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The PredicTool test M-club is now concluded 
“Mobile marketing is like a sharp knife – efficient but dangerous” 
 
Important and interesting conclusions can be drawn after the test period, but 
also a couple of questions has been raised related to the issue of if, and how, 
the mobile phone can be utilized as a market channel. 
It is surprising that commercials and marketing through the mobile phone has 
not taken off yet, despite that most people agrees on its theoretical advantages 
as a new and efficient market channel. What is it that prohibits the 
development? Or rather, what delays it? 
 
Compared to another relatively new market channel, The Internet, one can 
observe that it is only recently that it has taken off. Could it be so that the 
advertisers and media advisors have not been sure on how to utilize The 
Internet as a component in their media mix? The same questions that is now 
raised related to mobile marketing, was probably raised related to The Internet 
and marketing a couple of years back. Questions like; How do I shape my 
offer in order to fit the channel? What products are most suitable to be 
marketed through that channel? What is the effect to be suspected? Etc. We 
think that these issues soon were transformed into the insight that it is no 
simple answers. The answers are more complex, and at the end of the day are 
more related to the competence to communicate with a specific target group, 
rather than the technology carrying the message. Regardless it being printed 
on paper, shouted on the street, visible in a banner on a homepage or being 
transmitted as an MMS in someone’s mobile phone the key issue is what we 
want to convey. 
 
The characteristics and pre-requisites of the different media channels is of 
course incredibly important for the effect, but the outmost important is still 
that there is a market knowledge, strategy and tactic when communicating. 
How much we still want to, there is very few “killer applications” or “silver 
bullets” in this area. 
 
When looking at the answers from our test pilots in this evaluation, combined 
with our previous experience from tests with mobile marketing during the last 
five years, it can be stated that mobile marketing has a potential to become an 
important and effective channel in a media mix. If used correctly, the effect 
can be really good, but used incorrectly more likely a disaster. Its inherent 
characteristics of being very personal means it shall be used for that, and not 
for a more sloppy and non-personal mass communication. 
 
The comparison with the knife is good. It works perfectly well being a true 
pleasure to use, but if you cut yourself…. 
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1 Background 
Between December 1st, 2004 and February 28th of, 2005, a test of a mobile marketing 
service has been conducted in Luleå. The test and the development of the service 
were performed in cooperation among the partners, Regisoft, Gordion, JC and Testbed 
Botnia.  
 
The focus of the test was a mobile marketing service that presented personalized 
offers to the customer. The service had three different channels for communication with 
the customer, a webpage, a kiosk in the store and SMS through their mobile phones. 
The campaigns in the kiosk and at the webpage were pull-campaigns meaning that the 
customers could look and download pre-definied coupons to their mobile phones. 
During the test period 10-15 offers has been available every week in the kiosk and at 
the webpage. The campaigns over SMS were push-campaigns where the customer got 
offers related to their personal profile without having to do anything. The offers over 
SMS have been sent, at the most, once a week to each customer.  
 
The test was marketed at Testbed Botnias webpage, in the stores and in newspapers. 
Test-pilots could register for the test both through the Internet and the kiosk at the 
store. 298 persons chose to be members in the mobile loyalty club during the test-
period. After the test period, the test-pilots opinions have been collected.  

2 Data collection  
During the evaluation, data has been collected from different sources, at different times 
and with different methods. The methods used are questionnaires, interview and focus 
groups interviews. The questionnaires have been distributed to 260 of the test pilots at 
two different occasions. The focus of the first questionnaire was to get a status report 
on how the test-pilots had perceived the test so far. The second questionnaire was 
performed after the test period was finished. The results from these questionnaires 
partly serves as an input to the design of the focus group and partly as a representation 
of the opinions connected to the test. The first questionnaire was answered by 125 
persons and the second questionnaire by 115 persons.  Focus-group interviews were 
conducted in 3 groups with 3-5 persons in each group. The focus-groups interviews 
lasted for about one hour. The purpose with these were to get more understanding 
about what kind of opinions that are connected to this kind of service, how the test-
pilots wanted the service to function and why they wanted it to function in that way. 
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2.1 Results of questionnaire 1, performed during the test period 
The purpose of this survey was to get a picture of the usage of the service and to see 
how the information about the service had been interpreted by the users. This survey 
where conducted in the beginning of January 2005, and 125 persons responded to it. 
The questionnaire contained 12 questions.  
   
