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Abstract

The smart phone has become an essential tool for every day living. We are in undated information and
offers every minute of the day, from the moment we wake up until we go to bed.

Every thing is at your finger tips , whether you want to use social media, read about current events world
wide, or make an immediate purchase. The future of advertising is bound to go towards this little screen
as long as mobile phones continue to rule the market. Key trends and predicitions that are shaping the
future of mobile advertising and how it will influence paid media marketing and campaign.

The goal of this study is to provide a detailed overview of Mobile Advertising. Mobile Marketing and
assess the state of the Art in order to facilitate future research. The versatility of video advertising makes
it a powerful tool for brands looking to make a lasting impression on mobile users. Emerging
technologies in mobile advertising enable brands to create immersive and interactive experiences that
res. In today's digital age, mobile advertising has become an integral part of marketing strategies for
businesses worldwide. With the increasing usage of smartphones and mobile devices, advertisers are
constantly exploring new technologies and opportunities to reach their target audience effectively. In this
article, we'll delve into the future of mobile advertising, discussing emerging technologies and the vast
opportunities they present for businesses.

Mobile advertising has witnessed a tremendous rise in recent years, fueled by advancements in
technology and changing consumer behavior. With the majority of the population owning smartphones,
advertisers have shifted their focus towards mobile platforms to engage with consumers on-the-go. From
social media ads to mobile apps and games, the opportunities for reaching potential customers are
endless in the mobile advertising landscape

Keywords: New technologies, Mobile Marketing, creative opportunities, Advertisements, Effective
channels, customer Related, organizational Challenges, New phenomenon

Introduction:

Emerging trends are patterns, behaviors, or preferences that are gaining popularity or influence in a
specific industry, niche, or audience. They can be driven by various factors, such as technology, culture,
social media, events, or customer feedback

Due to this extensive coverage, many businesses now use mobile marketing as a powerful tool to reach
and engage with their customers. As technology continues to evolve, new trends and technologies are
emerging in the field of mobile marketing that are worth keeping a close eye on. In this article, we will
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explore the future of mobile marketing, highlighting some of the most exciting trends and technologies
that businesses should keep an eye on.

From the rise of 5G to the use of artificial intelligence and machine learning, this article will provide a
comprehensive overview of the most important mobile marketing trends and technologies that will shape
the industry's future.

Objectives

« Artificial intelligence (Al): Al-powered personalization is key. Platforms can analyze user data to
deliver targeted messaging, predict behavior, and optimize campaigns for better results.

o Augmented reality (AR) and virtual reality (VR): Immersive experiences like AR filters and VR
product demos can grab attention, boost engagement, and drive sales.

o Chat bots: Al-powered chat bots can provide 24/7 customer support, answer guestions, and
personalize the user experience.

e Wearable technology: Optimize campaigns based on users’ fitness data, location, and health
information from smartwatches and fitness trackers.

e Voice search: Optimize your brand’s presence for voice search, the future of mobile discovery.

Conceptual Framework

In today's digital age, mobile advertising has become an integral part of marketing strategies for
businesses worldwide. With the increasing usage of smartphones and mobile devices, advertisers are
constantly exploring new technologies and opportunities to reach their target audience effectively.

Review of literature
A literature review critically analyzes and synthesizes existing research on a specific topic, providing an
overview of current knowledge, identifying gaps, and highlighting key findings.

SMS Marketing

SMS marketing, or text message marketing, remains a powerful tactic in 2025. Now, it’s enhanced by
Al-driven personalization, allowing brands to deliver not only promotional messages but also predictive
and behavior-based content. This is a permission-based mobile marketing strategy in which brands send
promotions, deals, coupons and other alerts straight to potential customers’ phones via text messages of
160 characters or less.

One of the reasons SMS marketing is such a powerful mobile advertising strategy is because text
messages have high deliverability, open and engagement rates. The stats show that:

e SMS open rates range from 90-99%

e 90% of SMS messages are opened within 3 minutes

e Click-through rates can be more than double that of email

That’s likely because most people have their phones with them most of the time, and because they get
push notifications for incoming text messages, making those harder to ignore.

