we had to change people. Our knowledge level about digital things was 
not high enough and we decided that with education and training, the change 
would have been too slow. We had to recruit new knowhow in house. 

A coordination-related challenge emphasized in this group is the management of 
the network of actors around digital and mobile marketing. Due to digital and 
mobile marketing, the networks have become more complex. 

Earlier, we had one office that did almost everything including the digital. But 
now it is not enough because mobile marketing has increased the amount of 
smaller actors that have the best knowledge. The partner network has widened 
tremendously compared to the good old times. 

Mobile service providers could take this into account in their offerings: selling the 
concepts also to the powerful partners (especially digital agencies) and reducing 
the complexity by packaging offerings. 

5.4 Business as usual 

Focus of mobile marketing  
 
The essence of this phase of mobile adoption is more challenging to describe than 
the others, because only few of the interviewed companies belong to this category 
and the picture is far from clear. However, this group is interesting, because it is 
possible that it reflects the course of wider development in the near future. For 
these companies, mobile marketing is just part of the daily work. 
 
Earlier, I believed that mobile marketing is something different but I have to say 
that I have changed my mind… It has become a part of everyday life. It is not 
unique anymore. It is only a continuation for what I do anyways. 

 
The advertisers in this phase bring up a wide range of different aspects of mobile 
marketing from mobile internet to social media platforms and from own customer 
service to advertising campaigns. They put less emphasis on own mobile services 
and less emphasis on applications than other groups.  
 
It is our firm belief that applications are not a fast track to happiness. 
 
In their descriptions, mobile marketing is a natural part of digital dialogue and 
interface with consumers and they have planned mobile marketing more from the 
perspective of different consumer contexts or settings.  

 
We don’t want to put people to surf around all of our content every time. We have 
to understand why and in which situation our user comes to that point!... We don’t 
provide links to everything – look at our new products and check the open 
positions at the same time. Instead, we believe that mobile serves the situation, the 
context. 
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Usually when someone is talking about mobile marketing, he/she is talking about 
mobile banners and apps and not about the multichannel consumer experience. I 
think the word mobile marketing could be banned soon… It is just a way to reach 
someone on the move… I think the channels will lose more and more their 
meaning, the content is the most important and the way you encounter customers 
and the goal you have in mind. 

 
The challenge of understanding consumers and teaching consumers to utilize 
mobile in new situations is slightly more emphasized than in other groups. 
 
People have not totally got it yet. But we are constantly trying to teach people to 
use new mobile services. 

 
These respondents describe also other ways to utilize mobile in their internal 
processes. They see the utilization of mobile in so called back office operations as 
inseparable from actual marketing purposes. 

 
These companies are even a bit frustrated with mobile service providers: they are 
eagerly waiting for some new and innovative mobile marketing concepts but have 
often been disappointed by the presentations. 
 
I have to admit that I have not got any wow-presentations from any service 
provider about the new opportunities of mobile during the recent year… I long for 
some service providers to come to me and tell me some grand ideas. 
 
They also long for more interesting mobile media environments. Digital and 
mobile advertising should be sold to them as a part of the rest of media sales, not 
as a separate thing. 
 
I have these greetings to media that year 2013 could finally be the time when you 
stop selling digital media as a separate thing. It is a part of the media palette! I 
think it is ridiculous that I get calls from digital media vendors. I will answer to 
them that sell me the whole media package and let’s look after that what part of it 
should be digital. 

 
Organization and coordination 

Overall, organization and coordination of mobile marketing is not seen as a focal 
challenge in this group anymore. It is not possible to describe a characteristic 
organization of mobile marketing: it can be handled as inseparable from daily 
work by “ordinary” marketing people or by a multifunctional digital or online 
marketing team.  

I would say that is quite well organized as a part of our basic work. We have a 
project manager for digital media and he/she has a bigger overview. But 
otherwise it is part of daily work, not a separate thing… In the beginning, IT was 
more strongly involved, but now it is business as usual, truly. 
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6 Implications for media and other mobile service providers 

6.1 Invisible role of media companies 

One striking feature in the interviews was that the role of media companies in the 
descriptions of mobile marketing was fairly invisible, almost non-existent. 
Overall, media was not, at least at the moment, included in the main actors of 
mobile marketing field from the viewpoint of advertisers. This forms a challenge 
for media: if they are not considered as a central part of mobile field in the 
advertiser mindset, it is more difficult to be convincing in launching new concepts 
or platforms to mobile marketing. Instead of media companies, the knowledge and 
ideas are mainly coming from the smaller software and digital marketing startups 
or by benchmarking the international examples. 
 