83 % of the informants had acknowledged that they could fetch their own offers through 
the kiosk in the store. 31 % said that they had chosen to do so.  
 
64% of the informants understood that they could fetch their own offers through the 
Internet and 56 % of the test-pilots had chosen to do that. 60 % of the test-pilots did not 
comprehend that they were receiving loyalty bonus points when they were logging in at 
the kiosk, 70 % understood that they received loyalty points when they shopped in the 
store.  
 
Of the test-pilots, 86 % had received one or more SMS-offers to their mobile phone. 
25% said that they had used one or more of the offers they had access to. Among 
those who had not used any offers the reasons differs; 38% did not have time, 14% 
forgot it, 25% thought that the offers were uninteresting and 21% had other reasons for 
not using the offers.  
 
The overall opinion about the offers was that 14% thought that they were very good, 
38% thought they were good, 37% did not think that the offers were either good or bad, 
9% thought the offers were bad and 2 % thought the offers were very bad.  
 
The respondents had the opportunity to give their comments according to the service 
and the overall expression from the informants was that the service was fun and 
innovative. Some of the respondents wanted more information about the service. 
 

2.2 Results of questionnaire 2, performed after the test period 

The purpose of this questionnaire was to get the users opinion about the mobile 
service and the concept of mobile marketing as such. The questionnaire had 3 different 
parts where the first part contained background information such as name, gender or 
age. Part two had 19 statements with a 6-graded scale where the test-pilots gave their 
opinions about the statements. The third part had a focus on the concept of mobile 
marketing. This part had 13 questions of Yes and No type related to short scenario 
descriptions about the main ideas with the concept.  

115 of the 260 test-pilots answered the questionnaire, 47% of them were women and 
53% were men. Most of the respondents (64%) were under 31 years old with 38% 
between 18-25 years old. The respondents’ daily occupations were; 57% employed, 
32% students, 7% unemployed and 3% have other occupation. 60% of those who 
answered see themselves as ordinary users of their mobile phones, which means that 
they make phone calls and send SMS regularly.   
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2.2.1 Part 2 of the questionnaire, usage 

Below follows a selection of the statements and the response generated by the test-
pilots in the questionnaire. Here they answered to at what degree they agreed with the 
presented statement. In the analysis of differences between genders I have not been 
able to identify any notable differences. The results from that analysis will thereby not 
be presented. 

 
 

 Fully 
disagree 

    Fully 
agree 

It was easy to fetch 
the personalized 
offers from the 
kiosk in the store 

5% 7% 20% 14% 22% 32% 

It was easy to fetch 
the personalized 
offers from the 
Internet 

5% 6% 16% 15% 15% 43% 

To be able to 
choose the offers I 
believed was 
interesting  via the 
kiosk was very 
positive 

4% 
 

1% 19% 10% 23% 43% 

To receive offers to 
my mobile phone 
was very positive 

1% 1% 11% 22% 23% 42% 

To receive offers to 
my mobile phone 
made me feel 
special 

13% 
 

11% 20% 17% 16% 23% 

The mobile loyalty 
club fulfils a need I 
have had 

7% 21% 22% 22% 17% 11% 

I have used the 
offers I have 
received via SMS 

35% 
 

6% 22% 19% 10% 8% 

I have forgotten my 
offers and have 
thereby not used 
them 

32% 
 

19% 17% 9% 12% 11% 
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Following is a short summary over some of the statements that have not been 
presented in the table above. 40% of the test-pilots did totally agreed to that it was 
easy to use the offers they’ve got by SMS, 40% agreed to some extent and 1 % did not 
agree at all. 78 % believed it was positive (to different extent) to have the opportunity to 
be able to choose interesting offers over the Internet.  3 % did not think that it was 
positive.  

42% totally agreed that it was positive to get personal offers to their mobile phones. 
Another 45% agreed to some extent. 1% did not agree at all.  

