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[bookmark: _Toc222667429]Brief Introduction
When was the last time you checked your phone today? Five minutes ago? Two minutes ago? For most people, the smartphone is the first and last screen they see each day, and it has become the primary tool for discovering brands, comparing products, and making purchases. Whether someone is browsing for a new pair of shoes or researching local restaurants, mobile is now the default starting point of the customer journey.
Consumers spend more time on mobile devices than on any other channel, and brands that fail to optimize their presence for mobile risk missing out on a considerable share of potential customers. Mobile marketing allows companies to reach people in real time, with personalized messages, through the device they keep within reach 24/7.
In the sections that follow, this guide will explain what mobile marketing is, how mobile marketing works, and how to get started building an effective mobile marketing strategy. You will also learn about key performance indicators (KPIs) for evaluating your mobile efforts, common program costs, and best practices for optimizing and scaling your mobile marketing initiatives to reach customers through mobile search, apps, SMS, mobile websites, and more.
[bookmark: _Toc222667430]What is Mobile Marketing?
Mobile marketing refers to creating and delivering marketing messages that reach consumers through mobile devices such as smartphones and tablets (Dooley 2022). According to MarTech, mobile marketing includes a wide range of tactics and technologies designed to reach people where they already spend most of their time, their phones. This makes it a core part of modern digital strategy. It involves campaigns built specifically for mobile environments.  
Research summarized in ScienceDirect explains that mobile marketing operates as “two‑way or multi‑way communication” between companies and consumers. Mobile media emphasizing portability and wireless access allows for communication with and from target users anytime and anywhere through tools like GPS and location‑based services (Strom, Vendel and Bredican 2014)
The importance of mobile marketing is highlighted by noting that over 85% of the world’s population owns a smartphone. Users spend nearly five hours a day on their devices, making mobile a critical channel for search, shopping, and advertising (Raymond A. Mason School of Business 2023). Mobile marketing is a dynamic, highly personalized, and essential strategy for engaging today’s constantly connected consumers.

[bookmark: _Toc222667431]How does Mobile Marketing work?
Mobile marketing works by delivering personalized, context‑aware messages to consumers through the mobile devices they use throughout the day. According to “The Role of Mobile in Digital Marketing: Trends, Strategies, and Implications,” mobile marketing leverages smartphones’ unique capabilities, such as constant connectivity, touch interfaces, and location data to reach consumers in real time and tailor communication to their immediate context (Malik and Rana 2025). Mobile devices generate continuous behavioral and locational data. This enables marketers to segment audiences more precisely and deliver targeted ads, push notifications, in‑app messages, and mobile‑optimized content based on user actions and preferences (Malik and Rana 2025)
Similarly, Ray explains that mobile marketing works by engaging users across multiple on‑device channels, like SMS, mobile apps, social media, mobile web, and location‑based triggers to create seamless brand experiences. Because consumers keep their phones within arm’s reach nearly 24/7, brands can deliver timely messages, encourage immediate response, and build ongoing engagement using personalized, data‑driven strategies (Ray 2025). In this way, mobile marketing functions as a dynamic system that aligns message delivery with how people naturally use their phones.
Mobile marketing involves the use of wireless means to provide consumers with personalized information in real time (Robayo-Pinzon, Montoya and Rojas-Berrio 2017). Robayo also points out that this communication is sensitive to the geographic location of the consumer. The mobile marketer aims to promote a good or service to the consumer while also adding benefits to all stakeholders involved. This ongoing shift to the mass use of mobile devices to communicate with people and businesses can be attributed to four main characteristics: ubiquity, personalization, two-way communication, and location.
Ubiquity refers to the ability for users to receive information and carry out transactions at any time and in any place. Due to the nature of mobile devices, they are just that: mobile. Most people have them always charged and turned on, even when asleep. The frequency most people check their devices is also going up as time goes on. The SIM (subscriber identification module) is a unique feature to mobile devices that allows for the personalization of each device. Most users of smartphones are the one and only person to use it. This is very valuable to marketing teams that want to gain access to information that explains who their customer is, what they like to do, and their behaviors. The two-way communications property creates greater opportunities to generate meaningful communication experiences amongst brands. Permanent connectivity among users is invaluable to marketers. It has now become easier than ever, thanks to mobile marketing, to locate your customers. This characteristic allows marketers to more accurately segment consumers based on location. 
Mobile marketing operates through various tools, such as SMS notifications, mobile apps, mobile websites, push notifications, social media ads, and location-based services (Robayo-Pinzon, Montoya and Rojas-Berrio 2017). Promotions, recommendations, and reminders are now at the tips of consumers’ fingers, creating an interactive experience set apart from traditional media. 