Ideas come more from the smaller, start-ups. But they can be all sorts of start-ups. 
 
Different kinds of solutions are sold to us constantly… Smaller start-ups are 
active to suggest new concepts and challenge our thinking. Another source of 
ideas is other markets – English-speaking markets especially – because the size of 
the market there is bigger and they can get trials profitable a lot earlier than us. 
And if something starts to rock there, we can think what it could mean here in a 
smaller market. 

 
This situation can be partly explained by the advertisers’ heavy emphasis on 
developing their own mobile services. While advertisers link mobile marketing 
firmly in to marketing their own mobile services, the existence and development 
of own mobile services first is naturally a prerequisite for starting wider mobile 
marketing. 
 

6.2 Insights for more visible media role 

Mobile advertising and sales promotions 

Traditional mobile banner advertising seems to be in the mobile marketing 
marginal at the moment: it is something that is mentioned shortly in the interviews 
as a last addition to the list, “and then we have tried some mobile banners”. 

There seems to be an image problem with mobile advertising: services are seen as 
a future while mobile (banner) advertising is often described as old-fashioned. 
Additionally, mobile advertising might be, for some reason, more linked to the 
mobile services based purely on entertainment, not to the useful services that most 
of the interviewees emphasize in the context of their own business. 

Yes I see mobiles services as a future thing. I don’t believe in moving mass 
marketing to digital and especially to mobile. 

I have to say that I don’t believe in mobile banner advertising. I agree that mobile 
services and mobile marketing will merge. 
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If you do a lot of advertising for a mobile service, you associate it more to Angry 
Birds -game and that kind of services. Somehow, it is not natural in the context of 
so called useful services or we are not able to present it in the right way. 

However, there is definitely still room for creating interesting mobile media 
environments that could be utilized in advertising. 

The better mobile services or mobile media environments these media companies 
can create, the more advertisers will definitely use those options. For example 
currently in mobile Facebook, there is not that many opportunities to advertise 
compared to the pc-screen. 

I think it is strange how small amount of advertisements there is in mobile 
applications, for example in Helsingin Sanomat. I would personally welcome 
those because my wife has complained about it ever since I changed to the digital 
version. 

One opportunity for media could be to develop new options for building separate 
and often costly campaign sites in mobile for example with some sort of rich 
media solutions. Separate mobile campaign sites are now the solution in which the 
costs and ROI of other sorts of mobile advertising campaigns are compared to. 
The example service we used in the interviews (more about the example service 
from Kulju & Tammela 2012) was considered to serve this need. 

When we analyze the results, we think if we got better results than with traditional 
campaign sites… It is the way we do it right know, build a separate campaign site 
and try to get traffic from there. 

It seems that advertisers are more willing to adopt new mobile advertising 
concepts in more tactical advertising reminding sales promotions. When it comes 
to brand marketing, the advertisers believe that in order to create enough 
memorability, the advertising solutions have to be personalized for their brand 
needs. 

Different package solutions work if we are trying to do something tactical, like 
sell our products with a certain discount. But if we talk about brand 
communications, we want it to be something different and something with wow-
effect. And it is not possible to build that if you don’t know our brand. 

With tactical goals, there is no need to convert traffic to the own brand sites. The 
most important is to make it easy for the customer and if customer can interact 
with the brand without leaving the action he/she is concentrating on, for example 
reading a mobile newspaper, it is only an advantage.  
 
If our goal is to get people to participate or leave some information to us, it does 
not matter where it happens. It can be a rich media banner or anything. It 
depends on the objective. 
 
One thing I hate in banners is that when you accidently swipe those, it sends you 
to another page. It is only a positive thing if you can do something in that same 
service or page. 
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Most of the interviewees also strive for continuity and/or the possibility to copy 
concepts for many brands in mobile advertising instead of one off campaigns.  
 