Since text messages are so short, many marketers include a link where recipients can get more product
information, or a code that triggers a follow-up message. One best practice for SMS marketing is to
avoid overusing it; this tactic is most effective for time-sensitive promotions.
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Social Media Marketing

By 2025, social media marketing will be more important than ever as social platforms evolve with Al-
based algorithms. TikTok, Instagram, and future social apps will offer even more opportunities for
mobile-first, video-driven content. With all of those users in one place, it makes sense to use social
media as one of your main mobile marketing strategies.

Social media makes it easy to create a personal connection with your customers via comments and
messages. You can also increase brand awareness and boost your conversions with customer
referrals and recommendations.

Though some companies choose to focus on organic social media posts, it’s increasingly common to use
social media advertising to guarantee that you’ll reach the right customers. Some options include:

o Facebook ads, or boosted (promoted) posts

« Promoted tweets on Twitter

e Shoppable or promoted pins on Pinterest

e LinkedIn ads or promoted posts

Typically, this mobile marketing strategy lets you create an audience with demographic information, and
set campaign goals, budgets and durations.

Location-Based Marketing (GPS)

In 2025, location-based marketing will evolve into Al-enhanced geo targeting, where brands can deliver
even more contextually relevant ads using real-time data, combining location with user behavior and
preferences. Sometimes location-based marketing is called geotargeting or geolocation marketing.
Research shows that the global location based advertising market, which was already valued at more
than $62 billion USD back in 2019, is expected to grow at a rate of over 17% from 2022 to 2027. This
type of marketing results in more engagement and a better response, because it is more relevant to where
mobile users are and what they are doing.

For example, you can show a promotion for a restaurant to someone who’s in the area and encourage
that person to visit the restaurant. Coach used location targeting to drive thousands of visits to its stores,
so this is a proven way to increase foot traffic.

Proximity Marketing

Proximity marketing in 2025 will see innovations with 5G connectivity, allowing for even faster and
more accurate ad delivery through Bluetooth and other near-field communication technologies.

One example of this is beacon marketing, which relies on physical Bluetooth-enabled devices in or
near stores. These send short-range signals to mobile devices, which people see when they are near your
location. This is another proven way to drive foot traffic. Toyota used proximity marketing to attract
more customers likely to buy at local car dealerships.

In-app Marketing

By 2025, in-app marketing will extend beyond traditional social media platforms. Expect new app
ecosystems powered by Al and 5G, offering brands an even larger canvas for mobile advertising.

Types of in-app advertising include:

« Display advertising like banners that appear at the top or bottom of a mobile screen

« Native advertising, which are promotions styled to mimic the app environment

e Video ads

o Interstitial ads, which appear in between app actions. For example, sometimes these ads appear
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when moving from one game level to another

Personalization

Personalization is another fast-emerging trend in mobile marketing. It refers to how businesses tailor
marketing messages, content, and offers to the individual preferences and needs of a specific customer.
Marketers use data and insights about the customer, such as their browsing and purchase history,
demographics, location, and other relevant information to increase advertising personalization.

Mobile video marketing

In today's world, more and more people are using their mobile devices to watch videos online. And
businesses have to take advantage of this by promoting their products and services through videos on
mobile devices like smartphones and tablets.

Since businesses now know that their target audience is spending most of their time on their mobile
devices, they can use mobile video marketing to target on-the-go consumers, such as those commuting,
waiting in line, or even during lunch breaks.

Another advantage of mobile video marketing is that it is a highly engaging form of content. According
to a study, video content is 1200% more successful than other content forms; viewers absorb 95% of
the message while watching videos.

The Rise of Mobile Advertising

Research

Results

As of 2025, an estimated 5.27 billion people worldwide are using smartphones, representing a
significant portion of the global population

Here's a more detailed breakdown:

e Global Smartphone Users:

The number of smartphone users is projected to reach 5.27 billion in 2025, accounting for nearly 59%
of the global population.

« Mobile Adoption:

Continued growth in mobile use is also helping to fuel increases in digital adoption and activity.

« India's Smartphone Market:

India has a large smartphone user base, with approximately 1.2 billion users as of early 2025.

e China's Mobile Phone Users:

China has the most mobile phone users in the world, with roughly 1.6 billion handsets in circulation.

e Smartphone subscriptions:

In 2023, smartphone owners used an estimated seven billion smartphone subscriptions, which is
expected to climb to almost eight billion by 2028.

e Time spent on smartphones:

On average, internet users spend 3 hours and 46 minutes per day using the internet on mobile devices.
e E-commerce and Mobile:

Mobile devices drive a significant portion of e-commerce traffic and mobile commerce accounts for a
substantial share of e-commerce.