50 % stated that they have fetched offers via Internet and the kiosk.  29 % agrees to 
different degrees that the offers they have received have affected their buying 
behaviour. 35 % did not agree at all to that.  

2.2.2 Part 3, the concept of mobile marketing  

In this part a presentation of the test-pilots opinions according to the concept of mobile 
marketing as such is presented. The diagrams below are the results from the survey 
presenting the questions and the answers from the test-pilots. The questions in the 
questionnaire were complemented with a short description about how the service 
should function. 

 

1. Do you want that companies to communicate with you via your mobile phone? 

 

In this question a difference between genders could be identified, women were less 
positive to a communication from companies to them via their mobile phone. The 
difference was not remarkable, but noticeable.  

• Yes  54,78% 
 

• No  6,96% 

  

• Don’t know 8,70% 

 

• Doesn’t matter 29,57% 
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2. Would you as a customer agree to that the company can store and use 
information about you if they guarantee they won’t misuse it, but only use it so 
that you can receive as relevant and unique offers as possible? 

 

3. Would you choose to be a member of a customer club in which you receive 
personalized offers to you mobile phone? 

 

• Yes  71,30% 
 

 No  11,30% •
 

•  

• Don’t know 6,96% 

Doesn’t matter 10,43% 
 

• Yes  88,70% 
 

 • No  0,87% 

  

• Don’t know 3,48% 

 

• Doesn’t matter 6,96% 
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4. If you would get offers that weren’t personalized would you then choose to be 
a member? 

 

5. Would you choose to be part of a customer club where you sometimes receive 
information about VIP-evenings, previews etc to your mobile phone? 

 

• Yes  31,30% 
 

• No  23,48% 

  

• Don’t know 28,70% 

 

• Doesn’t matter 16,52% 
 

• Yes  85,22% 
 

 • No  2,61% 

 Doesn’t matter 9,57% 

• Don’t know 2,61% 

 

•
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6. Do you think that it would be better to have customer club member cards 
available in the mobile phone instead of plastic cards?  

 

 

 

7. Would the access to your member card in the mobile phone determine if you 
chose to be a member of a mobile customer club? 

 

• Yes  58,26% 
 

 • No  16,52% 

 Doesn’t matter 18,26% 

• Don’t know 6,96% 

 

•
 

• Yes  21,74% 
 

• No  54,78% 

 Doesn’t matter 14,78% 

• Don’t know 8,70% 

 

•
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8. Do you believe that it would be better to have the discount coupons in your 
mobile phone instead of paper coupons?  

 

  

• Yes  75,65% 
 

• No  7,83% 

 Doesn’t matter 12,17% 

• Don’t know 4,35% 

 

•
 

9. Would the access to discount coupons in your mobile phone determine of you 
choose to be a member of a mobile customer club? 

 

• Yes  25,22% 
 

• No  50,43% 

 Doesn’t matter 13,91% 

• Don’t know 10,43% 

 

•
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10. Is it important for you to be able to control how the company can 
communicate with you? 

 

• Yes  81,74% 
 

• No  6,09% 

 Doesn’t matter 11,30% 

• Don’t know 0,87% 

 

•
 

11. Is it important for you to be able to influence what time the company can 
communicate with you? 

 

• Yes  36,52% 
 

 • No  22,61% 

 Doesn’t matter 30,43% 

• Don’t know 10,43% 

 

•
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12. Is it important for you that you can easily update your personal profile? 

 

• Yes  85,22% 
 

• No  3,48% 

 Doesn’t matter 10,43% 

• Don’t know 0,87% 

 

•
 

13. Is it important for you that you can terminate your membership in an easy 
way?  

 

• Yes  93,91% 
 

 • No  2,61% 

 Doesn’t matter 2,61% 

• Don’t know 0,87% 

 

•
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2.3  Focus group interviews 
Below follows a summary of what the test-pilots have discussed during the focus 
groups interviews. The data has been categorized into eight categories; freedom of 
choice, offers, relations, line of business, positioning, data warehousing, combinations 
and future.  

