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Editorial
Mobile Marketing: The Way Forward
Venkatesh Shankar

Department of Marketing, Texas A&M University, College Station, TX 77843-4112, United States
Firms spent about a quarter of their digital budget on mobile,
and mobile contributed nearly a quarter of all digital revenues
in 2015 (eMarketer 2015). Mobile marketing has grown
substantially in scope from its early definition and stage in
development (Shankar and Balasubramanian 2009). Mobile
marketing has had a significant impact in the retail environment
as most initial applications involved reminders and promotions
when a shopper is close to a physical store or is in a shopping
mode while in motion (Shankar et al. 2010). The rapid surge
of mobile marketing in recent years raises several important
questions about marketing communication and shopper re-
sponse: How has advertising evolved in the mobile context?
How effective is mobile advertising? What are the forms and
roles of mobile promotions? Which mobile promotions work
and which do not work? How relevant is gamification in
the mobile environment? How can marketers effectively use
gamification in mobile marketing? How do shoppers use mobile
in their shopping journey? How should managers use mobile
to influence shoppers along and beyond the path to purchase?
Exploring answers to these and related questions is the focus of
this special issue.

The four articles featured in this special issue address four
themes related to these questions: mobile advertising, mobile
promotions, gamification in mobile, and mobile shopper
marketing. These articles originated in a Thought Leadership
Conference (TLC) organized in January 2015 by the Center for
Retailing Studies at the Mays Business School, Texas A&M
University. Each article addresses the following questions
pertaining to its substantive focus: What key issues on this topic
merit research and managerial attention? What do we know
from prior research about these issues? What framework can we
use to organize these issues to enrich our understanding? What
unknowns exist from research and managerial standpoints?
What are the ways to move forward in continuing investiga-
tions to obtain more insights?
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The co-authors of each article in this special issue are
leading academic experts and senior executives in the area of
mobile marketing. While the collaboration among academics
has produced the anticipated excellent insights, the role of
executives is a special aspect of each article. The executives
have acted as a good bridge between the academic and prac-
titioner communities. They have helped focus the article on key
managerial questions such as: What issues on their topic keep
managers awake? What decisions related to their topic are
important? How do managers currently make these decisions?
What frameworks, tools, and insights on their topic will be
most helpful to make these decisions?

To provide some guidance to readers of this special issue, I
provide a broad overview of selected topics and perspectives
presented in the articles. An essential aspect of mobile marketing
is mobile communication, which includes mobile advertising and
mobile promotion. Grewal et al. (2016) offer an overview of
mobile advertising that can be viewed as providing relevant
messages on a small screen to consumers with limited attention
span. Extant research on mobile advertising and promotions (e.g.,
Bart, Stephen, and Sarvary 2014) has looked at specific issues in
mobile advertising. Taking a broad view, Grewal et al. (2016)
argue that mobile advertising's performance depends on several
variables organized by the environment, consumer, firm, market
and technology factors, advertising goals, and the use of
appropriate mobile ad elements. Their framework helps to
organize existing knowledge and outline future research avenues
in mobile advertising.

Andrews et al. (2016) discuss both the theory and the
application of mobile promotions and offer researchers and
managers several guidelines. Extending the concept of mobile
promotion from those used in specific contexts such as retail
(e.g., Hui et al. 2013), they broadly define mobile promotions
as information delivered on a mobile device, offering value
aimed at effecting short-term specific behavior. Their framework
encompasses different stakeholders (e.g., manufacturers, retailers,
intermediaries) in the mobile promotion ecosystem. They address
DGE.
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research questions from each stakeholder's perspectives based on
some promotion themes such as privacy-value tradeoff, return
on investment, and spatiotemporal targeting.

Mobile communication is most effective when shoppers,
consumers and user are most engaged. A powerful way to
increase engagement is gamification. Hofacker et al. (2016)
discuss in depth gamification, which can enhance the appeal of
mobile offers to consumers. They believe that the existing set of
gamified mobile apps do not adequately leverage the potential
of gamification. Based on the elemental game tetrad model of
Schell (2008), they provide an overview of game design and
discuss its application to mobile marketing.

Marketers often need to go beyond mobile communication
and gamification to influence shoppers in their shopping journey.
Shopper marketing refers to the planning and implementation of
marketing activities that influence a shopper along and beyond
the path-to-purchase (Shankar 2011, 2014). In the retail context,
manufacturers, retailers, and service providers use shopper
marketing to create mutually beneficial outcomes (Shankar
et al. 2011). When shopper marketing intersects with mobile
marketing, mobile shopper marketing emerges. Shankar et al.
(2016) define and discuss mobile shopper marketing and its
scope and present a framework with four key entities—shopper,
employee, organization, and mobile technology—as the anchors
of the mobile shopping journey. They identify and discuss the
challenges and the associated future research opportunities for
each of the anchors.

Taken together, these articles provide a number of key
insights. First, behavioral outcomes like shares, clicks, and
purchases to mobile advertising depend on a complex interplay
of advertising goals, advertising elements, consumer, firm,
market, and context factors. Second, the effectiveness of
mobile promotions depends on a host of factors ranging from
value-privacy tradeoff, spatiotemporal targeting, proximity to
purchase, multichannel behavior, social media, inter-media
substitution, and channel disintermediation. Third, gamification
elements like story, mechanics, esthetics, and technology,
together with consumer and product factors are key drivers of
marketing outcomes like engagement, purchase, and retention.
Finally, mobile marketing has a wide range of impact on shopper
behavior during all the stages of a shopper's path-to-purchase and
beyond and the key drivers differ across the different stages in the
shopping cycle.

The TLC on Mobile Marketing was co-sponsored by the
American Marketing Association, Marketing Science Institute,
Texas A&M University's Mays Business School, and its
Marketing Department and the Center for International Business
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Studies. I thank these organizations and the academics and
senior executives who worked together in teams during and
after the conference to craft the articles. I am also grateful to the
ad-hoc reviewers, ad-hoc editor, and the volunteers at the
TLC. Manuscripts based on discussions at the conference
were submitted for publication consideration to the Journal of
Interactive Marketing and the journal's standard review proce-
dures were followed in evaluating the submitted manuscripts. The
manuscript in which I was involved as a co-author was handled
by Charles Hofacker, Editor Emeritus, Journal of Interactive
Marketing. I hope that this special issue will provide the impetus
for more research on the theme of this special issue.
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