Robayo explains that another key piece of mobile marketing is permission and acceptance. Users are becoming more concerned with who are what can contact via mobile devices. They are more likely to accept mobile messages when they perceive values like convenience, utility, entertainment, or personalized relevance. The Technology Acceptance Model explains that adoption depends largely on the perceived usefulness and ease of use. 
The ability for mobile marketing to provide detailed behavioral and location data allows companies to track responses immediately and refine their strategies. This makes mobile marketing a powerful tool for building loyalty, enhancing customer experiences, and guiding purchase decisions. 

[bookmark: _Toc222667432]Getting started with Mobile Marketing
When getting started with mobile marketing, there are 5 key steps that should be the main focus. The first step is to set up a mobile website that can be optimized for smartphone usage (Kenton 2025). Considering smartphones take up a good majority of mobile website traffic, it is essential to make sure that your website is properly formatted for viewing on phones. There are automated systems, such as GoDaddy and WordPress, that can convert your existing website into one that is more optimized for mobile devices. Another method outside of having to write the code yourself would be to use the plug-and-play method. This method consists of having a company create a completely new version of the website specifically for viewing on mobile devices. 
The second step is to set up location-based platforms. These platforms enable consumer data to be tracked and managed real-time based on their location, allowing content and services to be tailored to the consumer and where they are. Examples of a location-based platform are Foursquare, Gowalla, and Facebook Places (Kenton 2025). This step can be particularly valuable to businesses that rely on in-store traffic, seeing as when a consumer checks in with their location nearby, the content and brand have a better chance of being seen.
As a mobile marketer, getting a feel for how consumers act on their devices and conduct transactions is vital. The next step details how a mobile marketer should fully immerse themselves in the mind of the consumer. This includes using the various apps available for payment, checking out advertisements, and conducting a few voice searches (Kenton 2025). This all helps in optimizing and designing the next step of launching a mobile marketing business, mobile ad campaigns. 
Starting a mobile ad campaign is essential for ensuring that a business appears in searches and is gaining viewership and market share. Google and Apple along with other social media platforms are all good places to start that have the ability to run paid mobile ad campaigns. A mobile marketing ad campaign typically is paid for in one or two ways. First being a flat rate that is paid down and has ads run throughout an established period of time. The second method of payment is on a cost-per basis. This is more performance based and can be measured through cost-per-click, cost-per-thousand, or cost-per-acquisition (Kenton 2025).
The last step in kickstarting an effective mobile marketing business is the utilization of QR codes. The benefit of QR codes is that they are low effort for the consumer and can be placed in a variety of locations both virtually and physically. QR codes are a great way to direct a consumer to an organization’s website, current promotions, or other important customer information (Kenton 2025).
Overall, these steps are all important in creating and running an effective mobile marketing business. However, the emphasis placed on each of these steps can differ based on the operations, scale, and overall objectives of the organization. 
[bookmark: _Toc222667433]KPIs and how to analyze them
A KPI is a measurable value that is used to evaluate how well an organization or business is doing to achieve their goals or critical success factors (Lundquist 2024). KPIs are used to help organizations track performance and progress in the form of a measurable result. For example, if companies are focusing on customer retention, a KPI might be something such as a repeat purchase rate rather than just overall total sales (Lundquist 2024). They help employees understand what success looks like within their organization and give them something to work towards. It also helps the leaders in the organization to monitor their employees with measurable goals.
First, KPIs exist to assist in improving performance of the organization. KPIs show what results are expected and help measure if the current structure of the business is meeting those expected results. Another reason why organizations use them is for quality and consistency. Tracking KPIs over time allows organizations to have strong processes that reduce errors. One more reason is to optimize the use of employees and resources. KPIs help to show where time, labor, and money are being wasted, which helps the leaders of the organization to make the necessary changes to be as efficient as possible.
There are some challenges that do come up with KPIs as well. Organizations can have too many KPIs at times and when this occurs it makes it hard for that organization to track all of them and employees can lose focus on their responsibilities when they have all of the different KPIs to try and focus on. Another challenge is when KPIs are measuring employee activity and not results (Lundquist 2024). This is a challenge because it may encourage employees to do the wrong thing. For example, if a sales team implements KPIs and one of them is calls made per day or hour that may encourage employees to rush their calls and try to get as many in as possible instead of focusing on the main goal which is to take your time and make the sale. Another challenge can be inconsistent definitions of KPIs (Lundquist 2024). If your KPIs aren’t clear cut and easy for the people of the organization to understand there might be a lot of confusion and misunderstandings of what is expected of them.