2.3.1 Freedom of choice 
One of the most mentioned words during the interviews was freedom, a freedom to 
choose everything. To start with, the test-pilots said that they choose which loyalty 
clubs they wanted to join according to their interests. The test-pilots doesn’t see any 
problem with memberships in several loyalty clubs as long as they have chosen to be a 
member and agreed to a communication from the company to the customer mobile-
phone. As long as it is voluntary and the test-pilots has confirmed that the company 
can communicate with them it is okay, but if it becomes an advertising channel the 
test-pilots express that they would not accept it. They say that they would contact the 
company and leave their loyalty club. They also say that they might try a loyalty club 
for a while if they can finish off their member-ship if they are not satisfied with how it 
works. To make the customer stay in the loyalty club with mobile offers it is crucial that 
the company gives interesting offers as opposed to ordinary advertising. 
 
In the interviews it has also been mentioned that they want to be able to choose what 
categories of products they want to get offers about. For example, if they are members 
in a clothes store loyalty club, the test-pilots says that they want to be able to choose 
children clothes or men’s clothes and even sub-categories such as sweaters and 
trousers.  
  
Another thing the test-pilots wanted to be able to choose was the frequency of offers. It 
has often been expressed that too many offers might lead to a termination of their 
membership. At this point it is important that the customers can choose to turn off the 
SMS offers or at least slow down the frequency. People want it to be easy to turn of the 
SMS channel for other reasons, such as going abroad for holiday or other situations 
when the customer do not want SMS offers.  
 
The test-pilots find it hard to define when exact they want the messages. It depends on 
situations and context and it varies from day to day or week to week. The test-pilots 
say that they can declare a time when the company can reach them if it is easy to 
change if they experience that the time does not fit them. 
 
A possibility to choose is obtained in the test with the Internet channel and the kiosk. 
These have been very appreciated among the test-pilots. It gave them the possibility to 
choose the offers they thought was interesting and download them to their mobile-
phone. In other words, the test-pilots have expressed that they want to be able to 
select the communication channel. But at the same time they state that the choice of 
communication channel is sometimes up to the company. Some offers are more suited 
in an SMS and others are more appropriate in a letter, says the test-pilots.  
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In the interviews a discussion about data mining and privacy issues came up. Some of 
the test-pilots mentioned choices in that context too; they expressed a request to be 
able to control what kind of data that can be stored about them, for what purposes the 
data can be used and which companies that have access to the data. One expression 
was; if I don’t want the company to store data about me I should be able to prohibit 
that.  
 
As customers, the test-pilots said that they wanted control, opportunities to choose, be 
respected as customers and simplicity.  
 

2.3.2 Offers 
The overall opinion about the offers received by the test-pilots during the test period is 
good, it has not always fitted their interest, but it was a good mixture, frequency and 
availability. It is positive to have the offers available in the mobile-phone because you 
always carries it with you, if you have forgot it at home you will turn back and get it, is 
one expression from the test-pilots. To have interesting offers are important if the 
customers should be satisfied and interested to continue their member-ship in the 
loyalty club.  
 
It is impossible to give an exact answer as to what is an interesting offer. But some 
general characteristics have been mentioned. It is good if the offers are of general 
character, such as a 10% discount or “Buy clothes for 500, pay 400”. The test-pilots 
have mentioned that they believe that it is difficult to use offers that are about a 
particular product. It is not always the case that I am in the need of that product at the 
moment. If such an offer is received they delete it immediately from the mobile-phone. 
But if the offers makes them interested they save it for future use.  
 
It is easy to remember the offers in the phone because when other SMS messages are 
handled one get reminded of the offer, according to the test-pilots. The offer also 
reminds the customers about the store and that they can look in the kiosk or at Internet 
for other offers, says the test-pilots. One test-pilot said that the offer reminded him that 
he needed a new pair of jeans. Many of the test-pilots also say that their shopping 
habits have been affected during the test. Their awareness of the stores that were part 
of the test had increased and they have shopped there more frequently or at least 
visited the store more than usually. The test-pilots do not want a reminder of the offers 
they have already received, that would only irritate them. It would be considered as 
spam.  
 
