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Abstract: With the rapid development of mobile devices and mobile media technology, 
mobile marketing has been frequently used. Meanwhile, The characteristics of mobile 
marketing, like fragmented demand, interactive and accurate delivery have attracted 
widely attention and recognition of scholars and companies. This study summarized 
the literature about three main mobile marketing strategies, including mobile search 
engine marketing, social media marketing and location-based marketing. Finally, it 
proposed further research and provided reference for relevant enterprises to develop 
mobile marketing campaigns. 
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1. Introduction 
 
In recent years, the increase of mobile devices and the development of wireless 
communication technologies provide much convenience for consumers to obtain 
information at anytime and anywhere. According to data released by China Internet 
Network Information Center, China's smartphone users have reached 594 million the 
first-half year of 2015; mobile payment and purchase users’ half-year growth rate is 
26.9% and14.5%. Because the function of mobile search and payment are better fit 
the needs of consumers, mobile e-commerce has become a new way to promote the 
economic development of enterprises. 

Compared with Internet platform, mobile Internet provide unique advantage for 
enterprise to carry out mobile marketing as a new media. From the perspective of 
technical, companies can use mobile Internet technology to interact with users, create 
and share content, in order to develop marketing activities based on location-based 
services. From the perspective of equipment, mobile device has the characteristics of 
instant and portability, mobile users can search and share information at any time. 
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Therefore, Companies can easily capture consumer preferences or habits, and 
immediately adjust products or service information to meet the individual needs of 
consumers, in order to achieve precision marketing. 

The rapid development of mobile marketing also attracted the attention of scholars, 
they have different opinions about the definition of mobile marketing. Manecksha 
(2000)[1] noted that mobile marketing is a new way to communicate with users or 
enterprise directly through mobile networks and devices at any location and time. 
Scharl et al. (2005)[2] believes that, mobile marketing provide sensitive personalized 
interactive information through mobile devices and wireless networks, which can 
promote product sales or service quality and benefit for stakeholders. American Mobile 
Marketing Association suggested that, mobile marketing is the carrier to transfer and 
respond information for enterprises, which provide the most suitable marketing 
information for consumers. In this paper, we define mobile marketing as a way to 
effectively communicate with users, provide products or services and enhance the 
economic benefits of enterprises through mobile smart terminal. 

According to the propagation path, mobile marketing can be divided into push 
marketing and pull marketing (Salo, 2004[3]; Zhang, 2007[4]). Push marketing drives by 
marketers, they usually use SMS or MMS to send preferential information, such as 
coupon, URL links and so on. It would be invidious to users because of the blindness 
and frequent information, and the marketing effect is not ideal. Patel, Schneider and 
Surana (2013)[5]found that consumers think push marketing is valueless , can’t be 
trusted and they even feel annoyance about push marketing; Aaker et al (2000)[6] 
indicated that the advertising of no target groups can be a waste of resources for 
advertisers. 

Pull marketing refers to enterprises transfer product or service information to target 
consumer beforehand to win users’ affection or curiosity, thus gradually stimulate 
consumers’ desire to buy, thereby stimulating the demand for retailers, eventually 
pulling enterprises’ production sales. Pull marketing usually divided into two categories 
of mobile APP and mobile web(such as WAP or HTML5). Park et al. (2008)[7] have 
shown that pull marketing is the most widely used and prominent using effect of mobile 
marketing because of its strong interaction and matching force to users .Integrate the 
different research view of McGaw and Vilches (2009)[8], Chi (2011)[9], Deal (2014)[10], 
Banerjee (2008)[11]and Dholakia (2010)[12], and the development process of mobile 
marketing, This paper will research the three major mobile pull marketing, mobile 
search engine marketing, social media marketing and Location-based marketing, to 
summarize the research results and put forward the future research direction. 
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2. Mobile Search Engine Marketing 
 
Search becomes the key of online consumer behavior. The development of search 
engine technology has reduced the cost of the user's search, and also provides an 
important opportunity for enterprises to analyze user behavior and develop marketing 
activities. Fengyingjian (2004)[13], Sen (2005)[14] think that search engine marketing 
refers to meet consumer demand by keyword search or historical cookies. Telang 
(2004)[15] said, search engine marketing changes the rank of marketing information in 
the search result page by paying the search advertisement and the search engine 
optimization, so as to enhance the click site or pageviews. Search engine is not only an 
important means of website promotion, but also a common way for users to discover 
new websites. Kai (2014)[16] pointed out that the main purpose for enterprise to 
develop search engine marketing is to obtain the forward rankings on search results 
page rankings in order to improve their visibility, and also increase the click and 
conversion rate of consumers. 

With the rapid development of mobile internet and mobile services, this marketing 
approach is always applicable for mobile internet context. Yu Guo-hong (2014)[17]said, 
mobile smart devices is the carrier of mobile search, through wireless communication 
network and the internet docking to help users access information like mobile 
value-added services or local services. The emergence of mobile search let users 
search information at any time and place, breakthrough the limitations of Internet 
search on the hardware and network. 