IJFMR Volume 7, Issue 3, May-June 2025 884



https://www.ijfmr.com/
https://explain.ninja/blog/20-video-marketing-statistics-2020/

~ Y International Journal for Multidisciplinary Research (IJFMR)

i

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Mobile Marketing Tools for success

The five mobile marketing strategies above will get you started with targeting mobile device users. Now,

we’ll tell you about the mobile marketing tools you’ll need to use these strategies effectively.

The 5 mobile marketing tools you’ll need include Ground Truth Ads Manager, geo fencing advertising,

weather targeting, audience targeting and brand insights.

1. Ground Truth Ads Manager

Ground Truth Ads Manager is a single platform that allows you to reach up to 120 million monthly

visitors with mobile marketing. The technology is third-party verified and allows you to target potential

customers based on the places they visit and the stores they shop in.

1. Customization options include distance, direction and click-to-call and you can use GroundTruth’s
cost—per-visit model to ensure you only pay when someone actually visits your store. GroundTruth
Ads Manager makes it easy to track progress with in-depth location analytics.

2. Geofencing Advertising

Geofencing advertising is another important form of mobile advertising which creates a virtual boundary

around a location. For example, you can use this to identify a building or shopping area. GroundTruth

uses its proprietary Blueprint technology to ensure that your geofence is accurate.

Once you create your geofence, you can show mobile ads to people who fall within the area and who

meet your criteria. This approach combines GPS with audience insights to help you improve the

efficency of your mobile ad promotions. This is an accurate and highly scalable form of mobile
advertising.

3. Weather Targeting

The weather affects consumer behavior. Sometimes people may choose to stay in or go out, and at other

times it affects what they buy. Either way, you can use weather targeting to make your mobile

marketing even more effective.

GroundTruth’s network of weather sensors is highly accurate, allowing you to target mobile advertising

according to prevailing or expected weather conditions. You can serve ads depending on UV index,

wind, temperature, and weather alerts. You can also combine weather targeting with other forms of
location data to make your ads even more relevant and actionable.

4. Audience Targeting

Ever wondered how to leverage offline behavior to increase foot traffic? You can do this with audience
targeting. This mobile marketing tool lets you reach customers based on factors like:

« Demographics

e Online and offline behavior

« Past and current behavior

e Interests

e Location

The result is that you can reach customers with mobile marketing at the time when they’re most likely to
buy. For example, if a customer has visited your brick and mortar store, you can send them an offer
based on their behavior in-store. Or you can send a message to someone who’s out and about based on
how they interacted with your website.

And you can combine audience targeting with location marketing and geo-fencing to make your mobile
marketing even more targeted and relevant to your potential customers.
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5. Brand Insights

One of the best ways to increase foot traffic to your store is to understand what’s really happening with
your visitors. GroundTruth’s brand insights tool provides location analytics and other insights
including market share, foot traffic, brand affinity and more. This can help you really hone in on the
right mobile marketing campaigns to attract your perfect audience

Technologies to Watch in Mobile Marketing

Artificial Intelligence and Machine Learning

In mobile marketing, businesses can use these advanced technologies to analyze data from mobile
devices to create personalized and targeted marketing campaigns. Artificial Intelligence and machine
learning are powerful technologies that allow businesses to create more effective and personalized
mobile marketing campaigns.

5G and edge computing

Regarding mobile marketing, it is possible to use 5G and edge computing now to provide faster and
more reliable connections for things like mobile ads and location-based marketing.

Voice-enabled technology

Voice-enabled technology allows users to interact with their devices using only their voice rather than
typing or touching the screen, thus making using a mobile device more effortless and convenient. In
mobile marketing, businesses can use voice-enabled technology to create more interactive and
personalized advertising experiences.

Key Trends in Mobile Marketing

Opportunities for Businesses

1. Enhanced Customer Engagement

Emerging technologies in mobile advertising enable brands to create immersive and interactive
experiences that resonate with consumers. Whether it's through AR-powered shopping experiences or
personalized Al-driven recommendations, businesses have the opportunity to engage with their audience
in innovative ways, fostering deeper connections and brand loyalty.