To much peeping is one thing that is mentioned frequently during the focus groups 
interviews, but to decide when there are too much peeping cant be agreed upon 
among the participants. One thing they agree upon is that it depends on the person, 
the offers, the timing, the store and so forth. To be a member in 10 loyalty clubs, who 
sends offers via mobile phones, might be problematic for some people, while others 
say that if they are interested and have chosen to be member in all those clubs it is 
okay. Once a week seems to be a common ground for what is acceptable. This 
includes a situation in which several stores has the same service, meaning that one 
offer from each company once a week seems to be okay according to the test-pilots. 
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To finally define the limit for how many SMS’s that is acceptable is impossible as the 
limit has not been reached, says the test-pilots. Perhaps the frequency should adjust to 
the redemption rate, is one suggestion from the test-pilots.  
The quality of the offers also affects how often the test-pilots think they might want 
offers. Interesting and surprising offers can be more frequent than boring and 
uninteresting ones.  
 
The women in the focus groups have expressed that they do not want offers about 
clothes in their size. It can be humiliating and the size that fits in one store does not fit 
in another. Sometimes you loose weight and sometimes you gain weight and you do 
not want to be reminded about that in an offer, are expressions from the women in the 
focus groups. Offers about product groups, such as sweaters, trousers, shirts and so 
forth are accepted, but offers about size or colour are not as accepted.  
 
To have a good mixture and to surprise the customer are other things that have been 
mentioned during the focus groups interviews. An offer about VIP-evenings with a 
possibility to buy clothes on sales before the other regular customers is one 
suggestion. The offers don’t need to be monetary every time, it can be beer-testing or 
a make-up evening, anything that makes the customer feel special and selected. One 
of the reasons for being part of the mobile loyalty club is special offers; it is fun to get 
offers that not everybody gets.  
 
A mixture is important when it comes to the communication channel, some offers are 
suitable for SMS communication and others are more suitable for letters. If all offers 
came via SMS there is a possibility that the customers gets tired of the communication.  
 
A possibility to get the discount coupons directly to the mobile-phone is another thing 
that has been mentioned as positive among the test-pilots. Also member-cards in the 
mobile-phone are apprehended as positive. 
 

2.3.3 Relations 
The best way to build relations between customer and company are, according to the 
test-pilots, the personal meeting between staff and customer. If the customer feels 
welcome and is treated properly the company has started to build a relation. The test-
pilots have also said that it does not matter how good the offer is, if the treatment from 
the company isn’t friendly they will not shop there. 
 
One of the purpose with loyalty clubs is to enhance relations between customer and 
company. The usage of a mobile channel appears to help companies to build relations, 
at least the front companies. When all the companies has this kind of service it might 
be something else that strengthen the relation. But for now it feels new, fresh and the 
company is remembered by it. Test-pilots say that they choose to visit a store because 
they have access to this service. The test-pilots also say that the relation has become 
stronger but, at the same time, more fragile. Tedious offers can turn the customers 
away from the company. To receive offers to the mobile phone is positive because is it 
easy and convenient.  
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The test-pilots say that even if every other customer has the same service it will not 
affect their membership because the service is so smooth and the test-pilots can say 
that they are veterans.  
 
In the interviews it has also been said that offers sent by SMS have some kind of 
guarantee that the receiver reads it because SMS are always read. If the sender was 
known it would not determine if the test-pilots would read the SMS or not, one test-pilot 
expressed that at least I know it is something in it. As it is today, displaying a four digits 
number, gives an impersonal feeling.  
 
The relation between the customer and the company is also, according to the test-
pilots, influenced by the originality of the offers. They want offers that not everybody 
gets - this being the fun with it. Some of the test-pilots say that they want other offers 
compared to the ones sent by mail to their home, other say that they want the same 
because they usually forget the discount coupons at home and this would be a way to 
get around that problem.  

 
Another way to enhance the relation with the customers is to give the customers the 
possibility to get information from the company by SMS. This information can be about 
a product that the customer requested, but it was out of stock at the time. The 
company can than contact the customer when the product arrives in the store.  
 