We try to get rid of the campaign-thinking in everything and especially in mobile. 
We don’t want to do one-off campaigns. It is ridiculous to do a mobile campaign 
application for example. You pay a lot and then you have a schedule. It has to be 
more longer term. 
 
If we do it once, it should be able to copy it to other brands. We don’t want to pay 
the ten thousand every time.  

 
More precise targeting of mobile advertising is also interesting to advertisers. This 
could be achieved in mobile marketing for example by integrating the databases 
and information from media and advertisers themselves. But this integration does 
still contain some technological challenges. 

It would not be a bad idea if we could find a certain interest group by combining 
our data with for example Helsingin Sanomat. I don’t know how the two registers 
and databases could be combined but in principle it would be interesting. 

The current emphasis on companies’ own mobile services and consequently the 
growing competition between mobile services could provide opportunities for 
media in the future. How will you get these developed services noticed in the 
future? Supporting the marketing of companies own services somehow could be 
emphasized more in the future role of media. Companies are struggling to find the 
right ways to promote their mobile services and convincing the consumers to use 
them actively. 

Our mobile marketing is not done on a large scale. We have not managed to 
integrate our mobile offerings to our big marketing investments. You can find it of 
course if you know where to look for. But it is not in-you-face anywhere. Mobile 
usage is so personal that is challenging to get people to use something. 

This is one of the big challenges: how to tell that customer mass that we have 
these mobile services. And our marketing people have done the traditional 
marketing for years. We have had difficulties in finding the effective ways to 
communicate about these new services. 

Currently, own services are promoted mainly through mobile search or with smart 
banners (for example from Apple) in own mobile or web sites. And instead of 
mobile marketing, interviewees often describe the link from physical meeting 
points, print and outdoor advertising for example with QR codes to be the main 
way to promote their own mobile services.  

However, this possible role for media divides opinions: some of the interviewees 
see the marketing of mobile services unnecessary, because they believe that the 
people will search for services they want to use and that they will find them 
without advertising.  
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Our pull comes from those benefits. People start to use the application because it 
makes some things much easier. I don’t believe that we want to puff mobile as 
such. 

I think you should not advertise the mobile service, but the thing behind it. It is 
old-fashioned and technology-oriented thinking that you market the channel or 
tool. 

Mobile services 

Mobile services, both own or the ones operated by others, are considered 
promising by advertisers. Additionally, widening the budget scope from 
advertising budgets to mobile service investment budgets could provide business 
opportunities for media and other mobile service providers. 

 
Advertisers describe their possible role in mobile services operated by others in 
two ways: taking part in multi-brand mobile marketing applications or mobile 
market places operated by media companies, or becoming sponsors in mobile 
services created by media. 

Participation in multi-brand mobile environments or market places gets comments 
equally for and against. Better value for consumers, effective use of resources and 
the need to get wide mobile coverage are backing up this kind of services, but 
there is still some core content and information that companies want to keep in 
their own services. 

I support this idea, because I think it is a best way to serve the customers. Because 
I believe customers remember who has been involved in these kinds of things, if it 
is able to provide some kind of long-term added value. I think in this kind of 
services, you have to cooperate if you can, it is the future direction. 

We have done some cooperation already for example in web. It is handled more 
as a partnership, not as a media purchase. But when I have asked about mobile 
applications, I think that they have not thought it through yet. In-app advertising 
network is definitely one way. 

There are many interesting concepts, for example the mobile wallet… Whoever 
breaks through with it, it is an interesting market place for us. 

We have invested in our own services and we are looking for partners more from 
the perspective in which the result of the cooperation would be part of our own 
service. 

The advertisers make the same kind of requirements for the mobile services than 
they do on mobile advertising: it is easier to take part in service that serves tactical 
marketing goals like generating leads instead of image-based brand 
communications. Additionally, there are other limitations with the content. It is 
difficult to build a service that would utilize customers’ personal information or 
the content that advertisers consider to be part of their core business or value 
proposition.  
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If it is some general content, it is fine. But if it is something sensitive like personal 
information of our customers, I would be really cautious if it’s operated by an 
outsider. 