The essence of internet search engine marketing and mobile search engine 
marketing is to analysis consumer behavior and psychological expectations through the 
information search process, so as to improve the marketing effect, to deliver and 
launch marketing information for potential consumer accurately. However, mobile 
device screen is too smaller to search information. In addition, users often use 
fragmentation time to search, there is limited time to filter information and make 
purchase decision. Therefore, it requires high search technology and accurate 
information to achieve the purpose of marketing effectively. 

In addition, users tend to use the fragmented time when mobile search, there is no 
more time for information filtering, and thus make the user's final purchase time is 
relatively short. Therefore, the mobile search engine marketing requirements of the 
search technology is relatively high, the need for users to provide accurate information 
to effectively achieve the purpose of marketing. 

Mobile search engine marketing has already attracted the attention of enterprises 
and scholars as a new way of marketing. However, search engine optimization still 
need to be further improved. Based on the existing literature, we think that the 
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development trend of mobile search engine marketing mainly displays in three aspects: 
vertical search, personalized search and location-based search. Vertical search can 
reduce the amount of information search, users can access relevant information more 
accurately; Personalized search according to different consumer’ search habits and 
behavior to push personalized service, users can access information valuable; 
Location-based search can push related information based on users’ location so as to 
arouse their purchase intention.  
 

3. Social media marketing 
 
The development of Web2.0 and mobile internet technology prompting social media 
become one of the most popular network applications, and gradually affect people's 
way of communication and life. Social media is highly transparent, participatory, 
interactive and social, making more and more people begin to participate social media 
to obtain, publish, spread and share information resources, the construction of 
interpersonal relationship in virtual network is rapidly spreading (Yang, 2011)[18]. Social 
media provides people the freedom to create, talk, review, discuss and share, not only 
meet the social need for modern people, but also provide opportunities for enterprises 
to develop marketing activities. Social media marketing refers to use social media such 
as micro-blog, We Chat and others to release information, in order to achieve direct or 
indirect marketing purpose and economic goals of enterprises (Gunelius, 2011) [19].Chi 
(2011)[9]said that more and more enterprises begin to use social media for advertising 
and improve marketing strategy in real time. 

Compared with traditional media such as newspapers and television, social media's 
greatest advantage is that it allows users to generate content, exchange and share 
information actively (Kaplan and Haenlein, 2010)[20]. In social media, consumers 
participate in discussions, share knowledge and other activities actively, which is 
contributed to the formation of marketing content (Kristina, 2011)[21].The role of 
consumers and the purchase model has changed (Stewart et al., 2002)[22]. The role of 
consumer is transferred by the passive recipient to the active creator, traditional four 
phase mode of demand, interest, desire and purchase has become to the six phase 
purchase model, demand, interest, desire, search, buy, share. Pitta and Fowler (2005) 
[23]found that consumers are more willing to contact the product or service information 
through generate content and friends recommendation, not simply by advertisement. 
Mangold and Faulds (2009)[24]show that, consumers are no longer passively receive 
information, but begin to actively search effective information in social media in order 
to reduce the risk of purchase. Nielsen (2010)[25], Zhou et al. (2012)[26]further noted 
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that, social media can not only affect the willingness and decision-making and behavior 
of consumer, but also affect consumer’ loyalty. 

Compared with traditional media marketing, social media marketing also pay more 
attention to the interaction between enterprises and consumers. Muniz and o 'Guinn 
(2001)[27]found that, the practical purpose of the interaction between the enterprises 
and consumers is to understand related information of consumers, to research and 
analysis consumers’ psychological needs, to obtain consumers’ feedback so as to 
continuously improve products and services. Algesheimer etc. (2005)[28]said that, 
release products or services information through social media can encourage 
consumers to participate in marketing activities, to generate comments and share 
information, so as to improve marketing effect. Liu (2006)[29]noted that, the interaction 
between enterprises and consumers will have a positive impact on consumers’ 
purchase intention, thereby increasing marketing revenue. Gunelius (2011) [19]said 
that, sharing information will help consumers to deepen their awareness and 
impression of the products or services; Vinerean, etc. (2013)[30]said that, enterprise 
should be targeted to carry out mobile marketing activities based on the characteristics 
of consumer in order to improve marketing efficiency and effectiveness. Kramer 
(2007)[31], Tsai and men (2012)[32]suggested, enterprises can consider consumer 
preferences, experts’ opinion and demographic characteristics to recommend 
personalized products to meet consumer demand. 

Facts show that consumers are easily influenced by other consumers' comments in 
purchase decision process; they always willing to share shopping experience with other 
consumer. Then, he will become the source of information dissemination, which have 
a significant impact on other consumers' purchase decisions. The infectivity of 
consumer generated information, not only to promote information spread among 
consumers spread, but also to stimulate and influence other consumer’s purchase 
behavior , this stimulus and influence is much greater than the impact of business 
generated information. 
 

4. Location-based marketing 
 
Location service was used in emergency rescue activities. Scholars believe that location 
service is a value-added service combined mobile communication network and satellite 
positioning system, using location technology to obtain the position information of 
mobile samrt terminal user, under the support of electronic map platform, to provide 
location dependent services through wireless network (Jiang, 2006[33]; DHAR, 2011[34]). 
Schiller et al. (2004)[35] divided location service into two types: active access service 
and passive access service according to the acquisition mode. Active access service 
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refers to the user through the mobile terminal to send a clear service request, the 
service provider according to the user's location and needs of the user will be 
appropriate to recommend to the user.  