The relation between customer and company can be affected negatively if the 
company sell their customer data to other companies and if they send to many 
messages 
 

2.3.4 Line of business 
The line of business matters, according to the test-pilots. They say that they do not 
want offers from grocery stores. If offers come from grocery stores, it would probably 
be perceived as too much. SMS offers from grocery stores is not anticipated to 
improve the relation with the customers in that case, the customers will visit those 
stores anyway.  
 
Offers via SMS should be about products that aren’t purchased so often, according to 
the test-pilots. They mention branches like music, books, and gifts and so forth as 
suitable for mobile communication between the retailer and the customers. The price of 
the product also affects if an SMS offer is wanted or not, cheap products does not 
need SMS offers 
 

2.3.5 Combinations 
In the interviews, test-pilots have said that they have tried all the possibilities with the 
service, the kiosk, Internet and messages by SMS. To use the kiosk was, according to 
the test-pilots, very easy and they used it when they went into the shop. The Internet 
was used at home when they were surfing the Internet and had a little bit of spare time. 
It was also very easy to use and it was comfortable to be able to look at the offers at 
home and then down-load the interesting ones, according to the test-pilots.  
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The combination of communication channels was apprehended as positive and the 
strength of the service by all test-pilots. Some of them had used the kiosk mostly, while 
others had used the Internet. They appreciated the opportunity to have a choice and 
the availability wherever they are. The ability to choose also makes it more appealing 
for more customers since everyone is different. The SMS offer does often function as a 
reminder about other offers and the store as such.  
 
Some of the test-pilots thought that e-mail would be a good complement to the service, 
while others did not think that at all. They said that they receive so much rubbish mail 
already.  

2.3.6 Location based offers 
The thoughts about the issue of location based offers, or positioning, as a complement 
to the service, were divided among the test-pilots. Some of them believed that it was 
okay that companies positioned them, other did not. Also here is the ability to choose 
central. Those who were positive to positioning came up with idea of how they wanted 
such a service to function.  
 
Some of the test-pilots said that they wanted the service to know when they enter a 
shopping centre and then receive an SMS with offers from the stores they had chosen 
to be customers at. That kind of service need to have a way of knowing who has 
received a message or not. Another thought was that when the customer enters a 
specific shop an SMS with an offer can be received. The system cannot, according to 
the test-pilots, be so responsive that it peeps when they passes by the store. This 
would be too annoying. Another idea was that different groups of companies can know 
when the customers are in different towns and thereby send SMS from the specific 
town. This would also be good during travelling so messages from Sweden aren’t sent 
when the customer is in another part of the world.  
 
Those who weren’t positive to positioning in relation to the service said that they 
thought they would feel controlled and watched over. It would give them an 
uncomfortable feeling. They did not believe that an SMS from all shops in a shopping 
centre would be a good idea. They can’t see who wants to get that when they enter a 
shopping centre.  

2.3.7 Data mining 
When it comes to data mining, the test-pilots expressed different opinions. Some of 
them think that it doesn’t matter if the company stores data about them as long as they 
are guaranteed that they know who are granted access to the data. Most of the test-
pilots said that they believed that it would be better with a personal profile where they 
can give their data about interests, clothing style and so forth. They were positive to 
get tips about clothes that might fit them according to their profile. But the offers should 
not be about colour or size, the offers has to be more general. 
 
If the company are to succeed with data mining and offers they need to be responsive 
about trends so they can offer products that relates to what customers has bought 
earlier and find clothes in the new trend that might fit that taste. For example, if a 
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customer always buys black pants but the trend now is brown pants, then the system 
should be able to identify that customer need. Another thing that has been mentioned 
related to that topic is that people change and so does their taste and the system has 
to take that into consideration. For example, if a customer always buy red shirts, he or 
she might get tired of red shirts and if the offers than only are about red shirts the 
customer can get frustrated.  
 

2.3.8 Future 
All test-pilots agreed that a service like this must be easy to use and easy to have 
control over. They all agreed that in the future when more companies choose to push 
offers to their customers via SMS a portal is required where several companies are 
connected. In that portal a possibility to choose companies, product categories, 
communication channel, and frequency and to set up a personal profile is of 
importance. In that profile they also want a possibility to stop or slow down the 
message frequency. 
 