Overall, KPIs are essential to an organization’s success because they help to give everyone within the organization goals and metrics to strive for. They help to show everyone a clear vision and where the organization is heading and what needs to be done to get the organization there. 
Kenton highlights several KPIs that help marketers measure the effectiveness of mobile campaigns. These include click‑through rate (CTR), which indicates how often users engage with mobile ads, and conversion rate, which measures how many users complete a desired action such as making a purchase or signing up (Kenton 2025). The section also emphasizes customer acquisition cost (CAC) to determine the expense of gaining each new customer and customer lifetime value (CLV) to estimate long‑term profitability (Kenton 2025). Additional KPIs include engagement metrics, such as time spent on mobile content, and retention rates, which show how successfully a brand keeps mobile users returning (Kenton 2025).	
[bookmark: _Toc222667434]Program costs
The costs of mobile marketing depend mostly on how ads are priced online (Asdemir, Kumar and Jacob 2012). The two main pricing methods discussed are cost-per-thousand impressions (CPM) and cost-per-click (CPC). Each of these methods determines how much advertisers pay and how much risk publishers take on. 
The CPM model is more like traditional advertising like newspapers or TV. Advertisers pay for every thousand times their ad is shown, even if nobody clicks on it. In this system, advertisers decide how many ads to show and where to show them. CPM, however, can become expensive if ads are shown to people who are not part of the target audience. Asdemir, Kumar, and Jocab provided a formula to identify the real costs every time an ad is shown: C(x,s) = x2 + kxs; where x is the campaign intensity, s is the campaign spread level, and k is the ad serving cost. This formula indicates that higher ad volume and more specific targeting leads to increased costs. 
Unlike CPM, CPC means that advertisers only pay when someone clicks on the ad. This shifts more risk, however, to the publisher to make smart choices about where and how often to show the ad to get enough clicks. CPC pricing only works under certain conditions. For example, the amount paid per click must cover costs for both the target and non-target audience. If the payment per click is too low, the publisher loses money. 
Uncertainty about the target audience is another major factor that affects costs. When advertisers are unsure which users belong to their target group, CPM becomes riskier because impressions may be wasted. In these cases, CPC may be cheaper because the publisher carries more responsibility for finding the right audience. However, when the value of reaching the right audience is very high, CPC pricing can become more costly for advertisers since click prices tend to rise with potential value.
Overall, the cost of mobile marketing depends on how accurately the targeting is done, how expensive it is to serve ads, and how likely users are to click, and how much each side is willing to accept risk. 
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Having a website design that is responsive to different screen sizes and viewing adaptations is crucial. This means having a site that orients itself to fit phones, tablets, laptops, or whatever the consumer is operating on. Along with this, businesses want to make sure their page is functioning at a good speed. Using a tool Like Google PageSpeed can help a business locate issues that their site may be having. This isn’t a factor that is typically ranked by search engines; however, it is extremely important in facilitating higher customer satisfaction and promoting traffic in the future (Kenton 2025). 
Optimizing a mobile marketing program requires ongoing refinement and data‑driven decision‑making. Organizations must be willing to adapt as consumer expectations evolve (Tarnanidis 2024). Research shows that mobile strategies are most effective when marketers continuously analyze user behavior and personalize content to refine messaging based on performance insights. Because consumer behavior shifts rapidly on mobile devices, brands must adopt an iterative approach by testing the formats of channels to determine what resonates best. According to Investopedia, a key step in optimization is leveraging metrics such as engagement, retention, conversion rate, and customer lifetime value to identify underperforming areas and reallocate resources accordingly (Kenton 2025). Marketers should also enhance mobile usability by improving load speed, simplifying navigation, and ensuring responsive design, all of which contribute to stronger conversion outcomes.
Next‑level optimization involves expanding personalization and contextual targeting (Ray 2025). Mobile marketing becomes significantly more powerful when brands use real‑time triggers, location data, and behavioral insights to deliver relevant and timely messages. This means enhancing segmentation models, refining push‑notification strategies, and aligning content with the user’s immediate context.
Finally, improving a mobile program requires integrating mobile efforts with a full omnichannel strategy, ensuring consistent messaging across email, apps, SMS, social media, and in‑store interactions (Medeiros 2024). Brands should also embrace automation tools that streamline personalization at scale and invest in first‑party data to strengthen long‑term customer relationships.
Together, these steps position marketers to build a continuously improving, customer‑centric mobile strategy.
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