Active access service refers to, users send clear service request through the mobile 
terminal, then the service provider recommend appropriate information to users 
according to their location. For example, user issued a request "the nearly cinema 
around me” through the mobile phone terminal, service providers will offer information 
like “the distance, discount, grade level, and other factors” according to users’ location. 
Passive receiving service refers to, when users reach to a place, service providers will 
automatically return information to the user, the most common example is when you 
reach a new city, you will receive the information related to the city's weather forecast, 
tourist attractions, hotel and so on. At present, location services have been widely used 
in logistics, medical, transportation, life and other fields, especially with the 
combination of mobile Internet, has become a hot topic of concern to the parties 
concerned. At present, location services have been widely used in logistics, medical, 
transportation, life and other fields, especially with the combination of mobile Internet, 
it has become a hot topic of the parties concerned. 

Compared to the search engine marketing understanding users’ need by keywords, 
social media marketing understanding users’ need by attention and praise, users 
passive transfer location can objectively and accurately reflect their needs. The data 
analysis of Chinese Internet data consulting center show that, the effect of location 
service marketing is two times than the average mobile marketing. With the rapid 
development of location-based services, many scholars have begun to pay attention to 
the effect of mobile marketing based on the mobile phone GPS positioning. Luo et al 
(2006)[ 36 ]found that the effect of mobile marketing is not only related to the 
geographical position of consumer and the push time of marketing activities, the 
interaction between location and push time will also affect the effect of mobile 
marketing. Benerjee and Dholakia (2008)[37]show that consumers’ location and scene 
will affect the effect of marketing activities. Hui, etc. (2013)[38]found that, according to 
the geographical location of the consumer, enterprises send electronic coupons to 
consumers through the mobile terminal can increase the consumer's purchase path, 
and then increase unplanned purchases. Lin et al (2014)[39]also found that, push 
marketing information according to users’ distance can significantly influence 
consumer's purchase intention.Bart, Stephen and Sarvary (2014)[40] show that, mobile 
marketing scenarios can trigger the existing memories about product or service 
information of consumer, and induce consumers’ willingness to buy. Hsiao and Chang 
(2014)[ 41 ]also studied the factors that influence consumer acceptance of mobile 
marketing campaigns, they think consumers are more inclined to accept information 
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with high degree of participation and practicability. 
In summary, Table 1 shows a brief comparison from different angles of three main 

marketing methods. 
 

Table 1 a brief comparison from different angles of three main marketing methods 
 

Differentiation 
Mobile Search 

Engine Marketing 
Social media 
marketing 

Location-based 
marketing 

Information 
sources 

Key words, history 
records, shopping 

cart 

Attention, comment 
and share with others

Location scene 

Consumer roles Information receiver
User-generated 

content 
Information receiver
+ User-generated 

Consumer 
Behavior 

Active Expression 
Active Expression 

and share 

Passive expression 
and active 

Engagement 
Marketing 
Interactive 

Low High Middle 

Marketing 
accuracy 

Middle Low High 

Marketing 
effectiveness 

Generalization 
spread 

Horizontal diffusion Instant participation

 
5. Conclusion 

 
Based on three mainstream mobile marketing methods, including search engine 
marketing, social media marketing and location-based service marketing, this paper 
summarizes the relevant research of domestic and foreign. Although scholars have 
made progress in mobile marketing, but there still have some problems for future 
research. Specifically, the following two aspects is worth continuing to expand study 
theoretically and empirically: 

First, the effectiveness of mobile marketing and its influencing factors. Many 
companies are trying to use mobile marketing, but how to measure and evaluate the 
effectiveness of mobile marketing campaigns is a problem to be solved. At present, the 
academic research on this aspect is not comprehensive, we can evaluate study the 
different index system and the subjective or objective factors of mobile marketing in 
the future. 

Second, the integration of various channels of marketing. Pitt and Berthon (2011) 
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[42 ]found that combination of traditional media and social media is contribute to 
improve marketing effectiveness. Lee et al. (2008)[43]believes that strengthening the 
integration of internet channel, mobile internet channel and traditional channel 
resources is helpful to the formation of closed-loop marketing system. However, this 
part is still in the exploratory stage, the relevant theoretical research has no clear 
answer. The issues worthy to study is the integration of three main mobile marketing, 
the integration of different channels of marketing, the resource allocation and 
optimization of three different marketing modes, which integrated way can create extra 
profits or value, how to evaluate the effects of integrated marketing. 

In addition, the rapid development and vast prospects of mobile marketing activities, 
reflects the innovative of marketing activities, and also reflects the change of the way 
for consumers to participate in marketing activities, such innovation and change is 
bound to affect consumer psychology and behavior. In the context of mobile internet, 
the aspects of interactive scenarios marketing, location-based mobile marketing 
services and precision marketing is also worthy to research. 
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