They say that it has to simple and easy to use if the customers shall use a service like 
this. The test-pilots are not sure if they would update their profile frequently, they think 
that when the offers do not fit them anymore they either update the profile or stop using 
that loyalty member card. A visit to every clubs webpage is not a solution they think 
might work, a customer would not have the energy to update and join all the interesting 
loyalty clubs. 
  
Member cards in the mobile-phone are one thing that appears to be wanted. How that 
should be accomplished technically is difficult to say, but things that need to be 
considered are that the customer don’t want to give their mobile-phone to a cashier, it 
is personal. A bar-code or a chip that identifies the member card is things that have 
come up as solutions. Another thing to consider are the storage space in the phones, if 
there are a lot of offer messages sent, the inbox would become full very quickly. One 
possible solution for that problem that came up was that the messages being out of 
date or redeemed are deleted automatic. 
 
It would also be good if all stores had one single card commonly used. When you visit 
the portal you choose which companies you want to add or remove from your card. 
This would make it easier to use the member cards.  
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3 Conclusions 

In this section a presentation of the conclusions from the evaluation follows. The 
purpose of the evaluation was to get the users opinions about the mobile marketing 
service concept. The evaluation results give some guidance about what is important to 
think about when a mobile marketing service is to be implemented.  

The overall opinion about the service and the communication channels it contains were 
that it was very easy to use. The users were also positive to the opportunity to get 
offers both via their mobile-phone, the kiosk and the Internet. Another thing that also 
was thought of as positive was the opportunity to have member-cards and discount 
coupons in their mobile-phone even though this would not affect their will to be a part 
of the mobile customer club to a large extent.  

Members in a loyalty club want a freedom of choice. These choices can be about: 

- which loyalty club he or she should join 

- what categories of clothes they want offers about, for example; men, women or 
children clothes 

- what subcategories they want offers about such as trousers or sweaters 

- how often they can be contacted, or at least have the choice to turn it off or slow 
the frequency down 

- which communication channel the company can use; mail, SMS, e-mail, kiosk, 
Internet 

- what kind of data the company can amass about the customer 

- who can have access to the customer data  

 

When it comes to the offers generated in the project, the conclusions are:  

- the offer should be interesting and surprising, such as ideas of clothes that fit the 
customers profile 

- offers of general characteristic is preferred, for example 10% off, rather than limited 
to a specific product. 

- the frequency of the offers is difficult to determine, it depends on so many factors. 
Generally, if offers are good a high frequency might be accepted and vice versa. 

- the offers function as a reminder of the store, other offers and needs 
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- the offers should not be about size or colour, according to the women 

- the offers can have other characteristics than monetary ones 

 

The purpose of the service is to enhance the relation between the customer and the 
company. The conclusions that can be drawn in that context are: 

- The first and foremost way to build relations is in the store in a face-to-face meeting 

- Mobile loyalty club seems to build relations in the beginning 

- The customer relation are damaged if too many non valuable offers are sent 

- The mobile club makes the customer feel special 

 

Other conclusions that can be drawn in this evaluation are related to the issue of 
branches, combination, data mining, positioning and the future.  

- Branches with clothes, books, music, gifts are most interesting for loyalty clubs  

- A combination of the kiosk, Internet and SMS are appreciated. 

- Positioning in relation to the service is an characteristic difficult to determine if 
wanted or not. The opinions differ 

- If the company wants to store data about their customers it is important that the 
company is trustworthy and that the offers built on that data are responsive towards 
trends and changes 

- The ability to set up an personal profile is preferred before data mining 

- In the future a portal with selectable clubs are wanted 

- Membership cards and discount coupons in the mobile phone can be a future 
service 

 

  21 (21) 

 


	Background
	Data collection
	Results of questionnaire 1, performed during the test period
	Results of questionnaire 2, performed after the test period
	Part 2 of the questionnaire, usage
	Part 3, the concept of mobile marketing

	Focus group interviews
	Freedom of choice
	Offers
	Relations
	Line of business
	Combinations
	Location based offers
	Data mining
	Future


	Conclusions