However, the credibility of media companies as external actors from the 
competition could make them potential operators in this kind of mobile services. 

If someone starts to operate it in our field, it should be someone neutral… I don’t 
believe it can be done between competitors, unfortunately. 

It would be easier for us to do it with someone else than with our closest 
competitors. But if the partner would be from some other field, it could happen. 

The sponsoring deals in mobile media are considered a new but promising 
phenomenon. The few interviewees mentioning sponsoring could see the deals 
familiar for example from TV program sponsoring a one possible future form of 
cooperation with media related to mobile services. 
 
I think it is a good example that there is a wlan in Helsinki, Angry Birds –network. 
It is this kind of sponsoring deal and I think it is an interesting solution. I believe 
that in that case the sponsoring works, as a consumer you get only a positive 
feeling about the sponsoring and visibility.  
 
Customer dialogue 

Advertisers are already used to be a part of social media services and invest in 
mobile search both in Google and Foursquare, and in more context-specific 
recommendation services. In this kind of services, the barrier to participate is 
fairly low and also the new services that would fall into this advertisers’ goal of 
customer dialogue would be easy to utilize in marketing. 
 
We have the dialogue layer and the media for it is agile, it can change. Now, it is 
Facebook and Twitter, after five years it can be place x we don’t even know yet… 
We have got really good feedback about Foursquare, it has a high PR value. Yelp 
is still small but coming too. We see that this kind of mobile services will still 
grow. 

 
Additionally, this consumer dialogue requires interesting content from advertisers. 
This aspect of mobile content marketing, and the possible role of media in 
creating this content for advertisers, is far from clear in the minds of advertisers. 
What could be for example a new form of mobile customer magazine? In any 
case, content creation for mobile consumer dialogue could be one future role of 
media.  
 
Even if we would like to spend money in mobile, we don’t have the right kind of 
content. 
 
Customer understanding  
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The media’s role as a provider of consumer information to advertisers is still 
central in mobile environments. Like already described earlier in the descriptions 
of the context in which advertisers make their decisions regarding mobile 
marketing, this information is important not only for targeting marketing better 
but also for benchmarking, internal marketing and understanding the consumers 
and their customer journey better. This requires not only creating the consumer 
data but also meaningfully integrating it with the advertisers’ own data. 

Currently, we have challenges in combining the data from our website and from 
media agency… We have always these figures and then those other figures and 
then we try to think what the user really did. Was the user wondering around 
because he/she did not find what he/she was looking for or because our site was 
so damn cool that he/she wanted to click around? 

The challenge is to make sense of those case-specific customer journeys. How 
could we find out, with research data or intuition, where the customer could meet 
us in a way that creates a motive to go to mobile? 

Direct marketing 

Direct push-marketing in mobile is considered problematic at the moment. On the 
one hand, it is still a relevant part of mobile marketing. On the other hand, some 
of the interviewees have had negative experiences and troubles in finding the right 
messages for direct marketing in mobile. 

We have had negative experiences from direct push marketing to someone who 
has given us the permission. Consumers feel that mobile is so personal and 
private and we are really cautious with it. You get more negative than positive 
feedback from that. 

It puts high requirements for the content. If you think about a text message or 
other push, mobile is so personal that a discount for mincemeat is not probably 
the message you want. 

However, finding up-to-date information databases for direct marketing is still 
considered to be a challenge and with the right target group and the right message, 
providing these consumer databases is still a relevant business opportunity for 
media. 
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7 Lessons learned about selling mobile marketing concepts 

 
The purpose of this last chapter is to wrap together the lessons learned in this 
report about selling mobile marketing concepts to advertisers. This report began 
by highlighting four mobile marketing strategy features that were identified to be 
common among interviewed companies. The first common feature was that 
attitude towards mobile among digital marketers is not a problem anymore: 
selling arguments does not usually have to start anymore by emphasizing why 
mobile is important in the first place. The second common feature underlined the 
role of mobile as a part of digital marketing strategy and as a part of digital 
marketing budget. There is a need to illustrate the benefits of mobile marketing as 
a part of digital marketing and digital customer service. However, companies use 
different mobile marketing categorizations and understanding these 
categorizations could help finding the right role for the sold mobile marketing 
concept. The third common feature was the emphasis on experimentations with 
mobile. Advertisers are actively looking for new ways for mobile marketing as 
long as they can pilot it with fairly low costs. There might be also a rather 
independent team and budget reserved for this kind of trials which could simplify 
the selling process of new mobile marketing concepts. The fourth common 
strategy feature was the current emphasis on companies’ own mobile services. 
This could be taken into account in selling arguments by showing links from the 
sold marketing concepts to the company’s own mobile services and by giving 
examples from the same industry field. 