2. Targeted Advertising Campaigns

Al and machine learning algorithms empower advertisers to target specific demographics, interests, and
behaviors with precision. By delivering tailored messages to the right audience segments, businesses can
maximize the impact of their advertising campaigns and achieve higher conversion rates. This targeted
approach also helps optimize ad spend and improve overall ROI for marketing efforts.

3. Data-Driven Insights

Mobile advertising platforms provide valuable insights into user behavior and campaign performance,
allowing businesses to make informed decisions and optimize their strategies in real-time. From click-
through rates to conversion metrics, advertisers can track key performance indicators and adjust their
tactics accordingly to drive better results. The abundance of data available enables continuous
optimization and refinement of advertising campaigns for maximum effectiveness.

4. Seamless Integration Across Channels

With the proliferation of mobile devices, brands have the opportunity to seamlessly integrate their
advertising efforts across multiple channels and touchpoints. From social media platforms to mobile
apps and websites, businesses can create cohesive and consistent brand experiences that resonate with
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consumers at every interaction. This omnichannel approach ensures that marketing messages are
delivered effectively across various platforms, maximizing reach and engagement.

Conclusions

As the key research questions and suggested directions summarized above reveal, firms in virtually
every sector confront multiple factors that affect their mobile advertising and marketing strategies. At
the same time, as companies struggle to make sense of and leverage their mobile capabilities, consumers
react and respond in various ways. We highlight several key factors that define these interactions,
including marketers' constantly shifting abilities to target and deliver relevant content

Mobile marketing is becoming an increasingly important aspect of digital marketing as more and more
people rely on their mobile devices for everyday tasks. The emergence of new technologies is helping
businesses create more effective and personalized marketing campaigns for mobile users.

As these technologies continue to evolve and become more mainstream, businesses must stay up-to-date
with the latest trends and technologies to stay competitive in the mobile marketing landscape.

As such, businesses should be aware that data and technology should be a supplement, not a
replacement, to understanding their target audience and tailoring their mobile campaigns to meet their
needs.

The future of mobile advertising is bright, with emerging technologies and innovative strategies
reshaping the landscape of digital marketing. From augmented reality experiences to Al-powered
targeting and personalized messaging, businesses have a wealth of opportunities to connect with
consumers on their mobile devices. By embracing these advancements and staying ahead of the curve,
brands can unlock new avenues for growth and success in the ever-evolving world of mobile advertising.

Emerging Mobile Technologies 2025

Looking ahead, there are several new strategies to consider for 2025:

o Al-Driven Personalization: Using artificial intelligence to tailor mobile ads in real time based on
user behavior and preferences.

e 5G-Enabled AR and VR Ads: Leverage the speed of 5G to create interactive, immersive
advertising experiences through augmented and virtual reality.

e Voice Search Optimization: Ensure your mobile content is optimized for voice search as more
users rely on voice assistants.

Limitations and Future Research Recommendations

limitations

Research Gaps and Future Directions:

e Understanding the Impact of Mobile Marketing on Consumer Behavior:

More research is needed to understand how mobile marketing impacts consumer behavior, purchase
decisions, and brand loyalty.

« Evaluating the Effectiveness of Different Mobile Marketing Channels:

Further research is needed to determine the effectiveness of different mobile marketing channels, such
as mobile apps, SMS, and in-app advertising.

« Exploring the Ethical Implications of Mobile Marketing:

As mobile marketing becomes more data-driven, it's important to explore the ethical implications of
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using personal data and ensuring user privacy.

o Developing New Metrics for Measuring Mobile Marketing ROI:

More research is needed to develop new metrics for measuring the return on investment (ROI) of
mobile marketing campaigns.

e Understanding the Impact of Mobile Marketing on Retail Environments:

Research is needed to understand how mobile marketing can be used to enhance the in-store
experience and drive foot traffic.

Examples of Future Mobile Marketing Strategies:
o Hyper-Personalized Campaigns:
Using Al to analyze user data and deliver highly personalized messages and offers based on individual
preferences and behaviors.
e Location-Based Promotions:
Offering discounts and promotions to users based on their current location and nearby businesses.
e Interactive Mobile Games and Experiences:
Creating interactive mobile games and experiences to engage users and build brand loyalty.
« Augmented Reality (AR) Applications:
Using AR to create immersive and engaging experiences, such as virtual product try-ons or interactive
product demonstrations.
e Smart Device Integration:
Integrating mobile marketing campaigns with smart devices, such as smartwatches and smart home
devices, to deliver personalized messages and offer
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