Behind these common features, different elements in the context affect the 
companies’ decisions regarding mobile marketing. Understanding these elements 
supplements the picture of advertisers as a target group for mobile marketing 
concepts. From the customer interaction viewpoint, mobile marketing service 
providers should be able to demonstrate how their service ensures coherent 
consumer experience and how the consumer interaction possibly related to service 
is handled. Due to the still existing limitations in consumers’ readiness to use 
mobile, the possibilities to pilot new mobile marketing concepts with smaller risk 
first is important to advertisers. From the viewpoint of internal organizational 
context, mobile service providers have to accept the fact that the typical process of 
adopting new mobile marketing concepts does not exist. The right contact 
persons, the project timelines and the preferences for ready-made service 
packages and personalization differ company by company. Mobile service 
providers could support the internal marketing and the development of knowhow 
in target setting by providing understanding of mobile usage and benchmark data 
from other mobile marketing concepts. From the viewpoint of external context, 
service providers have to take into account the current complex network of actors 
around mobile marketing and sell their concepts to the whole network. The target 
industry characteristics, like regulations, business logic and customer journey, 
should be understood better by mobile service providers than they currently are. 
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The integration of mobile marketing to the older information systems of 
advertisers sets an extra challenge to service providers. 

In addition to these common features and the context in which the decisions are 
made, this report divided companies to different phases of mobile marketing 
adoption. The phase and characteristics linked to that phase could also be utilized 
in planning and targeting mobile marketing concepts to different advertisers. In 
the first phase called “Orientation” advertisers are looking especially for support 
in evangelizing mobile marketing inside the organization and they value image 
benefits acquired by mobile marketing more than other advertiser groups. It could 
be also taken into account that IT department and product development can have a 
central role in mobile marketing addition to marketing people. In the second phase 
called “Active trial and error” the emphasis on own services and on 
experimentation is the most evident from all phases. Advertisers in this phase 
expect mobile service providers to give them benchmark data for backing up 
target setting and business examples that take the industry setting into account. In 
the third phase called “Integration” the service providers could help in resolving 
management questions related to mobile marketing for example by managing the 
network of actors on behalf of the advertiser or by providing ready package 
solutions to mobile marketing. Advertisers in this phase expect also already more 
detailed consumer data that advertisers in earlier phases and the clearer link to 
other mobile business processes like mobile buying. In the fourth phase called 
“Business as usual”, mobile marketing starts to be a natural part of daily work. In 
this phase, advertisers expect new and innovative concepts and gets frustrated if 
mobile marketing is sold separately from other marketing channels. 

Finally, the interviewees’ descriptions of different parts of integrated mobile 
marketing communications showed that the overall role of media companies in 
mobile marketing is currently fairly invisible. In mobile advertising, advertisers 
seem more willing to adopt mobile marketing concepts that concentrate on tactical 
goals (e.g. sales promotion, generating leads), replace the often costly mobile 
campaign sites, can be utilized continuously and contain a targeted message. The 
need to find new ways to promote companies’ own mobile services divides 
opinions. The media still has potential to grow their role also in promoting 
consumer dialogue, in creating mobile content for companies, in enhancing 
advertisers’ consumer understanding and providing consumer databases for direct 
marketing. Widening the media role from providing mobile media environments 
for advertising to providing services either as multi-brand mobile 
environments/marketplaces or as a sponsored service gathers advertiser comments 
both for and against. 

As a concluding remark, companies welcome new concepts in the mobile 
marketing area but are sometimes a bit frustrated in selling arguments that are on 
a too general level of wider trends and do not present a new idea on a concrete 
level taking into account the special business environment. 
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